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[bookmark: _Toc240023582]Chapter 1: Introduction
[bookmark: _Toc240023583]1.1 Background and Context
The UK coffee shop industry represents a significant and increasingly competitive component of the foodservice sector. Coffee is deeply embedded in UK consumer culture, with the British Coffee Association reporting approximately 98 million cups consumed daily and more than 210,000 jobs supported by the wider coffee industry (British Coffee Association, 2022). Recent industry evidence indicates continued market expansion, with the UK branded coffee shop market valued at approximately £6.1 billion in 2025 and comprising 11,456 outlets, representing 5.2% growth over the previous year (World Coffee Portal, 2025). Nevertheless, rising operating costs and increasing consumer price sensitivity create challenges for coffee businesses seeking sustainable growth.
The proposed The Ethical Bean Coffee House will be located on Monmouth Street, Covent Garden, London, UK, an established food, retail and tourism destination. The area has a strong specialty coffee presence, including Monmouth Coffee Company and WatchHouse, creating both an attractive customer environment and a highly competitive market (Covent Garden London, 2026). Monmouth Coffee Company operates at 27 Monmouth Street, highlighting the need for clear differentiation (Monmouth Coffee Company, 2026). Furthermore, consumers increasingly value ethical and sustainable coffee production and may demonstrate willingness to pay premiums for responsibly produced coffee (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023). Consequently, ethical sourcing and resilient supply-chain practices provide important areas for investigation.
[bookmark: _Toc240023584]1.2 Problem or Opportunity Statement
The central business opportunity arises from continued demand for specialty coffee alongside growing consumer interest in ethical and sustainable consumption. However, Monmouth Street and the wider Covent Garden area already have established specialty coffee businesses, including Monmouth Coffee Company and Watch House, creating a competitive environment where product quality alone may not provide sufficient differentiation (Covent Garden London, 2026). The opportunity for The Ethical Bean Coffee House is therefore to investigate whether combining premium specialty coffee, transparent ethical sourcing, sustainable supply-chain practices and an enhanced customer experience can address an identifiable market need. The BDP will evaluate this proposition through secondary market, customer and competitor evidence rather than assuming commercial viability.
[bookmark: _Toc240023585]1.3 Initial Observation of Demand
Preliminary market evidence indicates sustained consumer engagement with UK coffee shops. World Coffee Portal (2025) reports that 60% of surveyed UK coffee-shop consumers visit coffee shops multiple times per week, while average consumer spending reached approximately £6.23 per visit. This suggests continuing demand for café-based consumption despite wider cost-of-living pressures. Consumer interest in ethical consumption also provides a relevant demand signal, with Fairtrade reporting strong recognition and regular purchasing of Fairtrade products in the UK (Fairtrade, 2025). However, the presence of established specialty coffee operators in Covent Garden means that demand for coffee alone does not establish commercial potential. The BDP will therefore examine local competition, customer preferences and pricing evidence to assess the opportunity.
[bookmark: _Toc240023586]1.4 Aim, Objectives and Research Questions
[bookmark: _Toc240023587]Aim
To evaluate the market opportunity, strategic requirements and commercial feasibility of establishing The Ethical Bean Coffee House as an ethically sourced and sustainability-focused specialty coffee business on Monmouth Street, Covent Garden, London.
[bookmark: _Toc240023588]Objectives
1. To evaluate the UK specialty coffee market and the local characteristics of Covent Garden using credible secondary market, demographic and industry evidence during the BDP research period. 
2. To analyse customer needs, purchasing behaviour and sustainability preferences relevant to premium and ethically sourced coffee consumers using published secondary evidence. 
3. To evaluate the competitive environment of Monmouth Street and Covent Garden by comparing relevant competitors, pricing, product propositions, customer experience and sustainability positioning. 
4. To develop and assess an evidence-based business strategy, business model, financial plan, operational plan and implementation approach for The Ethical Bean Coffee House and determine the conditions required for potential commercial feasibility. 
[bookmark: _Toc240023589]Research Questions
1. RQ1: What market conditions and consumer trends influence the opportunity for a specialty coffee business in Covent Garden?
2. RQ2: What customer needs, preferences and purchasing behaviours could support an ethically sourced and sustainability-focused coffee proposition?
3. RQ3: How does The Ethical Bean Coffee House's proposed positioning compare with existing coffee-shop competitors in Monmouth Street and the wider Covent Garden area?
4. RQ4: What business strategy, business model, financial structure and operational approach would be required to establish The Ethical Bean Coffee House?
5. RQ5: Under what conditions could The Ethical Bean Coffee House represent a commercially feasible business opportunity?
These questions directly guide the subsequent market, customer, competitor, strategic, financial and implementation analyses.
[bookmark: _Toc240023590]1.5 Scope and Boundaries
The BDP focuses on a proposed new specialty coffee business located on Monmouth Street, Covent Garden, London, UK. The analysis will consider premium coffee consumers, urban professionals, visitors, students, remote workers and ethically conscious customers. The study will examine specialty coffee, ethical sourcing, sustainability, customer experience and business development. The research will use secondary evidence only, including academic literature, government statistics, industry reports, official company information and other credible published sources. Primary surveys, interviews and focus groups are outside the scope. The analysis will be completed within the planned 16-week BDP timeframe.
[bookmark: _Toc240023591]1.6 Structure of the Report
Following the Introduction and Company Description, Chapter 3: Literature Review establishes the academic foundation for the proposal, while Chapter 4: Research Methodology explains the secondary research approach and analytical methods. The subsequent BDP chapters develop the business case through Market Opportunity Analysis, Competitive Environment Analysis, Business Strategy, Business Model Canvas, Financial, Marketing and Sales, and Human Capital Management Plan, Operations Plan, Feasibility Analysis, Implementation Plan, Conclusion and Recommendations, and Reflection. Together, these chapters will evaluate the proposed opportunity systematically rather than assuming its viability at the outset.






































[bookmark: _Toc240023592]Chapter 2: Company Description
[bookmark: _Toc240023593]2.1 Business Identity and Legal Structure
The Ethical Bean Coffee House is proposed as a new specialty coffee venture to be established on Monmouth Street, Covent Garden, London, UK. The proposed business will operate as a private limited company, subject to confirmation through the subsequent legal and financial analysis. This structure is appropriate for a new venture because it can provide a formal corporate identity and separate the company's liabilities from those of its shareholders, while supporting future investment and growth.
The proposed location provides access to an established commercial and visitor environment but also places the business within a highly competitive specialty coffee cluster. Monmouth Coffee Company already operates at 27 Monmouth Street, while Covent Garden identifies several specialty coffee businesses within the surrounding area (Monmouth Coffee Company, 2026; Covent Garden London, 2026). Consequently, location alone will not constitute the business's competitive advantage.
[bookmark: _Toc240023594]2.2 Product or Service and the Problem Solved
The Ethical Bean Coffee House will provide premium specialty coffee, ethically sourced beans, complementary food products and a sustainability-focused café experience. The core offer will include espresso-based beverages, filter coffee, seasonal specialty drinks, alternative milk options and selected pastries or light food. Coffee beans will be sourced through suppliers demonstrating credible ethical and environmental standards, with the business seeking to communicate information about origin, sourcing relationships and sustainability practices transparently.
The proposed service responds to the opportunity identified in Chapter 1 by combining product quality with responsible sourcing and customer experience. This is important because sustainability attributes can influence consumer preferences and willingness to pay for coffee (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023). The business will also seek to reduce operational waste through reusable or recyclable packaging, responsible procurement and efficient resource use.

The initial value proposition is therefore:
Premium specialty coffee delivered through transparent ethical sourcing and sustainable operations in a welcoming Covent Garden coffee-house environment.
The proposition will subsequently be tested against competitors, customer evidence and financial requirements.
[bookmark: _Toc240023595]2.3 Founding Idea and Brief History
The proposed business idea emerged from the intersection of three developments: the continued growth of specialty coffee consumption, increasing consumer awareness of ethical sourcing, and the environmental and social challenges associated with global coffee supply chains. Research identifies sustainability as an increasingly important dimension of coffee production and consumption, although the effectiveness and credibility of different sustainability initiatives vary (Wright et al., 2024). The concept therefore seeks to investigate whether these trends can be translated into a commercially appropriate independent coffee-shop proposition in Covent Garden.
[bookmark: _Toc240023596]2.4 Mission, Vision and Values
[bookmark: _Toc240023597]Mission
The mission of The Ethical Bean Coffee House is to provide high-quality specialty coffee while creating greater transparency, responsibility and sustainability across the coffee-shop experience.
[bookmark: _Toc240023598]Vision
The vision is to develop a recognised ethical specialty coffee brand that demonstrates how premium hospitality can be combined with responsible sourcing, environmental awareness and positive customer experiences.
The business will be guided by four core values:
· Ethical sourcing – prioritising responsible relationships with coffee producers and suppliers. 
· Sustainability – reducing unnecessary waste and environmental impacts across operations. 
· Quality – maintaining high standards in coffee preparation, ingredients and customer service. 
· Transparency – communicating sourcing and sustainability practices honestly rather than relying on unsupported ethical claims. 
These values are particularly relevant because credible sustainability communication can influence consumer perceptions and purchasing decisions (Fairtrade, 2025).
[bookmark: _Toc240023599]2.5 Business Objectives and Goals
· The initial business objectives are designed as provisional SMART objectives and will be tested and refined through the later financial and feasibility analysis.
· To complete market, competitor and customer analysis for the proposed Monmouth Street location during the first stages of the 16-week BDP. 
· To develop an evidence-based ethical sourcing and sustainable supply-chain model before the proposed business launch. 
· To establish a differentiated product and service proposition incorporating specialty coffee quality, ethical sourcing and sustainable operating practices before launch. 
· To develop a three-to-five-year financial forecast, break-even analysis and sensitivity analysis within the BDP to determine the financial conditions required for potential viability. 
· To design an implementation plan containing measurable operational, customer, financial and sustainability KPIs for the proposed first year of operation. 
These objectives remain subject to evidence generated through the later chapters rather than assuming that the proposed targets are automatically achievable.
[bookmark: _Toc240023600]2.6 Alignment with Trends and Opportunity
The business concept aligns with several developments in the UK coffee sector, including continued coffee-shop market growth, consumer interest in specialty coffee and increasing attention to ethical and sustainable sourcing. The UK branded coffee-shop market reached £6.1 billion in 2025, while consumer research indicates continued coffee-shop engagement despite growing price sensitivity (World Coffee Portal, 2025). Ethical consumption is also relevant, with Fairtrade reporting strong recognition and regular purchasing among UK shoppers (Fairtrade, 2025).
However, the presence of established specialty operators in Covent Garden means the proposal must demonstrate a specific and defensible point of differentiation. The subsequent BDP analysis will therefore determine whether ethical sourcing, sustainability, transparency and customer experience can create sufficient strategic and commercial differentiation for The Ethical Bean Coffee House.















