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1. Executive Summary

This report provides a strategic assessment of the Thai modern coffee
shop market and offers actionable recommendations for BEANS Coffee
Shop.

The market is not just viable; it is a high-growth “rising star” industry
valued at 65 billion THB with a robust annual growth rate of 8.55%. Critically,
the premium "Specialty Coffee’ segment, which aligns with our brand
identity, is growing at an even faster 15% per year. The consumer base is
rapidly maturing, shifting away from mass-market convenience towards
the very qualities BEANS embodies: quality, authentic brand stories, and
unique experiences.

While the market is fiercely competitive, dominated by price-focused
giants like Café Amazon, our path to success is not to engage in a price war.
Instead, we must carve out a defensible and profitable niche by positioning
BEANS as the leader in the "Accessible Premium” space. Our strategy must
be built on differentiation, not imitation.

Key Strategic Pillars for Success:

1. Product & Menu Leadership: Differentiate by becoming the market
leader in hyper-local Thai flavor innovation and by developing
a signature savory food program to capture the lucrative lunch
and brunch market, a significant gap left by competitors.

2. Targeted "Accessible Premium” Pricing: Own the strategic price
point of 80-120 THB, justifying it with superior quality, a unique in-
store experience, and a powerful brand story.

3. Experiential & Functional Locations: Design our cafés as multi-
purpose "Lifestyle Hubs" that serve as premium "Third Places” for
our target customers to work, study, and socialize.

4. Purpose-Driven Marketing: Double down on our unique strength
in  storytelling. Evolve our successful “One Blend One
Change” model to build an unbeatable community around shared
values and cultural engagement.

5. Diversified & Resilient Business Model: Aggressively scale our
high-margin B2B (Roastery as a Service) and Direct-to-
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Consumer (D2C) channels to create stable revenue streams that
are less reliant on retail foot traffic.

By executing this focused strategy, BEANS will not only successfully
enter the market but establish itself as a profitable and beloved brand for
the modern Thai consumer.

Recommendations for BEANS Coffee Shop

While the market is competitive, the data unequivocally shows that it
is large, growing, and undergoing a fundamental shift in consumer values
that directly aligns with the core strengths of the BEANS brand. To compete
with mass-market players would be a mistake; to cater to this new,
discerning consumer is a significant opportunity.

Detailed Rationale:
The Case FOR Entry (Opportunities):

« Strong & Sustained Market Growth: The Thai coffee market is
valued at 65 billion THB and is growing at an impressive 8.55%
annually. More importantly, the Specialty Coffee segment is
booming at 15% growth, indicating a clear and accelerating
consumer desire for higher-quality products. This is not a stagnant
market; it is a dynamic one with room for premium players.

« A seismic Shift in Consumer Values: Consumers are moving
beyond cheap, functional coffee. The new value drivers are:

o Experience: Coffee is a ’lifestyle,” and the café is a "Third
Place" for work, study, and socializing.

o Quality & Story: Consumers are more knowledgeable and
are willing to pay more for high-quality beans with a
compelling origin story.

o Health & Wellness: The shift from instant to fresh coffee is
fueled by perceived health benefits (antioxidants, medical
benefits), creating demand for a brand that leads with a
wellness message.

« A Clear "Accessible Premium” Market Gap: The market is
polarized. At the low end, you have mass-market chains like Café
Amazon (40-75 THB). At the high end, you have ultra-premium
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brunch spots (170+ THB). This leaves a significant and profitable
gap in the 80-120 THB range for a brand that offers a superior
experience to the mass market at a justifiable premium. The data
confirms consumers’ top priority is "price appropriate with
quality,” not the lowest price.

+ Identifiable Unmet Needs (White Space): Our analysis reveals
clear gaps in the market that BEANS is uniquely positioned to fill: a
dedicated health & wellness offering, a superior food program that
turns a café into a dining destination, and a “radically local” brand
story.

Acknowledging the Challenges (Threats):

« Intense Price Competition: Café Amazon's dominance is built on
ubiquity and aggressive price promotions (e.g., "1 Baht deals"). We
must be disciplined in avoiding a price war, as it would erode our
brand equity and profitability.

« High Operating Costs: The industry faces high costs due to a 90%
import tariff on coffee beans, which contributes to the low average
profitability (4.6%) of independent shops. This underscores the
need for a premium positioning to command prices that ensure
healthy margins.

Strategic Recommendations

If entry is advisable, what strategic recommendations can you
provide to enable BEANS Coffee Shop to successfully establish itself as a
player in this market?

Here are specific, actionable recommmendations across key business areas.
Location

Your strategy should be twofold: optimize the in-store experience and
expand your physical footprint intelligently.

« Design "Lifestyle Hubs,"” Not Just Cafés: The "Third Place” concept
is a primary market driver. Every BEANS location must be a
functional and desirable destination.

o Action: Implement multi-zone layouts. Designate “Focus
Zones" with comfortable seating, ample and accessible
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power outlets, and fast, free Wi-Fi to attract the high-
frequency student and remote worker segment. Create
separate "Social Zones"” with larger tables for group
meetings and conversations.

« Adopt a "Flagship & Pop-Up" Expansion Model: To expand in a
capital-efficient, data-driven way:

o Action: Use short-term (3-6 month) pop-ups to test new
markets, particularly in  high-potential  residential
neighborhoods like Ari or creative districts. This validates
demand before committing to expensive long-term leases.
Reserve full-scale "flagship” stores for proven, high-impact
locations.

« Explore "Shop-in-Shop" Strategic Partnerships: To expand reach
at a lower cost:

o Action: Pursue partnerships to open a BEANS coffee bar
inside complementary businesses that share our target
demographic, such as high-end bookstores, co-working
spaces, or boutique lifestyle hotels. This provides access to
an established customer base and reinforces our premium
identity.

Pricing Strategy
Your pricing must be a strategic statement of your brand's value.
« Strategy: Own and Defend the "Accessible Premium” Tier.

o Action: Firmly price your core specialty beverages within
the 80-120 THB range. This positions BEANS as a clear step-
up from mass-market chains but more accessible than
ultra-premium brunch destinations. Your marketing must
relentlessly communicate the value that justifies this price:
superior beans, expert craft, a unique experience, and social
impact.

Product/Beverage/Menu Offerings

Product is your primary battleground for differentiation. You must
innovate in areas where competitors are weak.
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. Differentiate with Hyper-Local Innovation: The market is
saturated with a "Matcha War." Lead, don't follow.

o Action: Develop and heavily market a signature "Thai
Botanicals” beverage line. Create unique, "Instagrammable’
drinks using authentic local ingredients like roselle,
lemongrass, and butterfly pea. This creates a flavor profile
that is uniquely yours and difficult for global chains to
replicate.

« Address the "Superior Food Experience Gap™: Your single biggest
weakness is your limited food menu. This is also your biggest
opportunity.

o Action: Transform BEANS into a legitimate dining destination
by developing a signature savory food menu. Partner with a
consulting chef to create a focused line of gourmet items
like focaccia sandwiches or savory brioche. Market this as a
"Perfect Pairing” with your coffee to capture the lucrative
lunch crowd and significantly increase your average check
size.

« Own the Wellness Niche: Health is a powerful mega-trend and a
key driver for acquiring new customers.

o Action: Launch a dedicated "Functional Wellness” menu.
Create and market drinks with explicit benefits that resonate
with consumer needs, such as a "Focus Blend" for
concentration or an "Antioxidant Roast” for wellness. Ensure
clear low-sugar and sugar-free options are available and
promoted.

Promotions and Marketing

Your marketing must build community and communicate value
beyond price.

« Double Down on Storytelling and Purpose: Your "One Blend One
Change" campaign is a powerful and unique asset.

o Action: Evolve this model by creating “Local Artisan” blends.
Partner with specific Thai craftspeople (e.g., ceramicists,
weavers) for each limited-edition blend. Feature their story
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on the packaging and in-store, with a portion of proceeds
supporting their craft. This makes your CSR tangible,
authentic, and a compelling reason to choose BEANS.

+ Implement "Smart-Value” Promotions: Offer value without
devaluing your brand.

o Action: Avoid deep discounts. Focus on curated bundles like
the "Perfect Pairing” (a signature drink + food item) and
enhance your gamified loyalty program. Create tiered
rewards and engaging "Missions” that encourage menu
exploration and reward repeat visits.

« Segmented Digital Storytelling: Speak to each generation on their
preferred platform.

o Action: Use Instagram for high-quality, aesthetic photos of
your café interiors and products to attract the Gen Y "Lifestyle
Seeker.” Use TikTok for short, engaging videos showcasing
the creation of your unique Thai-Fusion drinks and your
"zero-waste” initiatives to connect with the trend-following,
sustainability-focused Gen Z.

Any Other Critical Factors for Success

These cross-functional strategies will build a more resilient and
profitable business.

