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Executive Summary
EcoBrew is a proposed Zero Waste Coffee Shop that addresses two pressing problems: the environmental and community impact of single use cups. EcoBrew will be an organic, locally sourced coffee shop, catering for coffee drinkers in fully compostable cups at the heart of Birmingham city centre. Each cup comes with a seed coin to plant in order to reinforce the sustainable message. The community element which distinguishes EcoBrew is where 5% of profits will go towards community garden projects, enabling customers to directly take part in the regeneration of the environment.
Market Research indicates that there is high consumer demand for sustainable hospitality – 67% of UK consumers are prepared to pay more for the sustainable products they consume. The PESTEL analysis shows that political and social factors are favorable, but some potential economic inflation risks. There are well established chains of cafés as well as independent cafés among the competitors, but no café that is both zero-waste and directly funded by the community.
EcoBrew needs to start with £25,000 of funding: personal saving (£10,000), and community crowdfunding (£7,000) and a sustainability grant from the Government (£8,000). The initial costs for the first month are £18,700 (Equipment, Stock, Marketing and Legal). EcoBrew has a break-even of 8 months and provides an attractive business case as well as environmental and social benefits.
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[bookmark: _Toc233580247]1. Overview of the Business Idea
[bookmark: _Toc233580248]1.1 Product and Service Offering
EcoBrew will provide speciality coffee, teas and light snacks in 100% compostable cups which are created with plant-based material. With every cup, the customer receives a seed coin to plant at home, thereby planting a little bit of reforestation. Coffee beans will be from Rainforest Alliance certified farms and pastries will be made using minimal packaging from the local bakeries.
All operations are sustainable and used grounds of coffee are gathered and used as a fertiliser in local gardens, energy is provided from a renewable source, and customers are given a 20% discount for bringing their own cup. The community element is also integral: 5% of the profits are channelled into a ‘Green Fund' that makes grants to projects of community gardening and the customers vote each month on what project to fund.

[bookmark: _Toc233580249]1.2 Management Structure
The business will be owned by one founder (Managing Director) who will oversee the overall strategy, finances and marketing. There are initially going to be 3 part-time baristas, with one of them being promoted to Shift Supervisor after 3 months. The management will be participatory with weekly team meetings to obtain opinions on operating and project selection, enabling to build a team culture which is aligned to sustainability values (Bakker and Demerouti, 2024).

[bookmark: _Toc233580250]1.3 Legal Format
EcoBrew will be registered as a Limited Company (Ltd). This means that there is a degree of limited liability to provide protection for those involved in its operation, and can build credibility with suppliers, investors and grant givers. The Ltd structure also enables the potential backers to invest in the business in future in the form of equity (Defourny and Nyssens, 2017). The company will be incorporated with the founder being the only director and shareholder at first.

[bookmark: _Toc233580251]2. Market Research
[bookmark: _Toc233580252]2.1 PESTEL Analysis
The PESTEL analysis is a structured framework for analysing the external macro-environmental factors which could impact on EcoBrew's operations.
	Factor
	Analysis
	Impact

	Political
	Political support is excellent in terms of grants and policies, such as the UK government's Green Innovation Fund, and the Net Zero Strategy (HM Government, 2025). Birmingham City Council is actively involved in promoting sustainable business development and environmental initiatives.
	Positive

	Economic
	Consumer willingness to pay premium prices could be impacted by economic inflation pressures and cost of living. There is, however, price resilience for sustainable products as consumers continue to buy in times of hardship (Green, 2025). Coffee is still considered a fairly inelastic luxury product.
	Mixed

	Social
	Consumers are increasingly aware of the issue of climate change, which is fuelling demand for responsible businesses. 73% of UK adults feel businesses are obliged to take a proactive stance on environmental issues (YouGov, 2026). The ‘buy local’ movement also helps to promote local businesses.
	Positive

	Technological
	Digital marketing, mobile ordering apps and social media provide efficient ways of connecting with customers while cutting down on paper waste (Grönroos, 2020). Contactless payments and loyalty apps enhance the efficiency of an organization and the customer experience.
	Positive

	Environmental
	The business model is supported by environmental, single-use plastic bans, and extended producer responsibility regulations. But sustainability within the supply chain needs to be understood and managed – such as transport emissions and packaging supplier verification (Ellen MacArthur Foundation, 2021).
	Positive

	Legal
	Must comply with legal requirements including Food safety regulations (Food Safety Act 1990), employment legislation and consumer protection legislation. Food hygiene certification and employer liability insurance costs are accounted for within financial planning.
	Neutral