[bookmark: _Toc240023601]Chapter 3: Literature Review
[bookmark: _Toc240023602]3.1 Introduction
This literature evaluation provides the academic underpinning for assessing The Ethical Bean Coffee House in Covent Garden's market opportunity, strategic needs, and commercial viability. Speciality coffee, customer value, ethical sourcing, sustainable supply-chain management, and competitive advantage are its priorities. Strategic frameworks are critically examined to determine how they describe the proposed business's external environment, resources, value creation, customer proposition, and business model. Porter's competitive strategy, RBV, PESTLE, Five Forces, and TBL, reinforced by Value Chain, VPC, and BMC, are key views.
[bookmark: _Toc240023603]3.2 Specialty Coffee, Consumer Value and Ethical Consumption
Over time, speciality coffee has become about quality, provenance, workmanship, and premiumization. This allows individual coffee shops to compete on client value rather than volume. Product quality, convenience, and sensory and ethical benefits can add value to consumers (Holbrook, 1999). In coffee markets, provenance and openness may increase product value when consumers consider production and sourcing.
According to ethical consumption literature, sustainability and responsible sourcing might affect buy intentions and willingness to pay, but favourable ethical attitudes do not always lead to purchases. This relationship can be limited by price, convenience, quality, and trust (Carrington, Neville, and Whitwell, 2010 Sustainable consumption may require balancing environmental principles with consumer needs (White, Habib and Hardisty, 2019). Thus, The Ethical Bean Coffee House may differentiate itself with ethical orientation, but sustainability may not automatically attract customers. The research recommends assessing ethical value alongside quality, pleasure, convenience, and pricing.
[bookmark: _Toc240023604]3.3 Ethical Sourcing and Sustainable Supply-Chain Management
Source items and materials ethically, considering social, environmental, and economic implications. Sustainable supply-chain management covers procurement, supplier relationships, operations, and value creation (Carter and Rogers, 2008). Responsible sourcing and traceability can boost confidence, authenticity, and distinction for speciality coffee brands.
However, sustainability presents operational issues. Responsible procurement may cost more, require more supplier verification, and make it harder to maintain standards across distant supply chains. Greenwashing can harm customer trust, thus organisations making environmental or ethical claims must give convincing evidence (Delmas and Burbano, 2011). Thus, sustainable supply-chain management is an organisational competency that requires transparency, supplier management, and operational consistency, not just a promotion. This is significant to The Ethical Bean Coffee House since it offers speciality quality, ethical sourcing, and sustainable operations.
[bookmark: _Toc240023605]3.4 Competitive Advantage: Porter and RBV/VRIO
Porter's (1985) competitive strategy suggests cost leadership, distinctiveness, and focus for competitive advantage. Ethical sourcing, speciality quality, and customer experience may increase operating costs for The Ethical Bean Coffee House, making differentiation better than cost leadership. The business might target Covent Garden consumers seeking excellent coffee and ethical value with a focused differentiating strategy.
Resource-Based View complements internal perspective. Valuable, rare, difficult-to-imitate, and organisationally supported resources can sustain competitive advantage, according to Barney (1991). The VRIO logic emphasises supplier connections, sourcing knowledge, brand reputation, sustainability, and customer experience. Porter focuses on how the business competes, while RBV/VRIO explains its internal resources. Differentiation requires an attractive market position and capabilities that competitors cannot easily replicate.
[bookmark: _Toc240023606]3.5 External and Industry Environment: PESTLE and Five Forces
The PESTLE framework examines political, economic, social, technological, legal, and environmental factors (Yüksel, 2012). For The Ethical Bean Coffee House, economic pressures like inflation and operating costs, social trends around ethical consumption, digital ordering technology, legal requirements for food operations, and environmental pressures on coffee supply are important. PESTLE is generally an environmental scanning tool and does not explain firm-level capabilities or competitive positioning.
Porter's (1979) Five Forces examines rivalry, new entrants, suppliers, buyers, and substitutes. It is especially useful in a competitive coffee-shop environment where established competitors can increase rivalry and alternative cafés, at-home coffee, and other beverages create substitution pressures. Five Forces evaluates industry structure, not customer-value design or internal capability. Therefore, it works best with RBV and Porter's Generic Strategies.
[bookmark: _Toc240023607]3.6 Value Creation and Sustainability: Value Chain and TBL
The 1985 Porter Value Chain describes how firms create value through inbound logistics, operations, marketing, sales, and service. Applied to The Ethical Bean Coffee House, value can potentially flow from ethical sourcing and supplier relationships through coffee preparation and service to the final customer experience. However, the traditional value chain may underrepresent intangible outcomes such as social responsibility and community value.
The Triple Bottom Line broadens sustainability evaluation through People, Planet and Profit (Elkington, 1997). Ethical supplier relationships and labour considerations address People; waste, packaging and resource efficiency address Planet; while revenue, differentiation and commercial viability address Profit. TBL therefore complements competitive frameworks by recognising that sustainability must generate social and environmental value without ignoring financial viability.
[bookmark: _Toc240023608]3.7 Customer and Business Model Tools: VPC and BMC
The Value Proposition Canvas helps connect customer jobs, pains and gains with the proposed value proposition (Osterwalder et al., 2014). Customers may seek quality coffee, convenience and social or work spaces while experiencing concerns about poor quality, limited transparency or unsustainable practices. The framework can therefore test the fit between these needs and the proposed combination of specialty coffee, ethical sourcing and customer experience. However, it cannot replace primary consumer research.
The Business Model Canvas integrates customer segments, value proposition, channels, relationships, revenue streams, resources, activities, partners and costs (Osterwalder and Pigneur, 2010). It is useful for connecting sustainability and customer value to commercial design, although it is primarily a business-design tool rather than a theory of competitive advantage.
[bookmark: _Toc240023609]3.8 Integrated Framework and Research Gap
The frameworks are most useful when integrated rather than applied independently. PESTLE identifies macro-environmental conditions, while Five Forces examines industry competition. RBV/VRIO identifies internal resources and capabilities, and Porter explains competitive positioning. Value Chain examines value-creating activities, while TBL evaluates sustainability across People, Planet and Profit. VPC links customer needs to value creation, and BMC connects the proposition to the wider business model.
The literature nevertheless reveals an integration and contextual gap. Existing research addresses ethical consumption, sustainable supply chains, specialty coffee and competitive advantage, but these themes are often examined separately. There is limited integrated consideration of how ethical sourcing → sustainable operations → customer value → differentiation → business-model feasibility can operate within an independent premium specialty coffee business in a highly competitive London location such as Covent Garden. This proposal addresses that gap by combining strategic, sustainability, customer-value and business-model perspectives to evaluate whether ethical and sustainable practices can become commercially meaningful sources of differentiation for The Ethical Bean Coffee House.
.




[bookmark: _Toc240023610]Chapter 4: RESEARCH METHODOLOGY
[bookmark: _Toc240023611]4.1 Introduction
The methodology to be used to investigate the business environment and strategic feasibility of The Ethical Bean Coffee House is explained in this chapter. The research design used in this research is the secondary research, which is the combination of quantitative and qualitative evidence to get balanced information about the proposed business. Both quantitative evidence (e.g. market size and growth, pricing, costs and financial assumptions) and qualitative evidence (e.g. consumer trends, competitors, sustainability, industry conditions and strategic issues) are examined. The methodology will be appropriate for application of the strategic frameworks such as PESTLE, Porter's Five Forces, SWOT, Value Chain Analysis, RBV/VRIO and Porter's Generic Strategies (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc240023612]4.2 Research Approach and Design
The study is conducted using secondary research with exploratory and descriptive approach. The evidence needed for the proposal is required for the coffee shop market, consumer behaviour, competitors, economic condition and sustainability but it is not required to collect primary responses so secondary research is appropriate. Secondary data may give access to a broader spectrum of existing evidence and enable researchers to compare data from various sources (Saunders, Lewis and Thornhill, 2019).
Notably, the research is not just qualitative. Both qualitative and quantitative secondary evidence are analysed. Quantitative evidence comprises of market value, growth rates, prices, operating costs and financial assumptions, while qualitative evidence covers consumer preference, sustainability trends, competitor strategies, regulatory developments and industry commentary. (Creswell and Creswell, 2018).
Emphasis is on the UK, and on the market context relevant to The Ethical Bean Coffee House. Competitor evidence is taken into account when it relates to the proposed business model, customer proposition and positioning in the market.
[bookmark: _Toc240023613]4.3 Data Sources and Literature Search Strategy
A search of the academic literature was carried out using the databases of Scopus, Web of Science, Science Direct, Google Scholar and the UWTSD Library databases. These sources were chosen as they offer the possibility of peer-reviewed research and approved academic publications.
Relevant industry and organisational sources were also reviewed, such as publications from UK government and institutional organisations, the Office for National Statistics (ONS), British Coffee Association, British Retail Consortium, Food Standards Agency and appropriate sustainability organisations (where relevant), as well as competitor and company reports. 
Combinations of keywords were used in searches:
In the UK, the coffee shop market is classified as follows: 
· World of coffee and tea” 
· “coffee consumer behaviour UK” 
· “specialty coffee UK” 
· “ethical coffee consumption” 
· Sustainable coffee supply chain 
· “coffee shop competitors UK” 
· “coffee pricing UK” 
· “sustainable business model coffee” 
· Coffee industry Porter 5 forces model. 
· Consumer preferences for “ethical coffee” 
The use of Boolean operators like AND and OR to narrow and/or expand the results of a search. A search of "coffee shop" AND "consumer behaviour" was performed, as well as one of "ethical coffee" AND sustainability, and one of "UK coffee market" AND growth.
[bookmark: _Toc240023614]4.4 Inclusion and Exclusion Criteria
Sources were selected where they were directly relevant to the UK coffee-shop industry, consumer behaviour, sustainability, ethical consumption, competitors, strategic management, financial assumptions and/or the theoretical underpinning of the proposal. Priority was given to peer-reviewed academic articles, scholarly books, government publications, reputable industry reports or credible corporate reports.
Sources that did not address the research question, that contained redundant information, that had no identifiable author, that appeared to have been commercial and not a reliable source or that provided information that was not suitable for appropriate verification were excluded. To ensure that the competitive context was comparable to a coffee-shop or café market, and to ensure that the competitor could provide meaningful evidence for the product offering, pricing, customer experience, sustainability, or market positioning, competitors were included only where they met these criteria (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc240023615]4.5 Data Analysis
Thematic analysis, comparative analysis and quantitative trend analysis are used to analyse the collected evidence. Qualitative information is structured in the themes: Consumer behaviour, Sustainability, Ethical sourcing, Competition, Digitalisation and Strategic positioning. Thematic analysis can be used to reveal patterns in the data, based on the text (Braun and Clarke, 2022).
Descriptive comparison is used for quantitative evidence. Market size and growth data are analysed to find trends, and competitor prices are contrasted within the same product categories for which there is data on the market. Cost data is utilized to build and evaluate financial assumptions on the proposed business. When percentages or rate of change are stated, comparisons are made between the relevant periods and not between the absolute values. 
Competitor analysis is done by comparing businesses that are relevant with the factors of price, product range, positioning and sustainability, customer experience, location, digital presence and differentiation. This is then applied in SWOT and Porter's Five Forces analysis.
[bookmark: _Toc240023616]4.6 Application of Strategic Frameworks
The evidence is analyzed within a manageable framework of complementary frameworks. PESTLE is used to analyse external influences such as political, environmental, social, technological, legal and economic (Yüksel, 2012). Porter's Five Forces is used to assess the competition in the coffee-shop market (Porter, 1980). Value Chain Analysis takes into account all activities including sourcing, operations, marketing and service that could add value (Porter, 1985).
RBV/VRIO is used to determine if resources like ethical sourcing, sustainability capability, brand reputation and customer relationships can offer valuable, rare, difficult-to-imitate and organisationally-supported advantages (Barney, 1991). Porter's Generic Strategies can be used to determine if the business in question is around differentiation, cost leadership or a focused strategy (Porter, 1985). The internal strengths and weaknesses are then combined with the external opportunities and threats through SWOT.
[bookmark: _Toc240023617]4.7 Reliability, validity and limitations
Research rigour is reinforced by the use of several academic, institutional and industry sources, through a transparent search criteria and through comparing the evidence throughout the sources. Triangulation helps to minimise reliance on any one publication and enhances the validity of findings or conclusions (Saunders, Lewis and Thornhill, 2019). However, secondary research has drawbacks. Data from the market may not be the same in terms of definitions, timing or methodology, and commercial market data may be of a promotional nature. There is also restricted access to the information of the internal competitor. 
[bookmark: _Toc240023618]4.8 Ethical Considerations
The research process involves secondary information and no human participants, questionnaires or interviews are used, therefore there is no need for consent of participants or collection of personal information. Academic honesty, however, is still important. Sources are correctly identified in a Harvard referencing style, evidence is not fabricated or deliberately misrepresented and assumptions are identified as such and distinguished from published evidence.  (Saunders, Lewis & Thornhill, 2019).