« Diversify Your Revenue Streams: Reduce your reliance on the
unpredictability of retail foot traffic.

o Action 1 (B2B):Formalize and aggressively market
your “Roastery as a Service" to hotels, restaurants, and
corporate offices. This provides a stable, high-margin
revenue stream and establishes your authority in the
industry.

o Action 2 (D2C):Launch the "BEANS Brew Club,” a D2C
subscription service for at-home coffee enthusiasts. Sell
packaged beans, brewing guides, and exclusive
merchandise through a dedicated e-commerce presence
(e.g., Shopee Mall or your own website).

© Ocean Sky Network. All right reserved. 10 | Page @ Mandala Al
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« Build a "Radically Local” Supply Chain: This is a potential game-
changer that addresses a core industry weakness.

o Action: Forge direct-trade partnerships with  high-
quality Thai specialty coffee farmers. Commit to building a
brand story around championing 100% Thai beans. This not
only creates a powerful, authentic narrative but also provides
a long-term strategic advantage by mitigating the risk and
cost of the 90% import tariff on foreign beans.

« Investin Your People: As a premium brand, your baristas are your
most important ambassadors.

o Action: Continue to invest in comprehensive training on
coffee knowledge, brewing techniques, and customer
service. Empower them to be ‘coffee guides” who can
confidently explain the value and story behind every cup,
turning a simple transaction into a memorable brand
experience.

2. Detailed Market Analysis

2.1 Market Overview and Analysis

The Thai coffee market is a high-growth sector, demonstrating robust
expansion even as the broader national economy slows. This growth is
fueled by a fundamental shift in consumer culture, where coffee has
transitioned from a simple beverage to an integral part of daily life and a
lifestyle statement.

« Market Trajectory: The industry is on a strong upward trend and is
considered a ‘rising star” business.

o Structural Imbalance: A critical feature of the market is the severe
disparity between domestic demand and production. Demand is
estimated at over 95,000 tons annually, while domestic production is
only around 15,651 tons. This makes Thailand a net importer of coffee,
reliant on over 80,000 tons of imported beans annually.

« Consumer Behavior Shift: There is a clear and significant migration
from instant coffee to fresh coffee. Consumers are becoming more
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knowledgeable and are increasingly seeking out higher-quality
experiences, as evidenced by the rapid growth of the "Specialty
Coffee" segment.

« Competitive Landscape: The market is dominated by large franchise
chains like Café Amazon, which leverage extensive networks and
mass-market appeal. However, independent coffee shops make up a
staggering 94.4% of registered coffee businesses, indicating a strong
consumer desire for diversity, unique experiences, and specialized
products.

« Pricing Pressure: High import tariffs on coffee beans (90%)
significantly increase raw material costs for businesses that rely on
imported supply. This cost is ultimately passed on to consumers,
making coffee in Thailand more expensive than it otherwise would be.

2.2 Key Market Drivers

Understanding consumer motivation is crucial for crafting a
competitive strategy. The data points to several powerful drivers:

« Functional Benefits: The primary reason for coffee consumption is
functional. Consumers drink coffee to reduce drowsiness and feel
refreshed, especially during busy work hours, and to increase focus
and concentration.

« Health and Wellness: Consumers are increasingly motivated by the
health benefits of coffee. Key drivers include its properties as
an antioxidant, its ability to detoxify the body, and its
perceived medical benefits, such as preventing certain diseases. This
is a powerful motivator for both increasing consumption and for
converting non-coffee drinkers.

« The "Third Place” Experience: Coffee shops are more than just points
of sale; they are social hubs, meeting places, and personal
workspaces. The ambiance and facilities, such as areas for studying
or meetings, are significant factors in a consumer's choice of venue.

« Evolving Tastes and Lifestyle: The modern consumer, particularly
Gen Y and Gen Z, views coffee as a lifestyle choice. They are driven
by trends, new experiences, brand stories, and the social
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currency of sharing their coffee moments online. They are willing to
pay more for quality and a unique experience.

« Promotional Incentives: Sales promotions, particularly "Buy 1, Get 1"
offers, are a significant driver for trial and increased consumption,
especially among those who do not regularly drink fresh coffee.

2.3 Market Size and Vadlue

The market represents a substantial and growing financial
opportunity.

« Market Value (2025): The total value of the Thai coffee market is
estimated to be 65,000 million THB. This figure is consistently reported
across multiple sources, confirming its reliability.

2.4 Current Market Growth, Sales Growth, Sales Volume

The market is expanding at a rapid pace, particularly in premium
segments.

« Overall Market Growth: The market has been growing at an average
rate of 8.55% per year.

« Specialty Coffee Segment Growth: The high-end Specialty Coffee
market is growing at an even faster rate of 15% per year, indicating a
strong trend toward premiumization.

« CurrentSales Growth (2024): The projected sales growth for the non-
alcoholic beverage sector, which includes coffee, is forecast to be
between 3.5% and 4.5% for the year 2024.

« Sales Volume (Demand): The total domestic consumption demand
for 2024 is estimated at 95,000 tons.

« Sales Volume (Production): Domestic production for the 2024/2025
season is only 15,651 tons, a decrease from the previous year, further
widening the demand-supply gap.

2.5 Forecast Market Growth, Sales Growth, Sales Volume

The positive momentum is expected to continue in the medium term.

o Forecast Period: 2025-2027.
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« Projected Domestic Sales Growth (Non-alcoholic beverages): The
market is forecast to grow at an average rate of 4.0% to 5.0% per year,
indicating sustained, healthy growth.

2.6 Consumption Per Capita

The average consumption rate per person has seen a dramatic
increase, yet still has significant room for growth compared to international
benchmarks.

« Current Consumption Rate (2025): The average Thai consumer
drinks 340 cups of coffee per year.

« Historical Growth: This represents a significant increase from a
previous average of 180 cups per person per year.

« Growth Potential: This rate is still considerably lower than in European
countries (approx. 600 cups/year) and Japan (approx. 400
cups/year), signaling a large, untapped potential for increasing
consumption frequency.

2.7 Purchase Frequency and Volume of Consumption

The data reveals that engaged coffee drinkers exhibit high-frequency
purchasing behavior, which is a key pillar of revenue for coffee shops.

« Consumption Volume (Heavy Users): A core segment of the market
are daily, and often multiple-times-a-day, consumers. One study
found an average consumption of 1.4 cups per day among a key
demographic.

Purchase Frequency: A significant portion of consumers visit coffee
shops multiple times a week. Data shows that 20.25% visit 5 days a week,
and another 20% visit every day.

3. Recommendation for BEANS Coffee

3.1 Product Strategy

The data clearly shows a market shifting towards higher quality and
health-consciousness.

« Recommendation: Develop a two-pronged product portfolio:

1. Core Specialty Menu: Offer a curated selection of high-quality
Arabica beans, emphasizing single-origin options with clear
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‘stories” about their source to cater to the knowledgeable
consumer and justify a premium price.

2. "Functional Wellness” Menu: Create a line of coffee-based
drinks that directly targets the health and functional drivers.
Market these drinks explicitly using the language consumers
respond to:

« "Energy & Focus” Blends:For feeling ‘fresh, energetic, and
concentrated.’

« "Antioxidant-Rich” Options: Clearly communicate the benefits of
coffee for "detoxification and anti-aging.”

» Offer options with unique, natural flavorings like orange, honey, and
lime, which research shows is an appealing factor.

3.2 Sales and Pricing Strategy

Direct price competition with mass-market chains is not viable. The
opportunity lies in the middle ground.

« Recommendation: Position the brand in the "Value-Premium" space
(e.g., 80-120 THB price range). This is above the mass-market price
but below the ultra-premium of niche independents.

o This pricing is supported by findings that consumers are willing
to pay more if the “price is appropriate with quality.” Our
product strategy provides the justification for this price point.

o Use targeted promotions strategically. The "Buy 1, Get T
promotion is a powerful tool to attract new customers,
particularly those currently drinking tea or instant coffee. Use it
for new product launches or on slower weekdays rather than as
a constant discount which would devalue the brand.

3.3 Place and Experience Strategy

The modern coffee shop's value is as much in its environment as its
product.

« Recommendation: Differentiate through store design and experience.
Instead of a one-size-fits-all layout, create multi-functional "Lifestyle
Hubs" that cater to specific consumer needs.
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o "FocusZones": Dedicate areas with comfortable seating, ample
power outlets, and reliable Wi-Fi to attract the student and
remote worker segment.

o "Social & Collaboration Zones": Create spaces with larger
tables and a more relaxed atmosphere to cater to groups and
meetings.

o This strategy directly addresses a key promotional driver—
"Provide facility to study'—which rated higher than traditional
advertising.

3.4 Marketing & Communication Strategy

Brand must communicate its unique value proposition to resonate
with modern consumers, especially Gen Y and Z.

« Recommendation: Focus marketing on three core pillars:

1. Storytelling: Don't just sell coffee; sell the story. Create content
around the origin of the beans, the unique roasting process, and
the skill of the baristas. This builds the "Specialty” brand image
that commands a premium.