[bookmark: _Toc233580253]2.2 Competition Analysis
The competition is fierce in Birmingham's coffee market, with the chains of Costa Coffee, Starbucks and Caffè Nero leading the way, with many independent coffee houses. Though there is a huge gap in the market with regards to having a zero-waste community-based café. There have been some sustainability commitments by major brands; however, independent testing showed that many ‘recyclable’ cups are, in fact, not recyclable and contain non-recyclable components (Greenpeace, 2023). Independent competitors are usually not able to have a broad scale sustainability system, or direct sustainability funding mechanisms.
What is really special about EcoBrew is the emotional value of what they are offering - it enables customers to feel like they are part of the solution by giving them an opportunity to use their money to buy and support a garden project in their local area. This model builds a great around value proposition to normal cafes, leading to customer loyalty and repeat business. This positioning is also reinforced by Porter's Five Forces analysis (1980), which shows how the unique community element, combined with strong emotional engagement and differentiated offerings, mitigate the threat of substitutes, and how buyer power is mitigated by differentiated offerings.
EcoBrew will continue to share the impact they have, in an open and transparent way, by reporting on the results and providing visual cues in-store for customers that they are helping to bring about. This transparency fosters transparency and enhances the company's reputation as a company that is truly sustainable.


[bookmark: _Toc233580254]3. Marketing Communications
[bookmark: _Toc233580255]3.1 Target Audience
EcoBrew's demographic is primarily made up of the professionals that work within Birmingham's city centre and are eco-conscious aged from 22-45. They have higher-than-average disposable income and take an ethical approach to their purchase decisions (Smith, 2024). Secondary audiences are the local residents and university students who appreciate the community's participation and authenticity of locally based business. From a psychological standpoint, the reason behind these consumers purchasing at the price of their environment is due to their concern for the environment, connection to community, and authenticity (Jones, 2024). They are active on Instagram and TikTok, are digitally engaged and responsive to brands that are showing real social purpose.

[bookmark: _Toc233580256]3.2 Marketing Strategy (The 4Ps)
Product: EcoBrew is meant to be not just coffee, but a contribution to Birmingham's green future. Local projects that are funded by the customers' purchases will be displayed in the store and will be advertised, reinforcing the link between what people buy and what good things are done in the community (Grönroos, 2020). The seed coin innovation offers a memorable and shareable brand experience to create word of mouth marketing.
Price: Premium pricing (around 15% above other standard chains) is justified due to the fact that ethically sourced ingredients and investments in sustainability are used that are of higher quality. The 'Green Discount' applies to each customer using reusable cups, encouraging sustainable behaviour and keeping the overall premium positioning. This pricing policy should convey a sense of quality and ethical concern yet not discount out the price-sensitive customer.
Place: The site is a 400 sq ft shop, located in an area of the Bull Ring, for suitability as a prime location due to the high footfall, visibility and sustainability values of Birmingham. This position makes it convenient for professionals during working hours and students throughout the day to get in touch, thus ensuring customer reach.
Promotion: Multi-channel promotion using Instagram and TikTok to promote garden projects and the impact of customers; a blog with sustainability tips and behind the scenes stories; partnerships with local environmental groups for cross promotion and a ‘Refer a Friend' scheme to make £1 donations to the Green Fund as a result of a referral to the Garden, encouraging community involvement (Grönroos, 2020). A hybrid approach that combines online and offline resources.

[bookmark: _Toc233580257]3.3 Community Engagement
Customers will be able to hear from the garden recipients at monthly ‘Green Meetups’ at the shop and then vote on the direction of the next funding for the project. This is a virtuous circle, as purchases are votes for environmental action and the community is made part of the brand (Grönroos, 2020).

[bookmark: _Toc233580258]4. Financials
[bookmark: _Toc233580259]4.1 Funding Required
The total funding that EcoBrew needs is £25,000. This figure has been determined based on quotes from suppliers and similar sized hospitality businesses from the industry.
Funding Sources:
· £10,000 – Personal investment (founder’s savings) – shows commitment and reduces external debt.
· £8,000 – Government Sustainability Grant – for businesses with measurable environmental benefit (via the Green Innovation Fund).
· £7,000 – Community Crowdfunding – Community funds raised through platforms such as Crowdfunder to establish early customer loyalty and validate the concept.

[bookmark: _Toc233580260]4.2 First‑Month Startup Expenses
	Expense Category
	Estimated Cost
	Notes

	Equipment (coffee machine, grinder, refrigeration)
	£8,500
	Lease option available

	Initial Stock (coffee, cups, snacks)
	£3,200
	Minimising waste

	Shop Lease Deposit
	£3,500
	First month’s rent + deposit

	Marketing (branding, launch campaign)
	£1,800
	Social media ads, signage, launch event

	Legal & Admin (registration, licences)
	£1,200
	Company formation, food hygiene certificate

	Staff Training & Uniforms
	£500
	Sustainability and service training

	TOTAL
	£18,700
	


The remaining £6,300 of £25,000 in funding will sit in a contingency holding for the second month, in case they need more. This conservative approach allows EcoBrew to cater to the initial ups and downs in revenue and continue to attract a growing customer base.
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