[bookmark: _Toc240023619]Chapter 5: Market Opportunity Analysis
[bookmark: _Toc240023620]5.1 Introduction
This chapter assesses the market potential of The Ethical Bean Coffee House (TEBC) for the location in Monmouth Street, Covent Garden, London. The analysis is based on the national coffee-market evidence and on the local geographic, demographic, psychographic and behavioural evidence, to evaluate the attractiveness and realistic feasibility of the proposed market. The analysis does not look at the whole UK coffee market; it focuses on the market that is available to one café – the potential customers in the Covent Garden catchment area. The chapter also uses Segmentation, Targeting, and Positioning (STP) concepts to identify the priority customer groups and also provides an indicative estimate of TAM-SAM-SOM. Throughout published evidence is distinguished from researcher assumptions
[bookmark: _Toc240023621]5.2 UK Coffee Market Context
The proposed business is a good fit for the overall UK coffee sector. The UK coffee-shop market continues to grow with a value of £6.8 billion and 12,313 outlets in 2026 according to World Coffee Portal. The independent coffee-shop market is also significant, as is specialty coffee and personalised hospitality and café ambience, which are meeting consumer demand (World Coffee Portal, 2026). New evidence also indicates that there is still growth in premiums, and that specialist operators are also fighting it out based on quality and experience, not just price.
The market size for the National market cannot be used as a reflection of the market size available to The Ethical Bean Coffee House, however. The challenge is whether enough customers can be targeted in the proposed Covent Garden site and can become repeat buyers.
[bookmark: _Toc240023622]5.3 Local Market Opportunity: Covent Garden
An attractive environment exists in the area of Covent Garden as it brings together residents, workers, tourists and leisure visitors into a concentrated area. According to a 2025 commercial property profile, there are about 38 million annual visitors, around 222,000 workers and 10,000 residents within a 15-minute walking distance of the commercial property, plus around 800 bars and restaurants. These are commercial estimates and need to be considered as market sizing inputs and not statistical figures
This is echoed by broader West End evidence, which includes the scale and quality of footfall. Shaftesbury Capital's data shows that the area has an estimated 63m footfall per year on its holdings in Covent Garden, reflecting its visitor intensity and overall commercial appeal. In addition, Covent Garden is a very active retail and food and beverage district and has continued investment in the district and strong demand for prime space (CBRE, 2026).
The residential market should not, however, be overlooked. Covent Garden's population is over 6,000, based on the Covent Garden Community Association, but the exact number of people varies depending on the area chosen. Thus the potential demand of the venture needs to be viewed as the sum of the resident demand, worker demand and visitor demand, and not just the tourism demand
[bookmark: _Toc240023692]Table 1: Local Customer Pools and Demand Characteristics
	Customer pool
	Available evidence
	Likely purchase pattern
	Average expenditure
	Commercial relevance

	Visitors
	38m+ annual visitor occasions
	Occasional/one-off purchase; frequency depends on length and purpose of visit
	£7 planning assumption
	Very large volume but relatively low repeat potential

	Workers
	222,000 within a 15-minute walking distance
	Potentially repeat weekday purchasing; frequency to be validated
	£7 planning assumption
	High-value segment because repeat purchasing can create predictable revenue

	Residents
	Approximately 10,000 within a 15-minute walking distance
	Potentially regular/local purchasing
	£7 planning assumption
	Smaller population but potentially high repeat frequency

	Wider West End visitors
	High regional footfall
	Occasional purchases linked to shopping, leisure and tourism
	£7 planning assumption
	Provides additional spill-over demand



Source: Researcher’s synthesis based on published local market evidence. Population/visitor figures are secondary-data estimates; purchase frequency and average expenditure are researcher planning assumptions requiring validation.
The local opportunity should not be interpreted solely through headline visitor numbers. The 38 million annual visitor figure represents visitor occasions rather than unique potential customers, while the worker and resident populations provide potentially more valuable repeat-purchase opportunities. For example, a worker purchasing coffee regularly during the working week could generate considerably greater annual customer value than an occasional tourist, even though the latter contributes to the area's much larger headline footfall. Consequently, the commercial attractiveness of the proposed café depends not only on the size of each customer pool but also on purchase frequency, average transaction value and the ability to convert customers into repeat users.
[bookmark: _Toc240023693]Table 2: Illustrative Local Demand Scenario
	Segment
	Market pool
	Planning assumption
	Illustrative annual transactions

	Visitors
	38,000,000 occasions
	20% make a café purchase
	7,600,000

	Reachable visitor occasions
	7,600,000
	15% fall within realistic competitive catchment
	1,140,000

	TEBC visitor capture
	1,140,000
	2% captured by TEBC
	22,800

	Average transaction value
	22,800 transactions
	£7 per transaction
	£159,600


Source: Researcher’s illustrative calculation. The 20%, 15%, 2% and £7 figures are planning assumptions and are not published market statistics or a sales forecast
The resulting £159,600 should not be interpreted as a first-year revenue forecast. It represents an illustrative scenario for the visitor segment only and demonstrates how a proportion of the available local demand could translate into transactions. The assumptions require validation through competitor observation, supplier and pricing analysis, test trading and subsequent transaction data. Importantly, this scenario excludes repeat purchasing from workers and residents. A fuller commercial model should therefore estimate these segments separately using realistic purchase frequencies and average transaction values.
[bookmark: _Toc240023623]5.4 Market Segmentation and Targeting
Analysis based upon STP: Geographic, Demographic, Psychographic and Behavioural Segments and Identification of Most Commercially Relevant Customers
Geographic segmentation relates to customers living within walking distance of Monmouth Street and the larger Covent Garden/West End community. This is especially significant for workers and residents as repeat purchases from the cafés is related to their convenience and accessibility
Demographic segmentation focuses on economically active people – those working in the profession, but also those who are studying – and acknowledges that there is a much wider mix of visitors to Covent Garden than those who live in the area.
Psychographic segmentation focuses particularly on consumers interested in specialty coffee, quality, ethical consumption, sustainability and experiential hospitality. It is consistent with research showing consumers might be willing to pay increased prices for sustainable and trustworthy coffee attributes (Fuller and Grebitus, 2023; Abdu and Mutuku, 2021).
Behavioural segmentation takes into account the frequency of coffee purchase, the number of times the person visits the café, his interest in specialty products, and the person's likelihood of repeat purchasing. So workers or regular local visitors are a more attractive prospect than occasional tourists, if they can supply a recurring flow of income.
Based on this, specialty-coffee consumers and urban professionals who are concerned with ethical issues and appreciate quality, convenience and responsible sourcing are the primary target segment. The key secondary market is at the core of the Covent Garden visitors, and the local market offers a further repeat purchase opportunity.
[bookmark: _Toc240023624]5.5 Indicative TAM, SAM and SOM
A local market estimate should differentiate the overall market from the market that is potentially achievable and ultimately achievable by one café. A scenario is, therefore, a combination of published local market indicators and explicit researcher assumptions that are then combined in a scenario that is validated. A scenario is, therefore, a combination of published local market indicators and explicit researcher assumptions that are combined in a scenario and validated


[bookmark: _Toc240023694]Table 3: Indicative Market Opportunity
	Measure
	Basis
	Calculation
	Indicative result

	TAM
	Covent Garden annual visitors
	Published estimate
	38,000,000 individual customers.

	Potential café occasions
	Assumption: 20% purchase/use a café
	38m × 20%
	7,600,000

	SAM
	Assumption: 15% within realistic competitive catchment
	7.6m × 15%
	1,140,000

	SOM
	Assumption: 2% capture of reachable occasions
	1.14m × 2%
	22,800 transactions

	Average transaction value
	Planning assumption
	£7 × 22,800
	£159,600 annual sales


Source: Researcher’s calculation using published Covent Garden market evidence and explicit planning assumptions
The £159,600 is not a forecast and should not be quoted as expected first year revenue. It is an illustrative attainable market scenario illustrating the size of the visitor segment's demand alone. The 20%, 15%, and 2% assumptions must be validated to be observed by the customer, assessed by foot traffic in their competitors, tested through test trading and analysed by transaction data.
This may be an opportunity to grow even bigger since the model doesn't monetize repeat demand from workers and residents. Then a worker who buys twice a week is much more valuable commercially than an occasional visitor even though the latter generates the headline footfall. So that future financial predictions involve different transaction assumptions for workers, residents and visitors as well as being based on total annual footfall.
[bookmark: _Toc240023625]5.6 Customer Needs and Commercial Opportunity
Multiple customer needs are coming together to reinforce the market opportunity. Quality, convenience, experience and responsible consumption are becoming more and more important to customers while the specialty market opens new opportunities for independent operators to stand out in the market through the products and services they offer (World Coffee Portal, 2026). In addition, sustainability research suggests there is a potential willingness to pay for credible coffee sustainability attributes, though willingness is dependent on context and consumer (Fuller, Grebitus and Schmitz, 2022; Fuller and Grebitus, 2023)
Meanwhile, price sensitivity is an important constraint. The venture can't assume that moral characteristics are going to remove customer sensitivity to price sensitivity. Especially in a high cost area like Covent Garden it can be expensive to buy the premises and hire staff. The commercial potential thus is to offer genuine 'ethical' value, without compromising on product quality, convenience or perceived value for money.
[bookmark: _Toc240023626]5.7 Market Opportunity Assessment
The overall evidence suggests a very good market opportunity but a competitive one. Visitors numbers are high, working population is large with a local customer base within a concentrated area of Covent Garden. Experiential consumption and interest in responsible sourcing, combined with specialty-coffee demand, support the proposed concept.
But the size of the destination market does not equate with the attainable market for a single outlet. The business has a high level of competition and needs to achieve a high percentage of repeat sales from the demand possible. The most appealing market opportunity is not mass market, but concentrated market acquisition and retention of ethically conscious specialty-coffee consumers, urban professionals and selected visitors.
The analysis backs up the focused staged differentiation strategy formulated in Chapter 7. The opportunity is subject to meeting the necessary volume of repeat sales, competitive pricing and the customer value proposition of ethical sourcing and sustainability beyond what is already provided by known competitors. The above assumptions should, therefore, be verified prior to substantial expansion or new investment.