2. Wellness Communication: Actively market the functional and
health benefits of your products. Use social media and in-store
messaging to educate consumers about the antioxidant
properties and focus-enhancing benefits of your coffee.

3. Experience-Focused Content: Showcase the unique store
environment. Use high-quality visuals on social media to
highlight the "Focus Zones" and "Social Zones," positioning BEANS
as the ideal "Third Place” for our target audience’s lifestyle needs
(work, study, socialize).

4. Thailand Coffee Trends

Consumer behavior is rapidly evolving, with a clear shift from instant
coffee to a sophisticated appreciation for fresh, high-quality, and
experience-driven "Specialty Coffee,” a segment growing at an even
faster 15% per year.
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While the market is dominated by mass-market chains like Café
Amazon, which compete on price and convenience, our path to success is
not to engage in a price war. Instead, we must solidify our position as a
premium, purpose-driven brand by focusing on four key strategic pillars:

1. Product Innovation:Lead the market in wellness-focused
beverages and hyper-local Thai flavor fusions.

2. Experiential Branding: Transform our cafés from transactional
points into community and cultural hubs.

3. Sustainable Leadership: Commercialize breakthrough Thai-led
research in "zero-waste" coffee products.

4. Segmented Marketing: Target the values and digital habits of the
modern Gen Y and Gen Z consumer.

4.1 Emerging, Significant, and Mega-Trends

Based on the data, the market is shaped by a hierarchy of powerful
trends that dictate consumer behavior and competitive strategy.

Mega-Trends (Long-term, Foundational Shifts)

o Health & Wellness Consciousness: This is the most powerful
undercurrent. The shift from instant to fresh coffee is driven by
perceived health benefits. This has evolved into a demand for
specific functional outcomes: energy, focus, antioxidants, and even
long-term medical benefits like disease prevention. The industry-
wide move towards low-sugar options due to the sugar tax further
solidifies this trend.

« The Experience Economy: Coffee is no longer a commodity; it is a
lifestyle. Gen Y and Z consumers prioritize the café's atmosphere,
design, and ‘Instagrammability” as much as the drink itself. The
coffee shop is a "third place” for work, study, and socializing, where
facilities like Wi-Fi and comfortable seating are critical decision
factors.

« Sustainability & Purpose-Driven Consumption: Sustainability is
now a core business driver. Gen Z, in particular, is highly receptive
to concepts like "zero waste’ and brands with a strong ethical

© Ocean Sky Network. All right reserved. 17 | Page @ Mandala Al

ssssssssssssssssssssssss



Coffee Shop Insights

stance. Our "One Blend One Change’ campaign proves that
consumers will align with brands that reflect their values.

significant Trends (Currently Shaping the Market)

« Premiumization & The Rise of Specialty Coffee: The Specialty
Coffee segment is outpacing the general market with a15%
annual growth rate. Consumers are developing more
sophisticated palates and are willing to pay a premium for quality,
brand story, and unique flavor profiles.

« Omnichannel Convenience: Market leader Café Amazon has
proven that being present across all channels is critical. This
includes a vast physical network, deep integration with delivery
apps (LINE MAN, Grab), e-commerce for merchandise (Shopee),
and retail presence (7-Eleven). A brand must be accessible
wherever the consumer is.

Emerging Trends (Newer Developments Gaining Traction)

« The "Home Barista® Movement: Consumers are increasingly
brewing high-quality coffee at home, exploring methods like drip
coffee, Cold Brew, and Aeropress. This creates an opportunity for
D2C (Direct-to-Consumer) sales of beans and equipment.

« Hyper-Local & Fruit Fusions: There is a strong market appetite for
creative beverages that blend coffee with local Thai fruits and
herbs. Our own Longan Americano and competitors’ Yuzu and
Strawberry drinks validate this trend.

« Textural Innovation: Competitors are adding new textures like
jellies, crunchy toppings, and foams to create a more indulgent
and multi-sensory experience (e.g, Café Amazon's "Melon Jelly
Cream Cheese").

4.2 Emerging Product Alternatives

The data points to several new product categories that can create
differentiation and capture new market segments for BEANS.

« Upcycled “Zero-Waste"” Products: This is our most significant "blue
ocean” opportunity. Based on Thai research, we can develop and
commercialize:
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o Dietary  Supplements: High-value supplements with
antioxidant properties derived from spent coffee grounds.

o Organic Fertilizer: Packaged organic fertilizer from coffee husks,
sold as a retail product with a strong sustainability story.

o Cascara Tea: A beverage made from the dried coffee cherry,
offering a unique flavor and a zero-waste narrative.

« Functional Wellness Beverages: A dedicated menu line that explicitly
targets health needs.

o '"BEANS Balance” Lattes: Drinks infused with functional
ingredients like turmeric or superfoods like Blue Spirulina (as
seen at Au Bon Pain).

o Low-Sugar Coffee Mocktails: Creative, non-alcoholic coffee
drinks with fruit and herbal infusions to capture the Gen Z
market.

« Premium At-Home Coffee Solutions:

o "BEANS Brew Club” Subscription: A D2C subscription box with
exclusive single-origin beans and brewing guides for the "Home
Barista.”

o Coffee Concentrates: High-quality coffee concentrates for
convenient home use and B2B sales to other F&B businesses.

4.3 Emerging Consumer Trend Insights
A deeper analysis of consumer psychology reveals critical insights for
targeting and messaging.
« The Generational Divide is a Strategic Roadmap:
o GenY (Millennials): Treat coffee as a lifestyle accessory. They
are driven by the café experience, brand identity, and the

"Instagrammability” of the product and venue. They are the core
audience for specialty coffee and our cultural events.

o GenZ: View coffee through the lens of trends and identity. They
are highly influenced by social media (TikTok), are open to
mixed and “fancy” drinks, and are uniquely receptive to brand
messaging around sustainability and authenticity.
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o Dual-Motivation for Health: Marketing messages must be
segmented.

o To Retain Existing Drinkers: Focus on immediate functional
benefits like "feeling refreshed” and “increased focus" for the
workday.

o To Acquire New Customers (from
tea/instant): Emphasize long-term medical benefits like "rich
in antioxidants,” "anti-aging,” and disease prevention.

« Value is Defined by More Than Price: The most critical factor for
consumers is not the lowest price, but "price appropriate with
quality”. Our premium price is justifiable, but we must relentlessly
communicate the value behind it: superior beans, expert craft, a
unique experience, and our social impact.

4.4 Adjacent Industry

Leveraging synergies with adjacent industries can unlock novel
revenue streams and strengthen the BEANS brand.

« Health & Wellness [ Nutraceuticals: The research into
developing dietary supplements from spent coffee
grounds provides a direct entry into the booming wellness industry.
This is a high-value, high-margin opportunity.

« Sustainable Agriculture: Creating organic fertilizer from coffee
husks connects us to the agricultural supply chain. This can be used
to support our partner farms (creating a circular economy) or sold as
a separate retail product.

o Art, Culture, & Education: This is a proven strength for us. Deepening
partnerships with local artists, galleries, and universities (like our past
collaboration with a Bangkok University professor) will solidify our
position as a cultural hub.

« Fast-Casual Dining: Competitors like Au Bon Pain and The Coffee
Academics are successfully competing for the lunch and brunch
occasion. There is a clear opportunity for us to develop a signature
food program to capture this market.
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« B2B (Ingredient Supply): Our existing "Coffee OEM" service is a key
asset. We must actively market this to hotels, restaurants, and
corporate offices to establish BEANS as an industry authority and
create a stable, scalable revenue stream.

4.5 Breakthrough Innovations

The provided research highlights several Thai-led innovations that
BEANS can leverage for a competitive advantage.

« Upstream (Agricultural): We can form exclusive partnerships with
farms growing new, high-vyield, disease-resistant Thai coffee varietals
like "Chiang Rai 1" and "Chiang Rai 2". This secures a unique, high-
quality local supply, reducing our reliance on expensive imports and
creating a powerful "Support Thai Farmers" narrative.

. Downstream (Waste Valorization): This is the most significant area
for breakthrough products. The key innovations identified are:

. Nutraceuticals: Creating health supplements from spent
coffee grounds.

2. Biomaterials: Extracting food-grade pectin from coffee peels.

3. Circular Agri-Inputs: Producing high-quality organic fertilizer
from coffee husks.

« Business Model Innovation: Our “One Blend One Change” model,
which turns CSR into a recurring product line, is a genuine
breakthrough. It institutionalizes our purpose, creating a constant
stream of new, meaningful products and content that builds deep
brand loyalty.

4.6 Future Growth Opportunities & Final Recommendation

Based on this comprehensive analysis, here are actionable
recommendations for BEANS Coffee Shop to secure future growth.

