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Prufrock Coffee was founded by three coffee lovers and incorporated in London. From this, it has grown into a team of enthusiastic and professional coffee specialists who have vast experience and a great passion and zeal in their work. Prufrock’s Kitchen is a wide breakfast and lunch menu that has a variety of quality home-cooked food, particularly the seasonal menu at service. It operates with some of the prominent producers in the UK which source their dairy products from Neal's Yard and fish from Northiam Dairy, fish from Ben’s Fish and meat from Swaledale Butchers (Prufrock Coffee, 2024). 
The organisation of the business takes place in the field of coffee products, which is one of the most significant places for competition, especially taking into consideration the constantly growing concerns of consumers for sustainability, quality, and experience. Nonetheless, Prufrock has managed to cater for a specialist market within London mainly involving speciality coffee through the acquisition of quality coffee beans from reputable sources, well-trained baristas and active participation in the speciality coffee community.
The goal of this report is to analyze Prufrock Coffee’s current business model and critical internal and external factors that were identified by means of SWOT, PESTLE, and stakeholder analysis. Finally, three possibilities of growth handling will be discussed together with the recommendations for realizing and consolidating the sustainable development of the business. 
[bookmark: _Toc180595804]The organization’s current strategy
[bookmark: _Toc180595805]Mission and Vision 
The vision of Prufrock Coffee is to bring out the best for local producers and small growers. However, the vision of the company is to bring delicious seasonal and home-cooked meals for lunch and breakfast (Prufrock Coffee, 2024). 
The strategy of Prufrock Coffee revolves around providing the finest coffee experience via a focus on quality, barista education, and sustainability. The competitive advantage in this coffee shop is the provision of grown coffee beans, perfectly roasted, and tailor-made by experienced staff. Such emphasis on skill acquisition is underlined by barista courses the company provides to professional staff with extensions to ordinary consumers (Prufrock Coffee, 2024a).