[bookmark: _Toc240023627]Chapter 6: Competitive Environment Analysis
[bookmark: _Toc240023628]6.1 Introduction
The aim of this chapter is to assess the competitive landscape for The Ethical Bean Coffee House to be opened in Monmouth Street, Covent Garden, London. The analysis consists of a competitor analysis, Porter's Five Forces and PESTLE techniques and the evaluation of the competitive intensity, external pressures and scope for differentiation. Growth in the UK coffee-shop market is expected to persist through 2026, with the branded market growing to around £6.8 billion and 12,313 outlets by 2026, though competition is becoming more polarised, with value- and premium-oriented chains battling each other (World Coffee Portal, 2026). The aim of this chapter is then to establish whether the proposed business venture can carve out a viable niche in the existing mature market
[bookmark: _Toc240023629]6.2 Competitor Analysis
Covent Garden is a very competitive specialty-coffee market. Local destination evidence highlights Monmouth Coffee Company, WatchHouse and Qima as key specialty coffee businesses in the area which demonstrates that the quality, provenance and experience are already key competitive elements of the area (Covent Garden London, 2026).
[bookmark: _Toc240023695]Table 4: Competitor Comparison
	Criteria
	Monmouth Coffee Company
	WatchHouse
	Qima Café & Pâtisserie
	Abuelo
	The Ethical Bean Coffee House

	Location
	Monmouth Street
	Southampton Street
	New Row
	Southampton Street
	Proposed: Monmouth Street

	Core products
	Specialty coffee, beans and food
	Specialty coffee, seasonal drinks and brunch
	Specialty coffee and patisserie
	Specialty coffee and food
	Specialty coffee, beverages and concise food

	Target customers
	Coffee enthusiasts and specialty consumers
	Premium coffee, brunch and experience consumers
	Luxury and provenance-conscious consumers
	Café and food consumers
	Ethical specialty consumers, professionals and visitors

	Customer experience
	Specialist and coffee-focused
	Design-led and experience-oriented
	Premium and provenance-focused
	Food and café experience
	Personalised, ethical and experience-led

	Sustainability positioning
	Responsible sourcing
	Ethical and transparent supply chains
	Strong provenance and ethical sourcing
	Ethical/specialty orientation
	Central proposition

	Main strengths
	Heritage, reputation and sourcing expertise
	Strong brand, experience and brunch
	Rare coffee and provenance
	Food and coffee combination
	Flexible independent model

	Main weaknesses
	Established specialist positioning
	Premium positioning and strong competition
	Highly premium/niche proposition
	Less distinctive positioning
	New brand and limited scale


Monmouth is certainly one of the biggest direct competitors as they have been in Covent Garden for a long time and specialise in single origin coffee and filter. According to the destination guide, Monmouth is a leading force in the specialty-coffee movement within London, and known to the coffee community for its responsibly sourced coffee (Covent Garden London, 2026). Additionally, it is of great competitive concern because it is in the immediate vicinity of the proposed site in Monmouth Street.
Watch House is another great indicator, as it's a specialty coffee paired with a wider hospitality offering. The brand's location in Covent Garden, at 28–29 Southampton Street, allows them to host high-end specialty equipment, custom brew bar, brunch and outdoor seating, and create a brand-new, immersive experience around coffee (Watch House, 2026a). Additionally, its extensive footprint in London increases brand awareness and operational expertise over a new, independent café (Watch House, 2026b)
This is important to the proposed ethical positioning of Qima. It curates the rare coffee, provenance and a premium coffee experience in its Covent Garden offering. Its unique Yemeni coffee and its positioning on the connection between coffee country and the cup (Covent Garden London, 2026) are emphasised with local destination information. This illustrates that sourcing and/or provenance alone do not constitute a unique advantage to the brand
Watch House’s present brunch menu also shows the high dollar quality environment. For instance, it offers sourdough toast for £4.80 and porridge for £6.90 and pancakes for £14.50 to £15.50 (Watch House, 2026c). This is a good yardstick for the pricing of The Ethical Bean's proposed premium option that will be accessible to everyone
No reliable data on individual market-share for each of the cafés in Covent Garden was found. Thus it would be inappropriate to give unsupported percentages to opponents. Rather, competitive strength is measured by location, product range and breadth, pricing, brand, customer experience, sourcing credentials and operational scale. This is suitable as industry-level reports offer market and operator information, which is not necessarily indicative of sales shares of individual independent cafés (World Coffee Portal, 2026). 
[bookmark: _Toc240023630]6.3 Porter’s Five Force
Porter’s Five Forces evaluates the structural pressures affecting industry attractiveness and profitability (Porter, 1980; Porter, 2008).
[bookmark: _Toc240023696]Table 5: Five Forces Assessment
	Force
	Rating
	Evidence and strategic implication

	Competitive rivalry
	Very high
	Multiple specialty and mainstream cafés compete within a concentrated area. Monmouth, WatchHouse and Qima already compete through quality, experience and provenance (Covent Garden London, 2026).

	Buyer power
	High
	Customers have numerous nearby alternatives and face minimal switching costs.

	Threat of substitutes
	High
	Home brewing, workplace coffee, convenience coffee, food outlets and chain cafés provide readily available alternatives.

	Threat of new entrants
	Moderate
	Small cafés can enter without the scale of major chains, but central-London premises, staffing, equipment, compliance and intense competition increase entry barriers.

	Supplier power
	Moderate
	Specialty and ethical coffee can create quality and sourcing dependencies, but alternative roasters and producers can reduce concentration risk.



Competition is strong, especially given the continuing growth of the UK market and the increasing competition from operators based on premium quality, hospitality and differentiated experiences (World Coffee Portal, 2026). This pressure is further exacerbated by the clustering of specialty operators in the area.
High buyer power because the value of the underlying product (coffee) is easily measurable and replaceable. Switching between operators is relatively cheap and easy for customers. This aligns with the broader market landscape where consumers are more empowered than ever and are mindful of value for money (World Coffee Portal, 2025).
The threat of substitutes is also high. Customers can make their own coffee at home or at work, buy it from most supermarkets and convenience stores or choose to go to other cafes. Thus, The Ethical Bean must provide more than product value, in terms of service, experience and trustworthy ethical qualities.

Supplier power is considered to be moderate. Ethical and specialty sourcing can include higher-quality standards and reliance on specific roasters or producers. But supplier diversification and several relationships with suppliers can minimize dependency. This is significant because independent coffee shops typically lack the economies of scale of large chains, making them more vulnerable to cost pressures from their inputs (World Coffee Portal, 2026).
[bookmark: _Toc240023631]6.4 PESTLE Analysis
[bookmark: _Toc240023697]Table 6: PESTLE Analysis
	Dimension
	Key issue
	Impact

	Political
	Government policies affecting hospitality, employment and business conditions
	Moderate

	Economic
	Rent, wages, coffee, food and energy costs; customer value sensitivity
	High

	Social
	Specialty coffee, ethical consumption, hospitality and experience
	High

	Technological
	Digital discovery, social media, POS, loyalty and ordering
	Moderate–high

	Legal
	Food safety, employment, consumer protection, licensing and data protection
	High

	Environmental
	Climate risks to coffee, packaging, waste, energy and resource use
	High



Political
The venture is influenced by the political environment in the aspects of business taxation, employment policy, hospitality regulation and local authority requirements. These don't all apply to the individual café, but any policy changes could impact the staffing cost and operating margins. Political conditions should thus be monitored and not used as a direct source of differentiation
Economic
One of the biggest threats is economic conditions. In 2026 the UK branded coffee-shop market was valued at £6.8 billion, but the market is trending towards affordable and premium offerings (World Coffee Portal, 2026). Economic evidence also demonstrates high numbers of visits to Westminster, as well as more cautious spending behaviour: around 317m visits to Westminster in 2024, and a reduction in transaction numbers, with spend per transaction rising slightly (Westminster City Council, 2025). The implication is that this is the case if the venture wants to charge higher prices, which it has to justify based on quality and value visible to the customer
Social
The concept is supported by social trends, as specialty coffee, personalised hospitality and ambience in coffee shops are important drivers of demand in the independent sector (World Coffee Portal, 2026). Meanwhile, the current coffee culture in Covent Garden is testament to the preference for experience-led and specialty consumption of coffee (Covent Garden London, 2026). Ethical consumption can bolster the proposition, but there are already competitors in this area


Technological
Digital technology can be used to assist discovery, to order, to communicate with customers, to foster customer loyalty and to monitor customer performance. This becomes more pertinent as digital tools become a mechanism to reinforce convenience and engagement for coffee operators (World Coffee Portal, 2026). The Ethical Bean thinks digital shouldn't be an alternative to the physical café, it's meant to enhance.
Legal
Legal requirements are there as a bare minimum to operate, not as a competitive differentiator. The venture will require the proper food safety procedures, employment compliance, consumer protection, licensing if needed and care of customer information if needed. Therefore, it is critical to have effective compliance to ensure that the business is not exposed to financial, operational and reputational risks.
Environmental
Environmental factors are also important from a strategic perspective as they are needed to address climate and sustainability issues in coffee supply chains, and cafés produce packaging waste, food waste and coffee ground waste. Sustainable sourcing, minimizing waste and maximizing resources can, therefore, help develop the value proposition. But if it's a claim about the environment, it has to be accompanied by credible supplier information and measurable practices or it becomes a vacuous sustainability marketing tactic.
[bookmark: _Toc240023632]6.5 Evidence-Based Positioning Gap
The competitor analysis demonstrates that the market does not contain an obvious gap for simply offering premium, specialty or ethical coffee. Monmouth already provides established specialty expertise and responsible sourcing; WatchHouse combines specialty coffee with contemporary hospitality; and Qima offers a strong provenance-led proposition (Covent Garden London, 2026).
The potential positioning opportunity is therefore integrative rather than categorical. The Ethical Bean can differentiate by combining specialty quality with highly visible sourcing transparency, sustainability, personalised service and accessible premium value. The strategic emphasis should be on making the ethical story understandable and relevant to customers while maintaining superior consistency and hospitality
This distinction is important because ethical sourcing itself is not rare. Rather, the proposed advantage would arise from the combination and consistent delivery of several attributes, supported by supplier relationships, customer knowledge and operational learning.
[bookmark: _Toc240023633]6.6 Chapter Synthesis
The analysis identifies a strong but highly competitive market environment. Covent Garden provides substantial footfall and an established specialty-coffee culture, but customers have many alternatives and low switching costs. The Five Forces therefore indicate high competitive pressure, while PESTLE highlights economic and environmental risks alongside favourable social and technological trends
Consequently, the evidence supports the focused staged differentiation strategy developed in Chapter 7. The venture should not attempt to compete through price leadership or imitate established specialty operators. Instead, it should target ethically conscious specialty-coffee consumers, urban professionals and relevant visitors through an integrated proposition based on quality, ethical sourcing, traceability, sustainability, personalised service and value. The resulting strategy recognises that competitive advantage will need to be developed progressively through customer loyalty, supplier relationships, brand reputation and organisational learning rather than assumed at launch.