A.Product & Menu Strategy: Become the "Artisanal Innovator”
1. Launch a"Wellness & Botanicals” Menu:

o Action: Develop and own a signature non-coffee menu to
capture the health-conscious consumer. Introduce a line of
functional lattes and innovative drinks using unique Thai
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herbs and botanicals (e.g., lemongrass, roselle) to
differentiate from the crowded Matcha trend.

2. Elevate the Food Program:

o Action: Address the "Superior Food Experience Gap" by
developing a focused, high-quality food menu. Partner with
a consulting chef to create a signature line of savory items
(e.g., gourmet focaccia) that transforms BEANS into a
legitimate brunch and lunch destination.

3. Focus on Hyper-Local Thai Specialty Coffee:

o Action: Build our brand story around unique, single-origin
Thai beans (e.g., from specific farms in Nan or Mae Hong
Son). This creates a product that cannot be easily replicated
by global chains and helps mitigate the cost of the 90%
import tariff.

B. Sales & Marketing Strategy: Build an Unbeatable Community
1. Evolve from Events to an Ecosystem:

o Action: Launch the "BEANS Brew Club” subscription service.
This D2C channel caters to the "Home Barista” trend, creates
a recurring revenue stream, and builds a core community of
brand evangelists.

2. Implement “Smart-Value” Promotions:

o Action: Avoid deep discounts. Focus on curated bundles
("Perfect Pairing” of a signature drink and pastry) and
enhance our gamified loyalty program with tiered rewards to
encourage menu exploration and repeat visits.

3. Segmented Digital Storytelling:

o Action: Tailor content to specific platforms.
Use Instagram for high-quality, aesthetic photos of our café
interiors and products to attract Gen Y. Use TikTok for short,
engaging videos showcasing the creation of unique drinks
and our “zero-waste" initiatives to connect with Gen Z.
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C. Business Model & Innovation Strategy: Diversify and Dominate
1. Commercialize a "Circular Economy" Business Unit:

o Action: Initiate a pilot project to produce and market
either dietary supplements from spent grounds or organic
fertilizer from husks. This creates a powerful ESG story, a new
revenue stream, and positions BEANS as the most innovative
brand in the market.

2. Formalize and Scale the B2B Arm:

o Action: Proactively market our "Roastery as a Service" to new
hotels, independent cafes, and corporate offices. This
provides immediate cash flow, builds our reputation as an
industry authority, and is less capital-intensive than opening
new retail locations.

3. Adopt a “Flagship & Pop-Up" Expansion Model:

o Action: Use strategic, short-term pop-ups to test new
markets, particularly in thriving residential neighborhoods,
before committing to long-term leases. This allows us to
expand our physical footprint in a capital-efficient and data-
driven way.

5. SWOT Analysis, STP Analysis, and 7P Analysis

5.1 SWOT Analysis

This analysis assesses our internal Strengths and Weaknesses against
the external Opportunities and Threats in the Thai market, synthesizing data
from both market-wide research and our own competitive activities.

Strengths (Internal)

- Differentiated Brand Identity & Storytelling: Our positioning as a
"specialty coffee roaster” focused on craft ("fadeusn’ - Hands soiled with
earth), quality, and authentic sourcing (Doi Tung beans) elevates us
above mass-market competitors and justifies our premium pricing.

« Purpose-Driven Marketing (CSR): The "One Blend One Change"
campaign is a unique and powerful asset. It builds deep brand equity
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and emotional connection by linking our products directly to social
causes (animal welfare, autism support), a strategy not heavily
utilized by competitors.

« Effective Experiential Marketing: Our collaborations with artists
(Wasinburee's "WanderDOG" exhibition) and academics transform
our stores into cultural destinations, generating high engagement
and attracting customers who seek an experience, not just a
transaction.

« Diversified Business Model: We operate both a B2C retail arm and a
B2B "Coffee OEM" roasting service. This diversifies revenue, builds
industry credibility, and provides a scalable, less capital-intensive
growth channel.

« Strategic & Hyper-Targeted Location Strategy: Our expansion into
high-value micro-markets like premium hospitals (Bumrungrad),
luxury malls (Siam Paragon), and office buildings (Siripinyo) allows us
to capture specific, high-value customer segments with less direct
competition.

Weaknesses (Internal)

« Limited Food Offering: Compared to competitors like Au Bon Pain who
lead with strong food programs (Focaccia, Salad Rolls), our offering is
limited. This is a significant missed opportunity to increase average
check size and attract customers for meal-based occasions.

« Vulnerability to Price Sensitivity: While positioned as premium, our
“Triple Deal” on LINE MAN for core products indicates a need to offer
volume-based discounts, suggesting a segment of our audience
remains price-sensitive, which could create tension with our premium
brand identity.

« Inconsistent Community Engagement: Our social media shows high
engagement during "hype” events but lower interaction on day-to-
day content. This suggests we have event-driven traffic rather than a
deeply engaged, "always-on" community.

« High Cost Structure: Reliance on imported beans (a market-wide
issue due to a 90% tariff) and our commitment to premium Thai beans
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and skilled staff likely result in higher operational costs compared to
mass-market chains.

Opportunities (External)

« The "Affordable Premium” Gap: A clear market gap exists between
Café Amazon's mass-market pricing (840-80) and the ultra-premium
tier (8170+). We are perfectly positioned to own this middle ground (s
80-120), offering a superior experience to the mass market at an
accessible premium price point.

« Booming Specialty Coffee Segment: The specialty coffee market is
growing at 15% annually, faster than the overall market. This indicates
a growing cohort of consumers willing to pay for quality, origin stories,
and unique flavor profiles—our core target market.

» Health & Wellness Trend: Consumers are actively seeking beverages
with tangible health benefits (antioxidants, low-sugar). There is a clear
opportunity to develop a dedicated "Wellness” menu line, a niche no
major competitor currently owns.

« The "Third Place" for Work/Study: A significant segment, particularly
students and young professionals, demands a functional and
comfortable space. By optimizing our stores with reliable Wi-Fi and
power outlets, we can capture this high-frequency, long-stay-
duration customer.

« Pioneering the Next Non-Coffee Trend: The market is currently
saturated with Matcha. We can leverage our innovative reputation
(e.g., Longan Americano) to pioneer the next major trend, such as
premium Hojicha, artisanal Thai cacao, or unique herbal infusions.

Threats (External)

« Intense Price Competition: Café Amazon's aggressive "1 Baht" deals
and "50% off" promotions create intense price pressure and devalue
the market, making it challenging to justify our premium pricing to a
broader audience.

« Dominant Marketing "Noise” & Ecosystems: Café Amazon’'s massive
marketing budget, celebrity endorsements, and integration with the
PTT ecosystem create an overwhelming presence that is difficult to
compete with for share of voice.
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« Supply Chain Volatility & High Tariffs: The industry's heavy reliance
on imported beans (subject to a 90% tariff) creates cost volatility.
Domestic supply is insufficient and can be affected by climate
change, threatening both cost and consistency.

« Rapid Trend Cycles: The speed at which competitors adopted the
Matcha trend indicates that any successful product innovation we
create will be quickly copied. We must maintain a strong and
continuous pipeline of new ideas to stay ahead.

5.2 STP (Segmentation, Targeting, and Positioning) Analysis

A focused strategy is crucial to carve out a defensible niche. This
analysis outlines how we segment the market, the specific groups we target,
and how we position our brand.

Segmentation

The Thai coffee market can be segmented based on consumer
psychographics, behaviors, and generational cohorts:

« Segment A: The ‘Lifestyle & Experience Seeker” (Primarily Gen
YIZ): Values aesthetics, unique events, and brand identity. Coffee is a
lifestyle accessory and a social experience to be shared online. They
are drawn to our art collaborations and are willing to pay a premium
for a unique story.

« Segment B: The "Conscious & Quality Consumer” (Primarily Gen
Y/X): Appreciates the craft of specialty coffee, is interested in bean
origins, and prefers brands that align with their ethical values
(sustainability, social good). They are the core audience for our "One
Blend One Change’ campaigns.

« Segment C: The "Functional & Third Place User” (Primarily Gen
Z[students/Professionals): Uses coffee shops as a place to work,
study, or hold meetings. They are motivated by the functional benefit
of caffeine (reducing drowsiness) and prioritize facilities like Wi-Fi and
power outlets.

« Segment D: The "Value & Convenience Seeker” (Broad
Demographic): Highly price-sensitive and motivated by promotions
and accessibility. They prioritize a good deal and are the primary
customer base for mass-market chains like Café Amazon.
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Targeting

Competing for Segment D is a losing battle. Our strategy is to focus on
the high-value segments where our brand strengths are most relevant.

« Primary Target: A Hybrid of Segments A & B - The "Conscious Urban
Creative” (Ages 25-45).This is our ideal customer. They are
sophisticated, culturally aware, value quality and authenticity, and are
willing to pay a premium for a brand that reflects their values. They
are the drivers of the specialty coffee trend.