[bookmark: _Toc180595806]Porter’s Five Forces 
[bookmark: _Toc180595807]Threat of New Entrants
The coffee business especially in large centres such as London lacks stringent entry requirements. This allows anyone who can invest enough to open a café to be able to enter the market, making it a moderate to high threat for new entrants (Samper et al. 2017). However, this is something that has been tailored around speciality coffee and training of baristas thus giving new competitors a higher hurdle to cross. The skills needed to meet the quality standards that Prufrock needed as well as the training potential are rather challenging for other newcomers to compete in the level.
[bookmark: _Toc180595808]Threats of Substitute 
The threat of substitutes in the coffee industry is high. Coffee consumers can opt for other options like tea, soda or even home brewing machines such as Nespresso and French press (Yildirim and Karaca, 2022). According to Prufrock, the cumulative experience such as training the baristas or hosting informative events enables it to create a gap between services, which may be offered in homes or cheaper imitations. However, this threat has not yet been fully contained as there are always customers who prefer to use convenience and/or cheaper and more easily accessible brands.
[bookmark: _Toc180595809]Bargaining Power of Suppliers
The bargaining power of suppliers depicts a moderate level of threat to the coffee industry. Due to choosing certain ethical suppliers, the number of potential suppliers for Prufrock Coffee is quite limited (Prufrock Coffee, 2024a). Despite the wholesaler's massive buying power, speciality coffee roasters and fair trade coffee suppliers have some bargaining power (Guimaraes et al. 2020) because Prufrock is dedicated to providing high-quality and sustainably-sourced coffee beans. Nevertheless, the market of speciality coffee is big enough that Prufrock can afford to switch suppliers if necessary, which means there is some room to maneuver for the company. 
[bookmark: _Toc180595810]Bargaining Power of Buyers
Buyer power is also significant because there are countless competitors that Prufrock Coffee is competing with ranging from Starbucks and Costa coffee to other specialty coffee businesses. The bargaining power of buyers is strong because customers have the power to switch to competitors within a relatively short time, if the prices set by Prufrock are too high, or its products differ from customers' expectations. To counter this, Prufrock has aimed to centre it around a customized client experience, education, and quality coffees.
[bookmark: _Toc180595811]Competitive Edge  
Market competition is quite stiff in London with several small and large coffee shops and chains in existence. Some of the big brands include Nescafe, Kenco, Lavazza and others in the UK thus making the rivalry high among the firms. (Statista, 2023). Despite the stiff competition throughout the market, Prufrock’s decision to specialize in high-level barista training as well as sourcing the coffee from selective and ethical farms is unique. Nonetheless, high competition in the market implies that Prufrock must be unique in the presentation and delivery of its customer services to customers (Habilovna, 2024).
[image: ]
Figure 1: Leading coffee brands by sales revenue in the UK 2023
(Statista, 2023)
[bookmark: _Toc180595812]Organization’s External and Internal Environment 
[bookmark: _Toc180595813]PESTLE Analysis 
Political Factor 
Regarding political factors, which influence the coffee industry the most, it can be noted that these include trade restrictions and political unrest. This means that trade barriers pose a significant threat that would affect the coffee business, especially in coffee-producing nations. Some of the potentially affected producers and exporters include the country involved in the production of the crops and exportation of the crops to the consuming countries in case there is put in place of trade walls between the coffee-producing and consuming countries. Another clear fit between the UK market and Prufrock’s service offering revolves around sustainable and ethical business practices.
Economic Factor 
The various economic factors which affect this industry are the interest rate, inflation and the unemployment rate. On the other hand, the below graph shows that all segment revenue is expected to record tremendous growth in 2029. Comparing the two different segments of the market for the year 2029 the segment ‘Roast Coffee’ tops the chart with 4.68 billion British pounds (Statista, 2024)
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Figure 2: Coffee market revenue in the UK 2019-2029, by segment
(Statista, 2024)
Additionally, in the financial year 2022-23, a fresh record-high inflation rate raised overhead costs for the coffee processors to the previous greatest in October being 11.1%. The above graph shows that these businesses had 2,825 employees in the UK, up by 12 per cent from 2,525 employees in 2015. This was after a decrease in the number of employees by 17 per cent between the years 2014 and 2015. The British Coffee Association estimated the employment in the coffee roasting industry at 2,934 workers in 2017 (British Coffee Association, 2018).
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Figure 3: Employment in the coffee-roasting sector in the UK, 2012-2017
(British Coffee Association, 2018)
Social Factor 
Consumer attitudes towards products have changed over the years and are now more inclined towards preferable sustainable sources, better attitudes towards animals and the environment, and more inclined towards handmade and authentic products. In addition, the increasing trend of coffee consumption in the UK directly benefits the business and the number of customers is rapidly increasing especially in the populated cities. As per the data by Statista (2022), 31 per cent of consumers had coffee multiple times a day and 24 per cent consumed coffee once per day in the United Kingdom. Moreover, demand for speciality coffee from retail shops is considered to increase along with the advancements in at-home coffee-making technologies.
Technology Factor 
New technology and research are important factors that have an impact on the coffee industry. The use of technology in customer buying behavior specifically orders and payments through mobile devices altered the coffee shop landscape. Such technologies, when implemented by organizations, enhance customer utility, reduce costs, and enhance their consumers' experience. Businesses can use technology solutions to leverage themselves and implement, for instance, mobile order and pay, digital rewards and incentives, and touchless transactions. In addition, innovations in coffee-making technologies can enhance product quality and efficiency. 
Legal Factor 
The key legal factors that affect the coffee industry are legal compliance modifications in laws and lawsuits. There could be legal issues with the roasters and retailers of coffee because of their product lineup. Cafes must conform to the legal requirements of Food Hygiene and Safety from FSA and Food Hygiene Ratings. However, the enforcement of Intellectual Property (IP) is very vital to protect your brand and reputation in the cafe. This will particularly assist in stopping other people from using similar marks, which will likely confuse the customers (Legal Vision UK, 2024). 
Environmental Factor 
Sustainability is part of café culture, but it comes with its concerns. Coffee production is well known for its sustainability issues such as water usage and gas emissions during transportation and processing. Even, climatic change will have its effects on the production of coffee beans, which leads to issues of supply and pricing (Higgins-Desbiolles et al. 2017). While the commitment of the coffee industry to source sustainable coffee beans reduces some of these considerations, as climate change deepens, the company may experience supply chain challenges and demand high prices (Bianco, 2020). 

[bookmark: _Toc180595814]SWOT Analysis 
The SWOT Analysis of Prufrock Coffee is mentioned below:



	Strengths
· The team is full of enthusiasm and highly motivated 
· Expertise in barista training, attracting coffee professionals and enthusiasts.
· Commitment to ethically sourced, fair-trade coffee, aligning with consumer values.
· Loyal customer base focused on quality and ethics.
	Weaknesses
· Limited scale and expansion capabilities, with only one outlet.
· Limited digital presence, lacking mobile apps and online ordering options.
· Reliance on premium market segment 