[bookmark: _Toc240023634]Chapter 7: Business Strategy
[bookmark: _Toc240023635]7.1 Strategic Situation and Frameworks
As revealed in Chapters 5 and 6, The Ethical Bean Coffee House has a very competitive market in an attractive area. In 2026, the UK coffee shop market was estimated to be around £6.8 billion, and it contained 12,313 outlets, which grew by 5.5% compared to the previous year (World Coffee Portal, 2026). Meanwhile, consumers are increasingly seeking value and independent operators are grappling with rising input and operating costs (World Coffee Portal, 2025; World Coffee Portal, 2026).
The strategic challenge is not, however, whether customers are interested in buying coffee, but how a new independent coffee shop can generate enough value to overcome the strong competition, buyer switching power and substitutions. Four strategic implications emerge from chapters 5 and 6: First, the potential for a premium is in the volume of coffee consumed; second, quality and experience are important but are already available from the established specialty competitors; third, the ethical sourcing can enhance the differentiation but it is not enough to justify a premium; and fourth, the affordability and operational efficiency need to support the ethical proposition. These findings are then combined using VRIO and SWOT analysis and strategic-option evaluation to decide on the best approach. VRIO is intended to determine if the resources of the venture can enable it to achieve competitive advantage and SWOT turns internal and external evidence into strategic issues (Barney, 1991; Ferreira, Fernandes and Ferreira, 2022). These findings are then combined using VRIO and SWOT analysis and strategic-option evaluation to decide on the best approach.
[bookmark: _Toc240023636]7.2 Internal Analysis Using VRIO
The most strategically relevant resources are not general assets such as premises or coffee-making equipment, which can be acquired by competitors. Rather, the analysis focuses on proposed ethical sourcing relationships, sustainability and traceability capabilities, brand proposition, customer relationships and integrated service experience.
[bookmark: _Toc240023698]Table 7.: VRIO Analysis of The Ethical Bean Coffee House
	Resource/capability
	V
	R
	I
	O
	Strategic implication

	Ethical and transparent sourcing
	Yes
	Partly
	Partly
	Not yet fully
	Potential temporary advantage if successfully developed and embedded

	Sustainability practices and traceability
	Yes
	Partly
	Partly
	Developable
	Potential advantage if developed and organisationally embedded

	Specialty coffee quality
	Yes
	No
	No
	Yes
	Competitive parity

	Customer experience and personalised service
	Yes
	Partly
	Partly
	Developable
	Potential temporary advantage if successfully developed

	Ethical Bean brand identity
	Yes
	Potentially
	Potentially
	Not yet established
	Potential future advantage

	Supplier/customer relationships
	Yes
	Potentially
	Potentially
	Dependent on development
	Potential future advantage, dependent on development


Source: Researcher's analysis based on the findings of Chapters 5 and 6, informed by Barney's (1991) VRIO framework.
Product quality is a good characteristic because customers want good quality and experience, but is not unusual within the set of competing products. High quality coffee is not enough of a differentiator alone, as demonstrated by Monmouth Coffee Company and Watch House, who already make specialty. Likewise, sustainability is emerging as a presence throughout industry, and should not be considered uncommon.
However, TEBC is a new venture without an established brand, supplier network or operating history. These capabilities are therefore proposed rather than existing resources, and they cannot yet be treated as established sustained competitive advantages. Their strategic value will depend on whether TEBC can develop, organise and embed them successfully.
The main VRIO limitation is therefore organisational readiness. TEBC will need to establish credible ethical suppliers, traceability systems, trained baristas, service standards, sustainability procedures, digital systems and adequate funding before these proposed capabilities can become sources of competitive advantage. 
[bookmark: _Toc240023637]7.3 SWOT and Strategic Issues
The evidence produces a focused SWOT:
[bookmark: _Toc240023699]Table 8: SWOT Analysis of The Ethical Bean Coffee House
	Strengths
	Weaknesses

	Clear ethical and sustainability orientation
	New and unproven brand

	Potentially distinctive sourcing transparency
	Limited economies of scale

	Specialty-quality coffee proposition
	No established customer loyalty

	Ability to design customer experience from inception
	Dependence on external suppliers

	Flexible independent operating model
	Limited financial and organisational resources

	Opportunities
	Threats

	Continuing UK coffee-shop market growth
	Strong local specialty competitors

	Demand for quality, hospitality and experience
	High buyer switching power

	Consumer interest in ethical consumption
	Strong substitutes, including home coffee

	Growth of independent/specialty operators
	Inflation and operating-cost pressure

	Digital ordering and customer engagement
	Competitors can imitate visible sustainability features


The SWOT therefore highlights the tension between WO and ST strategic issues. The idea has something going for it based on the growing awareness of consumers about ethical and experiential consumption, but it is not as well known or as large as its competitors. Meanwhile, its moral claim can only ease the competition if customers feel it is believable and genuine, not marketing.
Four strategic questions, therefore arise. The first ever thing the venture has to do, is to be more than a typical coffee specialty. Second, just as with the first, ethical differentiation needs to be transformed into something tangible for the customer. Thirdly, price needs to be kept at a level that doesn't exclude customers even in the face of increased ethical and sustainability expenses. Fourthly, there should be a focus on capability building rather than aggressive expansion.
[bookmark: _Toc240023638]7.4 Strategic Alternatives and Choice
Three realistic alternatives are considered.
[bookmark: _Toc240023639]Alternative 1: Premium Specialty Differentiation
The first would relegate The Ethical Bean Coffee House to higher quality specialty coffee shop, one that would be able to market exceptional coffee, unique brewing techniques, food and high-end ambience. This would appeal to specialty-coffee drinkers and high-income consumers who want high-quality coffee experiences at their cafes.
It's about clarity of strategy and being able to charge more. But it is limited in terms of suitability due to the competitive landscape with strong specialty operators. WatchHouse and Monmouth have established reputations and customer recognition. The strategy would thus need to face significant credibility and brand hurdles from the new enterprise. It may also be at odds with price sensitivity found in Chapter 5. Agricultural and Livestock Science and Technology: Agricultural and Livestock Science and Technology: World Coffee Portal (2025) and World Coffee Portal (2026).
[bookmark: _Toc240023640]Alternative 2: Ethical Differentiation
This alternative would differentiate TEBC primarily through credible ethical sourcing, traceability and sustainability, supported by specialty coffee quality and an authentic café experience. The emphasis is therefore on what the business offers as its basis of differentiation rather than on a particular implementation sequence.
This is preferable as it takes direct action to address the positioning gap identified in Chapter 6. It also leverages the capability the venture says it would provide without competing on any particular skills. The ethical proposition may encompass supplier disclosure, responsible sourcing, decreased packaging waste, incentives to use reusable cups, and communicating the social and environmental impacts of purchasing.
Its biggest drawback is that ethics are not enough if customers believe that the offer is too costly. The strategy needs to, therefore, incorporate ethics with quality, service and value. This aligns with more recent evidence from the industry that consumers are still willing to buy products from the coffee shop, but they are concerned about what they are getting for their money.
[bookmark: _Toc240023641]Alternative 3: Focused Entry Followed by Evidence-Led Expansion
The third alternative adopts the ethical differentiation proposition but differs in its implementation and scope. TEBC would initially focus on a clearly defined customer segment and one Covent Garden location, using evidence on repeat visits, average spend, customer satisfaction and willingness to pay to determine whether and when to extend the model.
This is preferred because it reduces uncertainty and limits resource exposure during market entry. The business can establish customer relationships, test its ethical proposition and build operational capability before committing to wider expansion.  (World Coffee Portal, 2026).
The alternatives can therefore be assessed as follows:
[bookmark: _Toc240023700]Table 9: Evaluation of Strategic Alternatives
	Criterion
	Premium specialty
	Ethical differentiation
	Focused staged differentiation