« Secondary Target: Segment C - The "Premium Third Place User.” This
includes professionals in the office buildings and hospitals where we
are located. They desire a high-quality daily coffee and a comfortable,
functional environment, and are attracted by our strategic locations.

« Tertiary Target (B2B): "Quality-Seeking Businesses.” This segment
includes new cafés, restaurants, and hotels that require a reliable,
high-quality coffee bean supplier, served by our "Coffee OEM" arm.
Positioning
We must position BEANS as a premium, multi-dimensional specialty

coffee brand that serves as a hub for culture and community.

Positioning Statement:

"For the discerning urban consumer who seeks more than just
coffee, BEANS is the specialty coffee roaster that enriches your day with
expertly crafted beverages, compelling cultural experiences, and a
genuine commitment to positive social impact.”

This clearly differentiates us from:

« Café Amazon: By focusing on experience and purpose over mass-
market price and convenience.

« Starbucks: By offering a more authentic, local, and community-
integrated cultural experience versus a global, standardized one.

« Independent Shops: By leveraging our scale to host high-impact
events and a robust, diversified business model.
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5.3 7P (Marketing Mix) Analysis

This framework deconstructs the key tactical elements of our strategy
to bring our positioning to life.

1. Product

« Core Offering: High-quality specialty coffee drinks (Americano, Latte)
using our own expertly roasted beans. The quality must be
impeccable to justify the price.

« Product Variety & Innovation: A dynamic menu is key. This includes:

o Signature Innovations: Unique fruit-infused coffees (Longan
Americano) that create a distinct flavor identity.

o Hero Products: Story-driven, limited-time charity blends ("One
Blend One Change") that build brand equity.

o Non-Coffee: A curated selection of premium non-coffee
alternatives to capture a wider audience.

« Tangible Goods: Packaged coffee beans for home use and limited-
edition merchandise tied to collaborations.

« Service Extension: Our B2B "Coffee OEM" service, which provides
roasting and blend design, establishing us as an industry authority.

« Strategic Gap: A significant weakness is our limited food offering.
Developing a signature, high-quality food program is the single
largest product opportunity.

2. Price

« Strategy: Implement avalue-based, “Affordable Premium®
pricing strategy. We do not compete on being the cheapest; we
compete on being the best value for the experience.

« Price Point: Our core menu is priced in the 895 - 105 range. This

positions us above mass-market chains but below ultra-premium
competitors, hitting the sweet spot for consumers willing to pay for
"price appropriate with quality” (the highest-rated decision factor in
research).
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« Promotional Pricing: Use tactical, value-based promotions like
bundles ("Triple Deal" on LINE MAN) to drive volume without devaluing
the core product price.

3.Place

« Physical Stores: Our physical footprint is a strategic asset. We pursue
a hyper-targeted location strategy, placing stores in specific
demographic clusters: luxury retail (Siam Paragon), office workers
(Siripinyo), and healthcare communities (Bumrungrad) to maximize
relevance.

« Distribution Channels: We operate a crucial omnichannel model:

o In-Store: The core channel for brand experience and
community building.

o Delivery: A strategic partnership with LINE MANto reach
customers seeking convenience.

o Direct-to-Consumer (D2C): An emerging channel for selling
high-margin products like coffee beans, which should be
formalized beyond a simple LINE ID.

4. Promotion

« Content Marketing & Storytelling: We utilize high-quality social
media content to tell compelling stories about our coffee’s origin, our
purpose-driven campaigns, and our cultural collaborations.

« Event Marketing: This is a key differentiator. We create high-impact,
in-store events (art exhibitions) that generate significant buzz and
reinforce our positioning as a cultural hub.

« Sales Promotions: We use a smart mix of delivery-exclusive bundles
and a gamified loyalty program ("Beans Points,” "Missions”) to drive
both trial and repeat purchases.

« Public Relations & CSR: Our "One Blend One Change’ campaign is our
most powerful PR tool, creating a positive brand halo and generating
authentic, shareable content.
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5. People

« Skilled Professionals: As a specialty roaster, our baristas are brand
ambassadors. We must continue to invest in comprehensive training
on coffee knowledge and customer service, as signaled by our
recruitment messaging (“ressuwiamanag’ - training courses). They are
essential to communicating the value of our premium products.

6. Process

« Multi-Channel Customer Journey: We have a well-designed process
for customers to discover (social media), engage (events), purchase
(in-store/delivery), and stay loyal (points program).

« Farm-to-Cup Control: Our identity as a roaster implies a well-
controlled, high-quality process from sourcing to serving, which
reinforces customer trust and our premium positioning.

~N

. Physical Evidence

« Store Ambiance: Our store design is a core part of the product. We
consciously create a “calm, comforting atmosphere’ that serves as an
escape. The design is adapted to each unique location.

« Essential Facilities: We must ensure our locations are optimized for
the "Third Place User” with fast, free Wi-Fi and ample, accessible power
outlets.

« Branding & Quality Cues: We maintain a strong and consistent visual
identity across all touchpoints—social media, packaging, staff
uniforms, and store design. The visibility of high-end equipment and
premium packaging serves as physical proof of our brand's quality.
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6. Competitive Analysis, Highly Competitive Areq,
Market and Need Gap, and White Space and Business
Opportunities

6.1 Competitive Analysis

The Thai modern coffee shop market is segmented into a duopoly of
business models, each with distinct strategies and market positioning.

A. The Established Leaders: Franchise [ Chain Stores

« Key Players: Café Amazon (the undisputed market leader with 4,922
branches), PunThai Coffee, Starbucks, Inthanin Coffee.

« Business Model: Centralized operations, franchising, and leveraging
massive economies of scale. They are financially robust, often part of
larger energy or retail conglomerates (e.g., PTT, Bangchak).

« Strengths & Strategy:

o Ubiquity & Accessibility: Their vast network, especially in high-
traffic locations like gas stations (Café Amazon) and shopping
malls, makes them the most convenient option for the mass
market.

o Price & Value Proposition: They operate on an "Affordable
Quality” strategy, with a price point of 40-80 THB that appeals
to a broad demographic. Their marketing is dominated by
aggressive price promotions, such as Café Amazon's "1 THB deal”
with delivery partners and frequent "2nd cup 50% off" offers.

o Brand Recognition & Consistency: They offer a standardized
product and experience, building trust and habitual
consumption.

o Financial Power: These larger entities achieve superior
profitability (average Net Profit Margin of 17.5%), allowing them
to invest heavily in mass-media marketing, celebrity
endorsements, and deep loyalty programs.

B. The Niche Challengers: Independent & Specialty Shops

« Key Players: BEANS Coffee Shop, NANA Coffee Roaster, Red Diamond
Cafe, Factory Coffee, Au Bon Pain, The Coffee Academics. This
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segment represents 94.4% of businesses but has a smaller collective
market share by value.

« Business Model: Typically owner-operated or smaller chains, focused
on 1-3 locations, emphasizing craft, unique brand identity, and
customer experience.

« Strengths & Strategy:

o Product Differentiation: Their core strength is "Specialty
Coffee"—high-quality beans, expert barista skills, and innovative
brewing methods. They cater to a growing segment of
knowledgeable Gen Y and Z consumers who view coffee as a
"lifestyle.”

o Experience & Storytelling: They sell an experience, not just a
drink. The store's design (BEANS' art collaborations), the barista’s
expertise, and the story behind the beans ("Doi Tung,” "One Blend
One Change") are central to their value proposition.

o Agility & Innovation: They are flexible and can quickly adapt
menus, source new beans, and pioneer trends like fruit-infused
coffee (BEANS' Longan Americano) before they become
mainstream.

« Weaknesses:

o Intense Competition & Low Profitability: They face fierce
competition from each other and struggle with profitability. The
average Net Profit Margin for independents is a mere 4.6%,
indicating a highly challenging financial environment.

o High & Volatile Costs: Lacking economies of scale, they are
more exposed to the high cost of imported specialty beans,
which are subject to a 90% import tariff.

o Limited Reach: Their business model is often destination-
based, lacking the broad accessibility of the major chains.

6.2 Highly Competitive Area (Red Oceans to Avoid)

Competition is not uniform; it is fiercest in four specific battlegrounds.
BEANS must choose its fights strategically.
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1. The Price & Promotion Battleground: This is Café Amazon’'s domain.
The fight is for the value-conscious consumer and is waged
through deep discounts (1 THB - 50% off), primarily on high-volume
delivery platforms like LINE MAN and GrabFood. Competing directly
here is a high-cost, low-margin strategy that would erode our
premium positioning.

2. The "Next Big Trend" Battleground: The "Premium Matcha War" is
the clearest example. Café Amazon, Au Bon Pain, and Starbucks all
launched premium matcha products, competing on origin stories
(Yame, Japan), visual appeal ("Coconut Cloud"), and unique flavor
combinations. This proves the market is highly responsive to new,
‘Instagrammable,” non-coffee trends. While BEANS has successfully
created its own niche with fruit-infused coffees, this is the area of
fiercest product competition.