	Opportunities
· Expansion into new locations and markets in the UK and globally.
· Product diversification through new revenue streams
· Adoption of technology for improved customer experience and operations.
	Threats
· Intense competition from speciality coffee shops and large chains.
· Rising costs and supply chain disruptions, especially in sourcing ethically grown coffee beans.
· Economic downturns affect demand for premium coffee products.
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	High Interest 
	Low Interest 

	High Power 
	· Investors 
· Customers 
	· Government or regulatory bodies 

	Low Power 
	· Employees 
· Suppliers 
	· Local community 


Managing Stakeholders 
· High Power, High Interest (Investors, Customers): Foster communication, update them and make sure their needs are met through modified policies.
· High Power, Low Interest (Government): Stay satisfied by always avoiding contact and only corresponding when it is compulsory to do so based on the laid down rules.
· Low Power, High Interest (Employees, Suppliers): Daily engagement to address issues quickly and assure satisfaction.
· Low Power, Low Interest (Local Community): It is important to engage in social responsibility activities to keep society's goodwill.
Stakeholder management is particularly important to support its business since it focuses on quality, sustainability and customer orientation (Schaltegger et al. 2019). Prufrock Coffee Company has relationships with several important stakeholders who have unique relevance to the functioning and sustainability of the company. Firstly, people or more precisely customers are considered to be at the centre of a firm's strategic decision-making. They anticipate quality coffee produced with sustainability and morality as well as value-added service and quality experience (Barbosa et al. 2021). Competing customers act as important consumers over aspects such as obtaining revenues as well as branding making them powerful. 
Another important and equally self-interest group is the employees who seek reasonable wages, a pleasant job climate, learning opportunities and satisfactory working conditions (Ospina, 2019). It highlights the increase in the turnover rate of employees only impacts Prufrock at a moderate level, but high turnover can severely affect the operations of the company Therefore the best strategy for Prufrock is to compete for the appropriate compensation and good employee relations. By training and skill enhancement of the employees, they are made to develop within the corporation of Prufrock, to retain a standard services rendering firm (Cohen, 2017). Coffee farmers and importers are in the medium power position on the supply side, as they hold a direct influence over product quality (Lerner et al. 2021). They demand fairly traded products, long-term contracts and on-time payments. An area of operational concern is the relationship between Prufrock and its suppliers the latter has other responsibilities that include the risk management issues related to price and supply channels by involving proper ethical modes of supplier relationships. 
While the local community has moderate power, it affects the brand image (Cowan and Guzman, 2020). They expect them to be centered on the support of Prufrock’s local programs, the principles of ethically conducive business, and charity. In addition, Investors and owners possess higher levels of power since they bear financial control and awards and strongly shape the firm's strategic management (Fichtner et al. 207). They need good financial results, continuous improvements, and finally a good return on their investments. Lastly, the government and regulatory authorities are also powerful because they assume the responsibility of enacting standards for food safety, fair trade acts, and environmental regulations. Failure to adhere to these requirements will result in the blunt end of severe penalties or closure (Fichtner et al. 2017).
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It is believed that the most suitable strategy fastest long-term growth and sustaining Prufrock Coffee would be a strategy of market development. It involves converting the current goods in the company’s portfolio to other regions, either in the same country or at large on the international market. The market audience gives Prufrock all the chances to improve its growth rates eventually.
Geographic Expansion
The target company, Prufrock Coffee, has already received certain recognition in its current location (Cohen, 2021). The next logical step would be to expand the stores in areas where the market has begun to accept speciality coffee. Growing to the regions with higher density and moving to those cities where coffee-drinking culture is on the rise will attract new customers. Another area of opportunity is targeting regions where there is a scarcity of premium coffee brands such as Prufrock can be used to meet this market need (Bager and Lambin, 2020). Due to its synergistic operational experience and the current brand image of Prufrock, it can easily emulate this well-established strategy in the participating locations.
International Expansion
In international markets where coffee consumption is comparatively small but has a potential for growth, for instance, the countries of South-East Asia, the countries of Eastern Europe or Latin America. The consumers within these regions are moving towards consuming more coffee expenditure due to growth in the middle class and changes in the preference for the best coffee experience (Vegro et al., 2020). Market development in these areas helps Prufrock to capitalize on this emerging market, introducing to it a range of high-quality coffee and a brand experience, which the company offers. The international market entry may start with single-point stores in large urban areas and then expand through affiliation with existing outlets, online, etc.
Strategic Partnerships