	Suitability
	Moderate
	High
	High

	Acceptability
	Moderate
	High
	High

	Feasibility
	Moderate
	Moderate–High
	Moderate–High

	Coherence
	High
	Very high
	Very high

	Defensibility
	Low–moderate
	Moderate–high
	High over time


Source: Researcher’s analysis based on Chapters 5 and 6.
The recommended approach is to use ethical differentiation as the competitive basis and implement it through focused, staged market entry. This offers strong suitability, acceptability and coherence while maintaining a more realistic assessment of feasibility for a new venture. It also recognises that the proposed advantage depends on developing ethical sourcing, quality, customer experience, transparency and organisational capability rather than assuming these capabilities already exist.
Mission statement: The Ethical Bean Coffee House will provide sustainable products, high quality ethically sourced coffee and a true café experience for ethically aware students, young professionals, specialty-coffee drinkers and urban café-goers in a central London market place using a physical café complemented by digital engagement. It will act by integrating ethical difference, transparency and personalized customer experience, based on credible relationships with suppliers and disciplined operations. It will begin with one focused location and customer segment and will not pursue rapid multi-site expansion until customer demand, margins and operating capacity are proven.
[bookmark: _Toc240023642]7.5 USP, Value Proposition and Positioning
The USP has to be more than “ethical coffee” as sustainability can be clearly communicated by competitors. The USP is a blend of quality specialty coffee, ethical sourcing, transparent ethical practices, and a personal experience of the café at a value proposition that is accessible.
The positioning is therefore between mass-market convenience and highly premium specialty provision. The business should be seen as an ethical, transparent and inclusive specialty café that makes responsible coffee an everyday, not occasional, experience.
Its value proposition is:
The Ethical Bean Coffee House offers specialty-quality coffee and a fun-filled coffee house experience based on open, ethical sourcing and actionable sustainability. Unlike traditional chain cafés and specialty baristas who differentiate themselves by their size and/or convenience, or their understanding of the coffee, The Ethical Bean differentiates themselves by offering coffee that's both high quality and visibly accountable for their ethical practice, and offers personal hospitality that’s both high-tech and high-touch.
The evidence is that quality is not enough to differentiate and that price sensitivity is a limiting factor for a premium approach. World Coffee Portal (2026) also points to some recent market evidence which shows that specialty coffee and personalised hospitality and ambience can provide an independent café with advantages, while also exerting more cost pressure than larger chains.
The most important advantage or advantages that a business has over a competitor.
The competitive advantage sought is thus situational, not a guaranteed way to be the best, and will likely be only generational. Specialty coffee quality offers a level of parity, but the potential for a system of ethical sourcing, transparency, sustainability and customer relationships is greater to be valuable and relatively hard to emulate, according to VRIO.
[bookmark: _Toc240023643]7.6 Competitive Advantage and Key Success Factors
Firstly, credible ethical sourcing. The venture should identify suppliers who can exhibit proper ethical and environmental practices. There should be evidence of the ethical promise through supplier documentation and traceability information, as well as through a periodic review of suppliers.
Secondly, uniformity of quality and service. Training of the baristas, standardized recipes, quality-control and customer-service standards should be determined prior to launch. Operational indicators for customer satisfaction, repeat purchase rate, complaint rate, product consistency should be monitored.
Third, value-based affordability. The venture should not pass on all sustainability costs onto customers. Margins should be safeguarded by menu engineering, restricted, but distinctive product ranges, waste reduction and supplier negotiations. Before expanding, it is advisable to monitor average transaction value, gross margin, repeat visits and customer willingness to purchase.
Digital engagement should complement these abilities with loyalty, pre-ordering, gathering and communicating customer feedback about sourcing. Technology should enhance, not detract from using the human element, which is a component of the positioning.
The potential advantage can be strengthened through cumulative learning. Customer information, suppliers, operations and procedures, brand trust and community relationships can build up with time. However, a competitor can copy visible aspects like re-useable cups or ethical statements. So, to avoid being "imitated" to death, continuous improvement and credible evidence will be required.
[bookmark: _Toc240023644]7.7 Strategic Synthesis
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[bookmark: _Toc240023706]Figure 1.: Strategic Logic for The Ethical Bean Coffee House
Source: Researcher's synthesis based on Chapters 5 and 6.
The strategy therefore creates a direct chain from evidence to ethical differentiation as the competitive basis, followed by focused and staged implementation. Chapter 8 should translate the selected strategy into the Business Model Canvas, while subsequent marketing, operations, financial and risk planning should test whether the required capabilities and assumptions are commercially achievable. 
[bookmark: _Toc240023645]Chapter 8: Business Model Canvas
[bookmark: _Toc240023646]8.1 Model Overview and Alignment
Business Model Canvas (BMC) is an explanation of how a business creates, delivers and captures value with nine interconnected parts: Customer Segments, Value Proposition, Channels, Customer Relationships, Revenue Streams, Key Resources, Key Activities, Key Partnerships and Cost Structure (Osterwalder and Pigneur, 2010). The BMC is the operational and business model for The Ethical Bean Coffee House that was arrived at by focusing the staged differentiation strategy identified in Chapter 7. The completed visual Business Model Canvas is presented in Appendix 8.
[bookmark: _Toc240023647]8.2 Customer Segments and Value Proposition
The key customer group will be those who are conscious of their ethics and the specialty-coffee shopper and urban professionals in and around Monmouth Street, Covent Garden. These customers should appreciate the quality of their coffee, convenience of service, fun and enjoyable hospitality, and responsible consumption. The second group of visitors is people visiting Covent Garden in search of a good coffee and café. This prioritisation aligns with data indicating specialty coffee, personalised hospitality and café ambience are still significant players in the UK independent coffee-shop market (World Coffee Portal, 2026).
The value proposition is: specialty quality coffee, ethical sourcing, sourcing transparency, sustainable practices and personalised service. The potential to increase the price consumers may be willing to pay for sustainable coffee has been found, yet the extent to which this willingness to pay is demonstrated differs across consumer segments (Fuller and Grebitus, 2023; Abdu and Mutuku, 2021). The proposition thus caters to the functional aspects (quality, convenience and service) as well as to the ethical and experiential aspects. The project will seek to make responsible sourcing and sustainability visible within the customer journey, supporting a clearer ethical proposition than conventional mass-market alternatives. Ethical positioning, however, is not enough to stand out as a specialty as there are well-known specialty players that also highlight responsible sourcing. It is therefore the quality, traceability, sustainability, and personalised hospitality that is the key to the competitive difference.
[bookmark: _Toc240023648]8.3 Channels and Customer Relationships
The principal channel will be the offline café, where people will get to experience the product, service and brand. The website and social media will enable awareness, menus discovery, location and customer engagement. Where commercially feasible, direct digital ordering can support convenience and repeat purchases.
Customer relations will be a mix of personal support, self-service and digital interaction. Employees who are trained will be able to offer personalised service and product advice, and loyalty schemes, such as feedback and social-media communication, will help to keep the customer. Feedback/complaints by customers will be tracked to ensure that service is better and repeat purchases are facilitated. Data concerning customers gathered during digital or loyalty operations must be handled in a responsible and compliant way with regard to privacy.
[bookmark: _Toc240023649]8.4 Revenue Streams and Cost Structure
In-store sales of specialty coffee and other drinks/drinks will be the main source of income with food sales acting as the secondary income stream. Coffee beans and some complementary products are available to provide a secondary income. Revenue will thus primarily be based on transactions and will come from paying customers per transaction or per bundled offer. Prices should be premium, but attainable, and need to be compared to local competitors; don't presume customers would automatically pay the higher price.
These are the major costs that are fixed such as premises, staff, insurance, licences, software and professional services. Variable costs are the costs of coffee, milk, food ingredients, packaging and payment charges. Other expenses include equipment, training, marketing and sustainability programs. Independent coffee shops are more likely to be subjected to higher costs as they do not benefit from the benefits of scale that larger chains can enjoy (World Coffee Portal, 2026). 
[bookmark: _Toc240023650]8.5 Key Resources, Activities and Partnerships
Key resources will include the Covent Garden location, professional coffee equipment, trained staff, working capital, brand identity, digital/POS systems and, once developed, credible relationships with ethical suppliers. The premise and the trained staff are so crucial as the strategy relies on an experience-driven proposition. Ethical supplier relationships are the substantiation evidence needed to support sourcing claims, and working capital is required to cover rent, wages and inventory costs until the business has built a trading history. Most of these resources will have to be purchased or created prior to launch.
Ethical sourcing and supplier verification, coffee preparation and quality control, customer service, inventory management, waste reduction, digital engagement and performance monitoring are key activities. These activities are directly linked to the value proposition and revenue model. Coffee consistency will need to be standardised, with staff training, and ethical positioning will call for proper records of sourcing and correct communication with the customer. Some key partners include selected roasters or producers of coffee, food suppliers, sustainability and waste-management partners, and payment or technology providers. Diversifying suppliers can help mitigate against reliance on a single source and help buffer against availability, quality and price issues. 
[bookmark: _Toc240023651]8.6 Integration, Assumptions and Conclusion
The nine components are part of a whole: the value proposition dictates the channels, relationships, resources and activities needed; partnerships enable delivery; the revenue from beverages, foods and retailing should offset the cost structure. This helps to bring in direct alignment with focused staged differentiation outlined in Chapter 7.
The model has some assumptions that need to be validated, however. These include whether or not customers at Covent Garden are willing to pay extra for ethical and specialty characteristics and whether responsible sourcing is achievable without the unnecessary increase in prices. These assumptions would need to be validated with supplier quotes, competitor price checking, early sales information, repeat purchases and gross-margin tracking. The BMC should therefore be treated as a testable business model rather than a fixed plan, with the subsequent marketing, operational and financial chapters translating its assumptions into measurable implementation requirements.

[bookmark: _Toc240023652]Chapter 9: Financial, Marketing and Sales, and Human Capital Management Plan
[bookmark: _Toc240023653]9.1 Integrated Plan Overview
This chapter is the conversion of the market opportunity, competitive environment, focused staged differentiation strategy and Business Model Canvas developed in Chapters 5-8 into an integrated functional plan for The Ethical Bean Coffee House (TEBC). The main idea is that all financial, marketing, sales and human-capital decisions should be one. The model proposes to appeal to an audience of ethically-minded specialty-foe coffee drinkers and city professionals in and around Monmouth Street, Covent Garden, with selected visitors and local residents. The business will differentiate on specialty coffee quality, credible transparency around sourcing, sustainability and personal service at an accessible-premium price point. The Value Creation, Delivery and Financial Viability (Osterwalder and Pigneur, 2010) is the connection between value creation and value delivery and the financial viability. 
[bookmark: _Toc240023654]9.2 Financial Plan
[bookmark: _Toc240023655]9.2.1 Economic assumptions and business model
The financial model is bottom up, rather than based on an unbacked percentage of the broader Covent Garden market. This corresponds to a revenue that is based on customers, transactions, prices, capacity and timing. The key planning assumptions are summarised below.
[bookmark: _Toc240023701]Table 10.Economic assumptions and business model
	Assumption
	Base-case planning assumption

	Average transaction value
	£7.00

	Trading days
	310 days per year

	Year 1 average transactions/day
	135

	Year 2 average transactions/day
	145

	Year 3 average transactions/day
	165

	Year 4 average transactions/day
	185

	Year 5 average transactions/day
	205

	Variable cost ratio
	30% of revenue

	Initial marketing budget
	£12,000

	Initial funding requirement
	approximately £200,000


This average transaction value of £7 is not a ‘precise’ price forecast, but rather is carried forward from the illustrative demand analysis in Chapter 5. It is based on a planning assumption of beverage and limited food purchases and needs to be confirmed by quotations from suppliers, observation and test trading with competitors. (Westminster City Council, 2025).
Its revenue streams consist of transaction fees. Coffee and other beverages are the main revenue generators, while the food product line is short and compact, and selected retail coffee products are secondary revenue generators. This would align with the Business Model Canvas outlined in Chapter 8 and the general coffee-shop market in the UK, which totalled £6.8 billion in 2026 from 12,313 branded outlets (World Coffee Portal, 2026).
[bookmark: _Toc240023656]9.2.2 Start-up investment and funding
TEBC has an estimated initial funding need of around £200,000. This is a planning estimate and not a supplier-quote investment number and is to be changed with actual supplier quotations before launch. The indicative requirement is about £80,000 for premises deposit, fit-out and installation, £55,000 for professional coffee equipment, refrigeration, furniture and point of sale (POS) technology, £15,000 for initial stock, packaging and operating materials, £10,000 for registration, insurance, branding, website, professional services and £8,000 for recruitment, training and pre-opening wages, plus a contingency of around £20,000 as working capital.
The working-capital allowance is crucial as the café is not likely to be fully populated right away. A staged launch can, therefore, minimise the risk of spending too much money initially and enable the company to find out how customers react to the acquisition, product mix and staffing level. A pre-launch requirement is also food-business registration: The Food Standards Agency require a food business to register with the appropriate local authority 28 days before they start trading (Food Standards Agency, 2026).
[bookmark: _Toc240023657]9.2.3 Operating cost structure
The core staff, insurance, accounting, software and a commitment to a minimum level of marketing will be included in TEBC's fixed costs. Variable costs will be coffee beans, milk, food ingredients, packaging, and transaction and other costs. Semi variable/stepped costs such as utilities, maintenance and extra labour rise with operating intensity and capacity. The difference is crucial as independent coffee shops may be more vulnerable to cost inflation than larger chains due to less economies of scale (World Coffee Portal, 2026).
The model assumes, therefore, that the initial planning has a variable-cost ratio of 30% and that the contribution margin is indicative of 70%. This is an assumption that needs to be tested against supplier quotations and the final product mix.
[bookmark: _Toc240023658]9.2.4 Revenue and profitability projection
The base-case projection is based on 310 trading days annually and the assumed average transaction value of £7.
[bookmark: _Toc240023702]Table 11.Revenue and profitability projection
	Year
	Average transactions/day
	Annual transactions
	Indicative revenue

	Year 1
	135
	41,850
	£292,950

	Year 2
	145
	44,950
	£314,650

	Year 3
	165
	51,150
	£358,050

	Year 4
	185
	57,350
	£401,450

	Year 5
	205
	63,550
	£444,850


Year 1 contribution would be around £205,065 at a 30% variable cost ratio. With the fixed operating costs of around £205,000 (staff, premises, baseline marketing, insurance, software and other overheads), Year 1 would be a point near operational break-even. This is a testament to the fact that TEBC is a very margin-intensive business and requires a sufficient number of transactions to be viable.
The forecast should be considered as an operating scenario and not a financial outcome. It is also required to be prepared in accordance with VAT-consistent method. Once confirmed, the final product level VAT treatment should be applied to TEBC's forecast, to yield customer prices that include VAT and accounting revenue that excludes VAT, where it is assumed that UK taxable turnover above £90,000 will result in VAT registration (HMRC, 2026).
[bookmark: _Toc240023659]9.2.5 Break-even and sensitivity
Using the planning assumptions, contribution per transaction is approximately
£7.00 − (£7.00 × 30%) = £4.90
If annual fixed costs are approximately £205,000:
Break-even transactions = £205,000 ÷ £4.90 = approximately 41,837 transactions per year.
Over 310 trading days that is around 135 transactions per day. This is a significant outcome given it is very close to the Year 1 base case volume. As a result, a downtrend to around 135 transactions per day would pose a significant profitability risk.
A sensitivity test should concentrate on those assumptions that have a good chance of changing. If there's a 20% drop in transactions, then Year 1 revenue will drop from £292,950 to about £234,360. Contribution would be much less than the fixed costs, and there would be an operating deficit at the same variable-cost ratio. However, customer demand is likely to be compromised if average transaction value is increased by 10%, to £7.70, without compromising it. 
[bookmark: _Toc240023660]9.3 Marketing and Sales Plan
[bookmark: _Toc240023661]9.3.1 Segmentation, targeting and positioning
The marketing plan incorporates segmentation, targeting and positioning concepts developed in previous chapters. Geographic Segmentation is based on people living within walking distance of Monmouth Street and the wider Covent Garden/West End area. Psychographic segmentation targets consumers who appreciate specialty coffee, quality, and ethical consumption and sustainability, while behavioural segmentation targets repeat local and worker customers, versus occasional visitors. There is evidence that consumers are willing to pay for attributes of sustainability in their coffee but this is not specific to the UK context and should therefore be used to inform and not dictate the TEBC price (Fuller and Grebitus, 2023).
The suggested placement is:
The Ethical Bean Coffee House is an accessible-premium specialty coffee bar for the ethically conscious coffee-drinker, the city professional, and some visitors in Covent Garden, providing a high-quality coffee experience with credible evidence of sourcing transparency, sustainability, and personalised service.
The positioning is thus not claiming that "ethical" coffee is unusual. Instead, differentiation is based on the integrated combination of quality, transparency, sustainability and customer experience.
[bookmark: _Toc240023662]9.3.2 Marketing mix: 7Ps
The 7Ps framework is appropriate because service quality and employee interaction are central to the café experience.
[bookmark: _Toc240023703]Table 12.Marketing mix
	Element
	TEBC decision