3. The Brand Story & Experience Battleground: This is a fight for
consumer values and time. Competition extends beyond the cup to
the "Third Place” experience.

o Chains compete on offering a consistent, reliable space.

o Independents and BEANS compete on providing a unique,
aesthetically pleasing atmosphere with facilities for work and
study, which is a key decision factor for students and young
professionals.

o Crucially, brands compete on narrative: BEANS with Social
Responsibility (CSR), Café Amazon with Accessibility and Pop
Culture, and Starbucks with Global Lifestyle. A brand without a
story struggles.

4. The Omnichannel Battleground: It is no longer enough to have
physical stores. The most competitive players have an integrated
presence across:

o Physical Stores: Strategically placed in high-traffic areas.

o Delivery Apps: Essential for convenience and reaching at-
home/office consumers.

o E-commerce (Shopee/Lazada): A dedicated channel for high-
margin merchandise.
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o B2B Services: As we have done with our OEM roasting, this
diversifies revenue and builds authority.

6.3 Market and Need Gap

By analyzing what competitors offer, we can identify what is missing.
These gaps represent our greatest opportunities.

1. The "Accessible Specialty” Gap: There is a clear divide between the
mass-market products of chains and the often-intimidating, high-
priced world of "connoisseur” specialty coffee. A significant gap exists
for the consumer who has graduated from mass-market coffee and
desires a higher quality, more interesting product but is not yet a
specialty expert. They need a bridge—a brand that educates and
welcomes them into the world of better coffee in an approachable
way.

2. The Dedicated Health & Wellness Gap: Research shows a powerful
driver for converting teafinstant coffee drinkers is health and
functional benefits (medical benefits, antioxidants, detoxification).
While competitors offer some "healthy” options (oat milk, salad rolls),
no major brand has made this their core identity. There is a significant
unmet need for a brand that leads with a clear, science-backed
health and wellness proposition.

3. The Radically Local Gap: Thailand's domestic coffee production is
severely insufficient, forcing the industry’s reliance on imports subject
to a staggering 90% import tariff. This creates a massive cost burden.
While this is a supply-side problem, it creates a market need gap: a
scalable coffee shop model built around championing and
exclusively using high-quality Thai beans. This offers a unique
product story (‘from our local farm to your cup”) and a potential
structural cost advantage.

4. The Superior Food Experience Gap: The market shows a clear
demand for high-quality food, as evidenced by Au Bon Pain's success
as a bakery-café. However, most coffee shops, including BEANS, treat
food as a secondary add-on. There is a gap for a true "Gastronomic
Coffee House" where an innovative, chef-driven food menu is an
equal partner to expertly crafted coffee, turning a coffee run into a full
meal occasion.
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6.4 White Space and Business Opportunities

Based on the identified gaps, | propose four strategic opportunities for
BEANS to pursue. These are designed to create a defensible niche, avoiding
direct competition with market leaders.

2

Opportunity 1: The "Functional Wellness Café

» Concept: Create a coffee shop brand positioned around health and
wellness, directly targeting the need gap for health-conscious
consumers and potential converts from tea and instant coffee.

« Product Strategy:

o Develop a menu with explicit functional benefits: "The Focus
Blend" (for concentration), "The Antioxidant Roast" (for wellness),
and "The Energizer” (for a clean energy boost).

o Lead marketing with health messaging, citing coffee's proven
benefits like antioxidants and medical preventive properties,
which are top drivers for new adopters.

o Leverage research on value-added products by exploring the
development of coffee-based dietary supplementsas a
unique retail offering.

« Marketing Message: "The perfect blend of delicious and nutritious.”
Opportunity 2: The "Approachable Specialty” Educator

« Concept: Occupy the "Accessible Specialty” white space. Create a
brand that demystifies specialty coffee, making it easy and affordable
for mass-market consumers to upgrade their experience.

« Product & Pricing Strategy:

o Introduce "Tasting Flights" of different single-origin Thai beans
or brew methods.

o Price these specialty experiences at a slight premium to chains
but below high-end independents (e.g., 100-150 THB).

o Train baristas to be coffee guides and use clear, simple
storytelling on menus to explain the taste profile of each bean
(e.g., "Fruity & Bright from Chiang Rai").

« Marketing Message: ‘Discover your perfect cup.”
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Opportunity 3: The "Radically Local” Business Model

o Concept:Build a brand identity and supply chain entirely
around 100% Thai-grown specialty coffee. This directly counters the
industry's costly reliance on imports and creates a powerful, authentic
story.

« Strategy:

o Sales & Marketing: Market the brand with a strong "Support Thai
Farmers,” "Sustainable,” and ‘Freshly Sourced” narrative,
appealing to consumer patriotism and desire for sustainability.

o Operations: Forge direct-trade relationships with Thai coffee
farmers. This ensures quality, provides a unique selling
proposition, and creates a long-term cost advantage by
avoiding the 90% import tariff.

o Product: Offer a diverse portfolio of Arabica and Robusta beans
from different Thai regions, highlighting the unique "terroir’ of
each.

« Marketing Message: 'The True Taste of Thailand, from Our Farms to
Your Cup.’

Opportunity 4: The "Gastronomic Coffee House”

« Concept: Directly address the food gap by positioning BEANS as a
premier brunch and light meal destination, where food and coffee are
equally celebrated.

« Product Strategy:

o Develop a signature, “Instagrammable’ food menu created by a
consulting chef. Focus on unique dishes like gourmet focaccia
sandwiches or savory brioche that pair well with our coffee.

o Elevate our non-coffee menu with craft teas, fresh-pressed
juices, and coffee mocktails to complement the dining
experience.

» Sales Strategy: Market heavily through food-focused influencers and
publications to establish BEANS as a legitimate dining destination,
capturing a larger share of consumer spending.
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« Marketing Message: "Come for the coffee, stay for the food.”

7. Distribute 8 markets.

The following distribution reflects the current state of the market,
taking into account the strategies of mass-market leaders, premium niche
players, and our own brand positioning. This analysis will provide the
executive team with a clear framework for understanding our competitive
environment and identifying strategic opportunities.

Rank Market Positioning Zone Percentage
Distribution
1 | Awaken [ Mood Market 35%
2 | Indulgence Market 22%
3 | Convenient Market 15%
4 | Health Market 8%
5 | Appearance Market 7%
6 | Refreshed Market 6%
7 | Performance and Active Market 4%
8 Recovery and Health Correction Market 3%
Total 100%

Rationale for Percentage Allocation

Below is a detailed, data-driven rationale supporting the percentage
allocation for each market zone, incorporating insights from the provided
market analysis.

1. Awaken [ Mood Market (35%)

Rationale: This zone holds the top rank because it represents the
foundational and primary driver for the majority of coffee consumption. It is
the core utility of our product, forming the bedrock of daily, habitual
purchases that drive the industry's volume.

© Ocean Sky Network. All right reserved. 37 | Page <= Mandala Al



Coffee Shop Insights

« Supporting Data: The market analysis is unequivocal on this point,
stating the primary reason for coffee consumption is to "reduce
drowsiness and feel refreshed” and to “increase focus and
concentration,” especially during work hours. Our own brand
messaging, which positions coffee as a "Reset button”to help
customers focus, directly taps into this core need. This zone
encompasses the vast number of standard, functional coffee orders
(Americanos, Lattes) that are the bread and butter of any coffee
shop's daily sales.

o Products in this Zone: Standard Espresso, Americano, Latte,
Cappuccino, Drip Coffee—any core caffeinated beverage where the
primary purchase driver is its functional effect on alertness and mood.

2. Indulgence Market (22%)

Rationale: This is a powerful second-place market that drives value,
premiumization, and brand desire. It caters to consumers seeking a treat, a
complex flavor experience, or a moment of affordable luxury. The rapid
growth of the "Specialty Coffee” segment at15% per yearis a direct
testament to the strength of this market.

« Supporting Data: The shift from instant coffee to fresh, high-quality
coffee is a move towards indulgence. The willingness of consumers to
pay a significant premium for "Specialty Coffee" (100-2,000 THB vs. 60-
80 THB for general coffee) highlights the value placed on this zone.
Competitors heavily innovate here, from Starbucks's Java Chip
Frappuccino® to Au Bon Pain's viral “Dubai Chewy" cookie and our
own craft-focused special blends like "My Foolish Heart."

« Products in this Zone: Flavored lattes (Caramel, Vanilla), Mocha,
dessert-style Frappuccinos, Affogato, high-end single-origin pour-
overs, and seasonal specialty drinks.