Prufrock Coffee may consider this as offering online sales and cooperating with similar sites, and shops to reach customer far away who may not be able to come to their shops (Purfock Coffee, 2024). To increase the company’s recognition in new areas it would be helpful to sign contracts with grocery chains or high-end retail stores as Prufrock’s suppliers of branded coffee beans, brewing equipment, and merchandise. Such a strategy of expansion would mean that this company can target consumers whether physical or online.
Advantages of Market Development
According to Dolbec et al., (2022) Market development involves the expansion of an organization’s existing goods and services to new markets but is consistent with its established brand image and quality hence a lucrative avenue for the expansion of Prufrock Coffee. This strategy helps spread the revenue sources hence breaking the dependency on one market and at the same time seizing the growing global market on Specialty coffee. While this raises costs in market research, shipping, and operations, geographic diversification offers a firm like Prufrock Coffee, long-term growth, stability, and profitability. Venturing into new markets will enable it to have long-term sustainability apart from increasing brand recognition in the customer base.
[bookmark: _Toc180595819]Recommendations 
The strategic recommendations for market development for Prufrock Coffee focus on geographic expansion strategy and change management using Lewin’s Change Model. 
Unfreeze: 
Prufrock needs to introduce the thought of change to the employees of the organization (de Vasconcelos Teixeira, 2020). This entails the sharing with the employees and the importance of venturing into new markets or segmentation, for instance, more visibility for the brand and sales. It is recommended that specific training programs be undertaken in preparation for the management of operations in such places so that the employees can be well-prepared for change.
Change: 
During this phase, the company will move to the market development strategy and open more outlets or new distribution networks. The strategic actions include; hiring local managers to appreciate new markets, modifying marketing strategies to fit the new market, and sourcing or acquiring products from local markets (Tien et al., 2019). Engagement of partners in the local market, as necessary will also facilitate market entry.
Refreeze: 
When new markets are entered it is important to anchor the change that has taken place (Burnes, 2020). This includes freezing the change and consolidation of new processes, having systems to constantly review the alterations, and reviews that encourage change. Training and performance would be continual so that the key areas of the expanded markets can be kept on a healthy footing in the long run.
[bookmark: _Toc180595820]Competitor Reactions and Management 
In this case, when Prufrock Coffee follows the managerial strategic recommendations of growth including increased establishment, product differentiation and incorporation of technology, it will trigger some responses from the competitors. In the competitive speciality coffee industry, direct competitors such as both independent stores and large chains may compete for the consumers' attention and demand by cutting their prices (Guimarães et al. 2020). Similar mass productions such as from chains such as Starbucks or Costa Coffee could also offer promotional prices to increase market share or bonuses towards bulk production. The independent coffee shops which are relatively smaller can choose to compete based on having a different specialty or go for localized advertisement to deal with Prufrock’s advances. 
Competition may amplify aggressive marketing strategies and position themselves as a better choice for responsibly sourced coffee or unique product offerings. In addition, they may spend more on digital platforms, including mobile ordering and delivery applications, to improve customer experience and participation. Others may strengthen their sustainability reputation or brand reputation by agreeing to link with suppliers or collaborating with local businesses.
To combat such competitive threats, Prufrock Coffee can utilize response strategies. One of these measures is increasing customer loyalty. This is because loyalty ought to be the prime activity to correct many situations that Prufrock might face (Rane et al. 2023). Loyalty programs in shops can be boosted where frequent customers benefit from discounts, special offers, or early access to new products. The logic behind this is that this will increase the bond between Pruffock and its core customer base; hence, Pruffock becomes less appealing to rival promotions. 
Innovation is another area where Prufrock could focus on maintaining its competitive edge. New coffee blends, seasonal goods, or sustainable packaging can make a difference and differentiate its offerings from others (Bozzola et al. 2021). Subscription services, in which a customer receives a curated delivery of coffee, can offer another route to more predictable income flows.
Finally, the strength of brand uniqueness because of such issues as third-party ethical sourcing, quality coffee, and exceptional skills on the part of baristas, would keep their premium positioning alive (Maspul, 2024). Sustainability and transparency related to the source should be discussed actively in marketing campaigns and branding within the stores so that it reminds people of its identity of being socially responsible for high-quality coffee.



[bookmark: _Toc180595821]Conclusion
Prufrock Coffee has ensured that it competes well in the London specialty coffee market as a result of quality assurance, sustainability issues, and barista training. Competing closely and being threatened by factors outside its control like substitute goods and the recessionary effect, the company’s selling point is definitely its ethical supply chain approach with customer satisfaction. The SWOT and PESTLE analysis identified the opportunities, which are expanding and the use of technology. The report has identified these opportunities to show how Prufrock Coffee can expand and build on its credibility in the constantly growing coffee sector.
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