	Product
	Specialty coffee, hot/cold beverages, concise food range and selected retail beans

	Price
	Accessible-premium pricing, benchmarked against local competitors and contribution requirements

	Place
	Monmouth Street, Covent Garden, supported by digital discovery and feasible direct ordering

	Promotion
	Social media, local partnerships, launch activity, content marketing, reviews and loyalty communications

	People
	Trained baristas and customer-facing staff able to communicate product and sourcing value

	Process
	Fast ordering, consistent preparation, quality control, service recovery and loyalty registration

	Physical evidence
	Café environment, packaging, sourcing information, reviews, staff presentation and traceability communication


This approach complements the strategy as the value for the customer is created not only by the coffee itself, but also on the basis of the information provided on its origin, the atmosphere and service created, as well as the surroundings.
[bookmark: _Toc240023663]9.3.3 Customer acquisition and sales process
Customer acquisition will follow a staged funnel:
Awareness → Engagement → First purchase → Repeat purchase → Loyalty → Advocacy.
Instagram and social media, Google/local search and local partnerships and visually appealing content of coffee quality and sourcing will be used to raise awareness. Coffee education and producer stories and sustainability evidence will be used to encourage engagement. Conversion will be achieved by way of a controlled launch offer, not permanent discounting, which will preserve the position of accessible-premium.  The main type of sales in a café is direct, transactional. The sales process thus includes customer discovery, store visit, purchase, service delivery, feedback, repeat purchase and referral. 
The marketing budget is allocated at £12,000 for Year 1, which will comprise around £3,000 for website, photography and launch assets, £4,000 for digital and targeted marketing, £2,000 for local partnerships and events and £3,000 for loyalty marketing, review generation and promotions. The budget needs to be allocated based on the actual amount of measurable performance, not evenly distributed.
[bookmark: _Toc240023664]9.4 Human Capital Management Plan
[bookmark: _Toc240023665]9.4.1 Organisational structure and staffing
Initially, TEBC will have a lean organisation with the owner/founder, the Operations/Café lead and a flexible team of trained baristas/customer service staff. Some accounting, some marketing activities, legal advice and expert technology assistance may be provided on a contract basis when it is more cost-effective than having staff on board. 
There should be immediate staffing in relation to volume of transactions and opening hours. A model of about 3–4 FTE employees combined with flexible part-time staff with a role to cover, with founder/manager participation, is sufficient for a planning structure, to be scaled up or down based on the final premises capacity and hours.   The National Living Wage will increase from £12.71 per hour for workers over 21 years from April 2026 (GOV.UK, 2026). In the financial model (HMRC, 2026), employer National Insurance and other payroll costs need to be included in basic wages. 
[bookmark: _Toc240023666]9.4.2 Recruitment, development and retention
The staff's qualifications should focus on their ability to prepare coffee, customer service, reliability, communication and understanding of ethical practices. Or it may be a combination of application screening, structured interviews and practical coffee/service assessment. All staff should be inducted in Food Safety, Allergen Awareness, Health and Safety, Customer Service and POS procedures and Sustainability practices.
Espresso preparation, milk handling, quality control, product knowledge and responsible sourcing communication should be part of specialist training. Staff should also be educated on accurate reporting of provenance as well as on avoiding making unsupported sustainability claims. This is key since the proposition of differentiation is reliant on the ability of employees to convey the message in a consistent manner.
They will be supported to stay through fair pay, recognition, predictable working hours, skills development and opportunities for progression. Customer indicators like reviews, service quality, repeat-purchase behaviour as well as operational indicators like productivity and waste are combined in performance management. This aligns human capital with the customer experience part of the strategy.
[bookmark: _Toc240023667]9.4.3 Employment and operational compliance
TEBC must incorporate employment, food-safety and customer-protection requirements into its operating system. The Food Standards Agency requires food businesses to register with the local authority at least 28 days before trading and to maintain appropriate food-safety procedures (Food Standards Agency, 2026). Employment practices should also cover contracts, right-to-work checks, working time, minimum pay, pension obligations, equality and health and safety. These are compliance requirements rather than sources of competitive differentiation, but failure to meet them could create financial and reputational risk.
[bookmark: _Toc240023668]9.5 Integration, Scalability and Conclusion
These three functional plans should be seen as a whole system and not individual activities. Marketing channels and messages are dependent on the target audience; marketing attracts customers to the store; sales turn customers into transactions; transactions create revenue and transaction volume dictates staffing, stock and service capacity. 
Under the assumed conditions, the base case suggests that TEBC can move towards operating break-even with around 135 transactions per day. This creates a need to acquire customers early, repeat customers and monitor contribution-margin. Before embarking on expansion, the business should work on improving the utilisation of the resources, retaining customers and optimising the working processes, in order to develop and mature the system incrementally. Where volumes of transactions regularly exceed the practical capacity of service, other staffing, equipment or premises capacity can be added. On the other hand, when volumes are not reaching break-even points, management should strive to maximise marketing, product mix, staffing schedules and supplier’s costs rather than expand before they reach that point. This structured method works with the focused staged differentiation strategy outlined in Chapter 7 and is a financially managed pathway to eventual growth.

[bookmark: _Toc240023669]Chapter 10: Operations Plan
[bookmark: _Toc240023670]10.1 Operating Model
Ethical Bean Coffee House (TEBC) is a high quality, specialty coffee shop to be found on Monmouth Street, Covent Garden, London. Its business model will be based on the experience of producing quality coffee, respectful sourcing, customized coffee experience and sustainability alongside with the business efficiencies of daily running of the café. The model is based on a physical café, digital payment, customer engagement, and stock-management systems. This is in line with the expansion of the independent coffee-shop industry in the UK, where specialty coffee and the personalisation of hospitality and unique experiences are still significant competitive advantages (World Coffee Portal, 2026).
The customer journey from arrival to purchase and feedback will be defined through process mapping and inventory and supply-chain principles will enable reliable product availability. The operating model will therefore aim to find a balance between service quality, speed, cost control and responsible sourcing.
[bookmark: _Toc240023671]10.2 Operational Workflow and Capacity
The core operating workflow will be:
Customer arrival/order → Product selection → POS order → Stock and preparation check → Coffee/food preparation → Quality check → Customer fulfilment → Payment/record → Feedback/loyalty → Stock update
The customer journey starts from the moment a customer comes into the café, or places an order via a available digital channel. The front of house member takes the order and checks the availability of the product through the point-of-sale (POS) system. The barista then, utilizing normal recipes and prep methods, prepares the drink. Food products are prepared or assembled based on appropriate food-safety requirements. Prior to dispatch, the order is verified for accuracy, presentation and quality
In Year 1, the financial plan is based on around 135 transactions a trading day which equals around 41,850 transactions a year over 310 trading days. This is only a planning figure and does not guarantee operational capacity. Some of the main potential bottlenecks include barista preparation during peak times, queues at the cashier, equipment availability, seating space, and supplier delays. To detect capacity issues, TEBC should track transactions per hour, time per transaction, number of transactions in the queue, stock-outs, and customer complaints. If operational data shows a sustained demand additional staff support during peak periods can be introduced.
[bookmark: _Toc240023672]10.3 Location, Facilities, Equipment and Technology
The idea of extending Monmouth Street in Covent Garden is appropriate due to the nature of its potential customers, who consist of specialty-coffee drinkers, as well as urban professionals and tourists. The area has good pedestrian flow and accessibility for workers, residents and visitors, but it also brings about cost and competitive pressures. High footfall sites in Westminster were also seen to be important as the city had significant visitor numbers in 2024 (Westminster City Council, 2025).
The premises should have a customer seating area, service counter, an area for coffee preparation, a food preparation area, dry and chilled storage, staff facilities and suitable waste-storage facilities. Professional espresso machines, food-preparation equipment, display units and cleaning equipment will be core equipment, along with water filtration equipment and refrigeration.
Technology will feature a point-of-sale system and payment system, inventory-management, accounting software and employee-scheduling and customer-engagement digital facilities. Gathering data or information about customers should only be done when it is required, and the proper notice and data protection controls must be implemented. The ICO reiterates the need for data protection to be relevant to the small businesses that hold and use personal data, such as customer and employee information (ICO 2026).
[bookmark: _Toc240023673]10.4 Supply Chain, Procurement, Inventory and Logistic
Sourcing will become much more than a marketing message and will be expected to be ethical. Coffee suppliers will thus be reviewed on their quality, ability to trace their source, proof of ethical sourcing, reliability, lead time, minimum order and capacity and price. TEBC should not rely too heavily on a single supplier by having an approved primary supplier and an alternate supplier that can provide the essential requirements.
Each procurement decision will be made taking into account commercial sustainability as well as ethical and quality requirements. Supplier documentation should be reviewed on a regular basis to ensure that claims in relation to responsible sourcing are backed up with evidence. It is especially relevant due to the lack of a universal legally binding definition and scientific methodology of the term “responsibly sourced” (World Coffee Portal, 2026).
Product characteristics will be used to manage inventory. Appropriate reorder points/safety-stock levels will be used for coffee beans, milk, food ingredients and packaging. SOP data may be used for monitoring stock on a daily basis and first expiry first out should be implemented for relevant food products. The deliveries should be planned to be made with minimal disruption and without unnecessary stock holding. Staff should inspect the number of items, packaging, product quality and relevant dates upon arrival, before accepting and storing deliveries.
[bookmark: _Toc240023674]10.5 Quality, Compliance and Operational Controls
TEBC will implement standard operating procedures (SOPs) to ensure consistency in opening and preparation, service, cleaning, closing and stock-management activities. Regular cleaning of equipment, adjusting the grinders and recipe calibration should be performed to control the quality of the coffee. Standard of customer service should include requirements for accuracy, courtesy, waiting times, and how complaints will be dealt with.
Suitable hygienic procedures, allergen control, temperature controls, cleaning procedures and training will be required for food safety. A food business normally needs to be registered by the relevant local authority not less than 28 days before it starts trading (GOV.UK, 2026). It is also important for TEBC to keep records of food-safety procedures and supplier controls.
Compliance with the law and legal requirements will apply to employment, workplace health and safety, insurance, where applicable, data protection and taxation. Environmental controls should include waste segregation, reduction of avoidable food waste, responsible disposal of the grounds of coffee and proper packaging. These environmental controls are “operational” and should be incorporated into daily activities and not just considered to be “promotional.”
[bookmark: _Toc240023675]10.6 Operational Synthesis
The proposed OS translates TEBC's differential approach into hands-on activities. Consistent customer service, ethical sourcing will be supported by reliable suppliers, trained employees, correct equipment, SOPs, inventory controls and digital systems. Peak period capacity issues, reliance on suppliers, food waste, equipment failure, and increasing input costs are the main operational challenges. These risks can be addressed through staff training, diversification of suppliers, preventative maintenance, and safety stock and continuous performance monitoring. By adopting a staged operating model, TEBC will be able to test the market and operational capacity before embarking on a serious expansion.