3. Convenient Market (15%)

Rationale: This zone is critical as it represents the main strategy for
customer acquisition and volume for the market leader, Café Amazon. In a
fast-paced urban environment, speed and ease of access are major
purchasing factors.
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« Supporting Data: The competitive analysis shows that Café Amazon's
dominance is built on ubiquity (PTT Stations) and aggressive,
convenience-focused promotions on delivery platforms like LINE MAN
(e.g. the "1 Baht deal"). While a premium brand like BEANS uses this
tactically (e.g., the “Triple Deal" on LINE MAN), for the market as a
whole, the battle for the convenient purchase is a primary driver of
sales. This zone includes not just delivery but also RTD products in
convenience stores and quick-service models.

« Products in this Zone: Ready-to-drink (RTD) bottled coffees, mobile
app pre-orders, drive-thru services, and any quick-service items
intended for customers in a hurry.

4.Health Market (8%)

Rationale: This is a rapidly growing "‘mega-trend” driven by proactive
wellness choices. While not yet the largest segment in terms of sales volume,
its influence on product development and marketing is significant.

« Supporting Data: The market overview identifies "Health & Wellness
Consciousness” as a foundational shift, with consumers seeking out
coffee for its antioxidant and medical benefits. This is further
validated by competitors like Au Bon Pain, who lead with a "Healthy
Menu" and highlight "superfoods” like Blue Spirulina. The industry-wide
move toward low-sugar and plant-based options (oat, soy milk) is a
direct response to this demand. Our brand's focus on sustainable "Doi
Tung" beans ("beans that save the forest") also taps into a sense of
environmental and ethical health.

« Products in this Zone: Sugar-free/low-sugar options, drinks with
plant-based milks, decaffeinated coffee, and beverages marketed
with functional health benefits.

5. Appearance Market (7%)

Rationale: Driven by the ‘lifestyle” aspect of coffee culture, particularly
among Gen Y and Z, this zone is crucial for brand building and social media
virality. Purchases are motivated by the visual appeal of the product, its
packaging, and the environment.

« Supporting Data: The market analysis clearly identifies that for Gen Y,
coffee is a "lifestyle” and they "like to take photos and share on social
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media." Competitors leverage this heavily: Au Bon Pain markets
its "Coconut Cloud Matcha” for its “Instagrammable” layered colors. A
major part of this zone is merchandise, with Starbucks and Café
Amazon turning collectible tumblers into a significant product
category. Our own art collaborations, like the "WanderDOG" event,
transform our physical space into a shareable aesthetic experience.

« Products in this Zone: Drinks with intricate latte art, colorful layered
beverages, collectible merchandise (tumblers, tote bogs), and the
"vibe" of the store itself.

6. Refreshed Market (6%)

Rationale: Distinct from the "Awaken” market, the primary driver here
is cooling down and quenching thirst, a significant factor in Thailand's
tropical climate. This zone is a major area for non-coffee innovation.

« Supporting Data: The "hotter weather conditions” are a key factor
driving the overall beverage market. This is evident in the
recent "Matcha war” between competitors, a battle fought with iced,
refreshing drinks. Both BEANS (with our “Longan
Americano” and "Espresso Yuzu Soda") and Café Amazon ("Yuzu
Americano Sparkling") heavily promote coffee and fruit fusions that
are light and thirst-quenching.

o Products in this Zone: Iced Teas, Italian Sodas, fruit-infused coffee
and cold brews, and other non-coffee coolers.

7. Performance and Active Market (4%)

Rationale: This is a niche but emerging segment that views
beverages as fuel for specific physical or mental tasks. It is an evolution of
the "Awaken” market, tailored for high-productivity or fitness-oriented
consumers.

« Supporting Data: This zone is currently underdeveloped by most
players. The data shows only nascent examples, such as BEANS
creating a "Rangnam Blend" for "working professionals” or a single
Starbucks post mentioning ‘runners’. The core consumer need for
‘concentration for work” falls here when it is positioned as a tool for
peak performance rather than simply avoiding drowsiness.
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« Products in this Zone: Black coffee or espresso taken as a pre-
workout, smoothies with added protein, and drinks with performance-
enhancing supplements like MCT oil.

8. Recovery and Health Correction Market (3%)

Rationale: This is the most niche and forward-looking segment,
focusing on products that help the body recover, detoxify, or address
specific health concerns. It represents the frontier of the "food as medicine’
trend.

« Supporting Data: This zone exists more in research than on current
menus. The future innovations like "developing dietary supplements
from coffee grounds™ with antioxidant properties. The perception that
coffee can help "prevent or slow the onset of...diseases” is a powerful
motivator for this market. While not yet a mainstream product
category, the presence of items like Kombucha in some modern cafes
indicates the beginning of this trend.

« Products in this Zone: Drinks with anti-inflammatory ingredients (e.g.,
Turmeric Latte), beverages with probiotics for gut health, and post-
workout recovery smoothies.

8. Top Products

8.1Top 10 Product Types

This product portfolio is designed to balance high-volume demand,
capture current market trends, and introduce unique, brand-defining
offerings that establish our competitive edge.

1. Premium Authentic Matcha: The data shows this is the most
significant current trend. We must enter this space as a leader in
quality, offering ceremonial-grade matcha with a clear origin story
(e.g., from Uji, Japan) to justify a premium price point.

2. Thai Fruit & Herb Infused Coffee/Cold Brew: This is our key area for
differentiation. We will innovate with uniquely Thai ingredients like
Roselle (nwduu), Lemongrass (a:le3), or Butterfly Pea (swiu) to create
signature drinks that are difficult for global chains to replicate.
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3. Cause-Driven “Local Artisan” Blends: We will evolve our successful
"One Blend One Change” model. Each blend will partner with a specific
Thai artisan (e.g., a ceramicist, a textile weaver), with a portion of
proceeds supporting their craft, creating a tangible and authentic
brand story.

4. Elevated Savory Food Pairings: Addressing a major market gap
identified from competitors like Au Bon Pain, we will offer a focused
menu of premium savory items like gourmet focaccia sandwiches,
transforming our café into a viable lunch destination.

5. Classic Iced Americano & Iced Latte: These are the high-volume
workhorses. They must be executed flawlessly and will be the focus of
value-driven promotions on delivery platforms to drive traffic.

6. Functional & Health-Conscious Lattes: A dedicated menu for the
health-conscious consumer, featuring functional ingredients (e.g.,
Blue Spiruling, turmeric) and clear low-sugar options, targeting an
underserved niche.

7. "Instagrammable” Textural Beverages: Drinks with unique textures
like soft jellies (emulating Café Amazon's "Melon Jelly Cream Cheese")
or cloud-like foams (like Au Bon Pain's "Coconut Cloud") are proven to
be highly shareable and will be a core part of our seasonal menu.

8. Packaged Single-Origin Thai Coffee Beans: To capture the growing
"home café” market and establish our authority, we will offer packaged
beans sourced from specific, high-quality Thai farms.

9. Curated Brunch Menu: A weekend-focused menu with 2-3
exceptional dishes (e.g, Eggs Benedict) to position BEANS as a
premium weekend destination, competing with brands like The Coffee
Academics.

10. Collectible, Aesthetically-Driven Merchandise: Our tumblers and
tote bags will feature designs from our "Local Artisan” collaborations,
making them limited-edition, desirable art pieces that drive a
secondary revenue stream.

8.2 Popular Product Concepts

Our products will be built around four compelling concepts that
resonate deeply with the modern Thai consumer.
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« Authenticity & Sourcing as the Story: This is the most powerful
concept in the premium market. We will make storytelling a standard
for all our hero products, detailing the origin of our coffee beans, our
matcha, and the stories of our local artisan partners.

« Hyper-Local Innovation: We will build a unique brand identity by
championing local Thai ingredients. This moves beyond generic
trends to create a flavor profile that is authentically ours and deeply
connected to the local market.

« Integrated Wellness: We will cater to the "guilt-free indulgence” need
by integrating health-conscious options into our core menu, making
our brand the default choice for the health-conscious consumer.

« Experiential & Purpose-Driven Consumption: Every visit will offer
more than a transaction. Through our “Local Artisan® blends and in-
store events, we turn a purchase into an act of cultural support and
community engagement.

8.3 Features and Characteristics of Each Recommended Product Type

The following three product pillars will form the core of our launch and
differentiation strategy.

Product Type Features & Characteristics

1. Thai-Fusion | - Base: High-quality, 18-hour steeped cold brew made
Cold Brew from single-origin Thai Arabica beans.

Series - Flavor Profile: Infused with distinct Thai herbs and
fruits. Examples: ‘Lemongrass & Ginger Cold Brew"
(refreshing & spicy), ‘Roselle & Wild Honey Cold Brew"
(tart & sweet).

- Garnish: Aesthetically garnished with a stick of
lemongrass or a dried roselle flower to enhance visual
appeal for social media.

- Story: Each drink tells the story of its ingredients,
connecting coffee to Thai agriculture and traditions.
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Product Type

Features & Characteristics

2.Cause-
Driven "Local
Artisan" Blend

3. Gourmet
Focaccia
Lunch Set

- The Blend: A unique, limited-edition single-origin or
blend of Thai coffee beans with a distinct flavor profile.
- The Collaboration: Each blend is co-branded with a
specific Thai artisan. The packaging features their work
and a short bio.