[bookmark: _Toc240023676]Chapter 11: Feasibility Analysis
[bookmark: _Toc240023677]11.1 Feasibility Basis and Decision Criteria
In the next few chapters, the market, competitive, strategic, business-model, financial and operational evidence developed in the foregoing chapters is integrated and reviewed to determine the feasibility of The Ethical Bean Coffee House (TEBC). Assessment includes viability of the proposed venture in terms of ethics, commercial, operational, financial and strategic viability. Therefore, feasibility is considered as a conditional judgement instead of taking the chance that the business will be successful. (Kandasamy, 2026).
[bookmark: _Toc240023678]11.2 Ethical and Market Feasibility
Ethical feasibility is a key consideration because ethical sourcing is at the heart of TEBC's differentiation. The business should give trustworthy details regarding the origins of their coffee, the way their suppliers operate, and their sustainability assertions, instead of just taking a moral stance. This is especially relevant to the term “responsibly sourced” coffee, which lacks a common definition and methodology, and may lead to misunderstanding or ‘greenwashing' (World Coffee Portal, 2026). Thus, TEBC must have supplier evidence, keep track of sourcing and provide accurate sourcing information. Operating procedures must also include the employment standards, food safety, consumer protection and data protection requirements. But legal compliance alone is not enough to make it ethical, fairness, transparency and stakeholder trust should be maintained, (Kandasamy, 2026).
Market feasibility is fairly good but is still unknown. Covent Garden offers access to workers, residents and significant visitor numbers, alongside the opportunities that the UK coffee-shop market shows for specialty products and experience-led hospitality (Westminster City Council, 2025; World Coffee Portal, 2026). There is also some evidence of consumers being willing to pay premiums for sustainability-related attributes, but willingness to pay is dependent on the attribute and the context of the consumer (Fuller and Grebitus, 2023). This is, therefore, not a fact, but a planning assumption, as the average transaction on TEBC is £7. Repeat purchases will be based on consistent quality of coffee, service, and ethical differentiation that is credible because of the competition and ubiquitous alternatives.
[bookmark: _Toc240023679]11.3 Technical and Operational Feasibility
The proposed single site operating model is technically viable when the capacity and resources are suitably matched with the demand. If the year 1 forecast of 135 transactions per day over 310 trading days is the case, that would be 41,850 transactions per year. The volume will need suitable espresso equipment, trained baristas, efficient Point of Sales (POS) systems, preparation space and an optimally designed customer flow. One of the operational constraints is the capacity during peaks conditions, as delays may lead to customer dissatisfaction and loss of sales.
The operational risks are supplier disruptions, equipment failure and stock-outs, food waste, and staffing shortages. These can be minimized by approved alternative suppliers, safety-stock policies, preventive equipment maintenance, standard operating procedures and cross-training. The model should be initially single-site and scale up after proving its operational performance and customer demand (Kandasamy, 2026).
[bookmark: _Toc240023680]11.4 Financial Feasibility
Financial viability is positive, but relatively limited. The revenue is estimated to be about £292,950, at an average transaction price of £7, in Year 1. Contribution per transaction is about £4.90 with a 30% variable cost assumption. Break-even is estimated at £205,000 per annum, and is about 41,837 transactions - which translates to around 135 transactions per trading day. This will make the forecast for Year 1 close to the break-even point, and give limited margin of safety of financial healt
The initial funding requirement is estimated at around £200,000, which is for premises and fit-out, equipment, initial stock, professional costs, recruitment, marketing for the launch and working capital. However, the sensitivity analysis shows that reduced transactions, or increases in variable costs or changes in pricing could have a material impact on viability. Therefore, protection of working capital and careful review of margins and costs (as well as sales) is crucial. Cash flow problems can occur in a business even if it is making an accounting profit because of a low working capital (Kandasamy, 2026).
[bookmark: _Toc240023681]11.5 Strategic Fit, Risks and Mitigation
The recommended fit, both externally and internally, is reasonable. TEBC's competitive advantage is based on ethical differentiation, whereas staged implementation has a focus and restricts initial exposure to one Covent Garden, and to a defined customer segment. This is consistent to the proposed value proposition and also helps to the venture to test the demand before they invest in the extended expansion (Barney, 1991)
But there are a number of material risks in the venture. The biggest is demand at levels below the break-even, followed by cost increases, supply disruption, employee shortages and the risk that competitors copy observable sustainability elements. Specific controls should be used to manage these risks. Management should monitor transactions, average spend and repeat purchases monthly, set clearly defined transaction growth targets, have an approved list of suppliers, have appropriate safety stock levels, cross train employees and have documented procedures for sourcing food, safety and data protection. Also, the proposed competitive advantage needs to be treated as a developing advantage as opposed to an established advantage, since TEBC do not have any operating history, established brand or a network of suppliers (Barney, 1991)
[bookmark: _Toc240023682]11.6 Integrated Viability Judgement
Overall, TEBC is feasible subject to conditions. The most compelling factors are the right location in Covent Garden, an established specialty-coffee market and a differentiated proposition through quality, credible ethical sourcing, sustainability and personalised service (World Coffee Portal, 2026). The financial risk is due to the near identity of forecast year 1 demand and break-even, and the competition and lack of a base load of customers introduces uncertainty
It is recommended, therefore, to make a decision to proceed with conditions and staged implementation. Prior to trading, TEBC should establish commercially viable supply arrangements, the find out the cost of the final premises, fit-out, start-up costs and working capital, and the staffing capacity as well as reliable evidence of customer demand at the agreed price.

[bookmark: _Toc240023683]Chapter 12: Implementation Plan
[bookmark: _Toc240023684]12.1 Implementation Approach and Launch Phases
The implementation plan is a process that transforms the strategic, business-model, financial, marketing, human-capital and operational decisions into a controlled launch process. The Ethical Bean Coffee House (TEBC) is a new business that has not a robust customer base, supplier network or operating history so a phased approach is appropriate. The advantage of a phased implementation is to keep the necessary activities completed in sequence, and to minimize the exposure of unnecessary resources (Osterwalder and Pigneur, 2010). There will be five phases: pre-launch preparation, build and test, soft launch, full launch and stabilisation/early growth. The output from each of the phases will be identified before the next phase of the business occurs.
[bookmark: _Toc240023685]12.2 Milestones and Timeline
The proposed implementation will occur over four months, followed by structured post-launch monitoring.
[bookmark: _Toc240023704]Table 13.Milestones and Timeline
	Activity
	M1
	M2
	M3
	M4

	Funding and legal/compliance arrangements
	●
	
	
	

	Premises and equipment setup
	●
	●
	
	

	Supplier selection and testing
	
	●
	●
	

	Recruitment and staff training
	
	●
	●
	

	Website, POS and digital setup
	
	●
	●
	

	Pre-launch marketing
	
	●
	●
	

	Soft launch/pilot
	
	
	●
	

	Full commercial launch
	
	
	
	●

	Post-launch KPI review
	
	
	
	●


Significant milestones include the successful funding of the project, compliance clearance, readiness of premises, readiness of supplier, readiness of staff, and successful soft launch and full launch. Commercial operations will come on-line once critical compliance, supplier and staffing and system requirements are met.
[bookmark: _Toc240023686]12.3 Resource Allocation and Priorities
The allocation of resources will continue as outlined in Chapter 9. The proposed £200,000 minimum start-up cost will cover fit-out, premises, equipment, initial stock, professional costs, recruitment and training, launch marketing and working capital. The budget of £12,000 for year 1 will be used to develop the website and content, promote online, build partnerships and undertake customer retention activities.
Human resources will include the founder/management role, the management of the café or operations as well as trained and trained baristas and trained customer service, backed by flexibility in part-time cover when needed. The Coffee Equipment, Point-of-Order (POS), Payment Systems, Inventory Controls, Website Functionality and reliable suppliers are critical resources. The short term priorities include compliance, premises readiness, critical staffing, supplier reliability, service standards and working-capital protection. 
[bookmark: _Toc240023687]12.4 KPIs, Monitoring and Control
Monitoring of implementation will be based on financial indicators, customer indicators, operational indicators and people indicators. This is a balanced approach to prevent management to only be based on the sales performance and to provide continuous performance evaluation (Kaplan and Norton, 1992).
[bookmark: _Toc240023705]Table 14.KPIs, Monitoring and Control
	KPI
	Target/Control
	Frequency
	Owner
	Corrective action

	Transactions/revenue
	Progress towards Year 1 forecast
	Weekly/monthly
	Founder
	Review marketing and capacity

	Average transaction
	Approximately £7
	Weekly
	Manager
	Review pricing/product mix

	Gross margin
	Maintain planned contribution
	Monthly
	Founder
	Review supplier costs/pricing

	Repeat purchase
	Increase after launch
	Monthly
	Marketing
	Strengthen loyalty activity

	Service time
	Within operating standard
	Weekly
	Operations
	Adjust workflow/staffing

	Stock availability
	Minimise stock-outs
	Weekly
	Operations
	Reorder/activate backup supplier

	Cash reserve
	Maintain agreed minimum
	Weekly/monthly
	Founder
	Reduce discretionary spending


The weekly launch meetings will be used to gauge progress against the timeline, budget and readiness criteria. Expenses will be reviewed against the budget and the risks for the implementation will be documented and updated. Post launch reviews will be held at 30, 60 and 90 days to ensure that the actual performance does not deviate from the business assumptions.
[bookmark: _Toc240023688]12.5 Change Management and Implementation Risks
To implement, workers need to adopt new service standards, digital systems, inventory and sustainability practices. Staff will, therefore, be inducted, clarified in their role and practically trained prior to soft launch. New technology will be tried out before its full-scale adoption and revised workflows will be documented and reviewed to ensure consistency of implementation.
Common risks that need to be addressed when implementing include approval delays, failure of suppliers, recruitment challenges, technical issues, and costs exceeding expectations or demand falling short. Alternate suppliers, cross training, system backups, staged marketing investments and expenditure controls are all part of contingency planning. 
[bookmark: _Toc240023689]12.6 Implementation Readiness Summary
TEBC should move to full launch once the funding, compliance, premises, critical staffing, supplier planning and core systems are in place to meet agreed readiness criteria. The soft launch will give information prior to a full commitment of resources, and KPI monitoring will help ensure that actual customer, financial and operational performance is in line with the KPIs set in the BDP. Implementation plan thus enables for a controlled launch, timely corrective action and evidence-based early growth instead of massive expansion.
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Completed Visual Business Model Canvas
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