- The Cause: A stated percentage of revenue (e.g., 15%)
goes directly to a fund supporting that artisan or their
community.

- The Offering: Available as a brewed coffee in-store
and as packaged beans for home consumption.

- The Food: Freshly baked Focaccia with premium
fillings. Examples: "Spicy Northern Thai Sausage (Sai
Oua) & Mozzarellg,” "Smoked Salmon & Cream Cheese
with Dill.”

- The Pairing: Offered as a combo set with a classic
Iced Americano or Latte at an attractive price point.

- The Proposition: Positioned as a complete, high-
quality lunch, directly competing with fast-casual
restaurants and elevating our brand beyond a simple
coffee stop.

8.4 Consumer Persona for Each Product Type

Targeting the right consumer with the right product is critical for

success.
Product Type Consumer Persona
1. Thai- The Flavor Explorer (Age 20-35): Digitally-native,
Fusion Cold adventurous, and active on social media. They are bored

Brew Series

with standard menus and actively seek out new,
‘Instagrammable,” and refreshing flavor combinations.
Their choice is driven by novelty and a desire for an
authentic, local experience.
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Product Type Consumer Persona

2. Cause- The Conscious Urbanite (Age 28-45): A professional with
Driven "Local | disposable income who wants their consumption to have
Artisan” meaning. They value authenticity, craftsmanship, and
Blend supporting local communities. They are willing to pay a

premium for a product with a great story and a positive
impact.

3.Gourmet | The Lunchtime Upgrader (Age 25-45): An office worker

Focaccia
Lunch Set

or freelancer seeking a high-quality, convenient meal
that is a clear step up from standard fast-food options.
They value both quality ingredients and efficiency. This
offering turns their daily coffee run into a satisfying meal
occasion.

8.5 Product and Service Claims

Our marketing communication will be built on clear, defensible claims
that establish our "Approachable Premium® positioning.

« Product Claims:

o

o

o

Quality & Origin: 'Single-Origin Coffee from Chiang Rai,’
"Ceremonial-Grade Matcha from Uji, Japan,” "Made with 100%
Real Thai Fruits & Herbs."

Craftsmanship: ‘'Thoughtfully Crafted in Small Batches,’
"Expertly Paired by Our Baristas.”

Ethics & Community: "In Partnership with Local Thai Artisans,”
"Supporting Local Craftsmanship.”

« Service Claims:

o

Atmosphere: "Your Everyday Oasis,” "A Welcoming Space for
Work and Relaxation.”

Expertise: "Discover Your Perfect Brew — Ask Our Baristas.”

Hospitality: ‘Premium Coffee, Without the Pretension.’

© Ocean Sky Network. All right reserved. 45| Page éa‘(_)} Mandala Al

ssssssssssssssssssssssss




Coffee Shop Insights

8.6 Promotional Benefits for Each Product Type

Our promotions will be strategic, driving specific business goals
without devaluing our premium brand.

Product Type Promotional Benefit & Tactic

1. Core Menu - Benefit: Financial savings for high-frequency or
(Americano/Latte) | group orders.

- Tactic: Delivery App Bundle Deals. Create
exclusive "Office Fuel” or "Work from Home" sets
on LINE MAN/GrabFood (e.g, "Buy 3, Get 1 Free") to
capture the daily, price-sensitive consumer and
drive volume.

2. - Benefit: Reward for trial and loyalty.
Signature/innovative | - Tactic: Digital Stamp Card. Launch a simple
Drinks "Buy 5 signature drinks, get the 6th free"” program

within our LINE Official Account to encourage
menu exploration and build habits.

3. "Local Artisan” - Benefit: The emotional reward of contributing
Blends to local culture.

- Tactic: No Discounts. The premium price is
justified by the story and the donation. The
promotion is the limited availability and unique
narrative. We can bundle the coffee with a small
product from the artisan to enhance value.

8.7 Key Products and Solutions that Address Consumer Pain Points

Our product strategy is explicitly designed to solve real consumer
problems identified in the Thai market data.
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Consumer Pain
Point

Product/Solution

How It Solves the Problem

"I'm bored with the
same coffee menu
everywhere.”

"A daily specialty
coffee is too
expensive.”

“Ilwant a good
lunch, but I'm tired
of the usual
options.”

"l want to support
local and feel good
about my
purchases.”

"l want healthier
options, but most
café drinks are full
of sugar.”

Thai-Fusion Cold
Brews & Rotating
"Artisan" Blends

Strategic Delivery
App Bundies on
Core Drinks

Gourmet Focaccia
Lunch Sets

The "Local Artisan’
Cause-Driven
Blend Concept

A Dedicated
Functional &
Health-Conscious
Menu

© Ocean Sky Network. All right reserved.

Provides a constant stream of
novelty and discovery, giving
customers a compelling
reason to choose us over
competitors with static
menus.

Makes the daily ritual
affordable through targeted
promotions on high-volume
products, while protecting the
premium price of our
signature items in-store.

Transforms our café into a
legitimate and exciting meal
destination, solving the
‘what's for lunch” problem
and capturing a larger share
of wallet.

Provides a tangible and
authentic way for consumers
to make a positive impact,
turning a simple purchase
into a meaningful act of
community support.

Removes the "health guilt’
associated with a café visit
and makes BEANS the default
choice for consumers who
prioritize their well-being.
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8.8 Product Value Proposition and Points of Differentiation

This is the core of our strategy, defining who we are and why
customers should choose BEANS.

Key Points of Differentiation (PoDs):

. Hyper-Local Authenticity as Our Signature: While competitors
import global trends, our core innovation will be championing and
elevating local Thai ingredients. Our Thai-Fusion series will be a unique
flavor identity that cannot be easily copied by global chains.

2. Food as an Equal Partner: We will not treat food as an afterthought.
Our gourmet savory menu is designed to be a primary reason for
customers to visit, positioning us as a leader in the "gastronomic café”
space and differentiating us from coffee-centric competitors.

3. Community-Crafted, Not Just Corporate Charity: Our purpose-
driven model is built on tangible, local partnerships with Thai artisans.
This creates a more authentic and transparent story of "giving back”
compared to anonymous corporate donations, building a deeply loyal
community.

4. The "Approachable Premium” Experience: We bridge the gap
between the mass market and intimidating high-end specialty cafes.
Our baristas will be welcoming guides, our pricing will be a justifiable
step-up, and our atmosphere will be premium yet comfortable. We
are the everyday upgrade.

9. Popular Flavors, Trending ingredients and
attributes, Package Size and Volume, Price Analysis,
and Affordability Analysis

9.1 Popular Flavors

The market shows a clear demand for both classic coffee profiles and
innovative, trend-driven flavors, particularly fruit fusions and matcha.

« Core Coffee Profile: The foundation of the market is built on high-
quality Arabica beans, which are preferred for their smooth,
chocolatey, and fruity notes. Classic beverages like lced Americano,

© Ocean Sky Network. All right reserved. 48| Page -é_‘(:)? Mandala Al

ssssssssssssssssssssssss



Coffee Shop Insights

Latte, and Cappuccino remain the high-volume workhorses of the
industry.

« Dominant Trend - Fruit Fusions: There is a strong and widespread
consumer appetite for beverages that blend coffee or tea with fruit
flavors.

o Market Leaders (e.g., Café Amazon): Utilize common, popular
fruits like Strawberry, Yuzu, Raspberry, Grape, and Melon to
create refreshing and trendy drinks.

o OurPosition (BEANS): We have successfully carved out a niche
with  unique, Thai-inspired fruit fusions like Longan
Americano and Plummy Espresso, as well as citrus-forward
notes (Orange, Lemon).

« Dominant Non-Coffee Trend - Matcha: This is the single most
significant non-coffee flavor trend. Every major competitor, from
mass-market to premium, has launched a premium Matcha product
with a compelling origin story (e.g, Café Amazon’s "Premium Yame
Matcha").

« Local Flavor Innovation: There is a proven appetite for uniquely Thai
flavor integrations, such as PunThai Coffee's "Toddy Palm Coffee,
which creates a distinct local identity.

Strategic Opportunity for BEANS: We must leverage our strength in
local flavor innovation. While the market is saturated with Matcha, our
opportunity is to pioneer the next wave of Thai botanical infusions. We
should develop a signature line using ingredients like Roselle (nsidu),
Lemongrass (a:1a3), or Pandan to create a unique and defensible flavor
profile that global chains cannot easily replicate.

9.2 Trending Ingredients and Attributes

Modern consumers purchase more than just a drink; they buy a story,
a feeling, and a set of benefits. A product's success is defined by its features.

« Health & Wellness: This is the most powerful undercurrent driving the
market.
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o Functional Benefits: The primary reason for daily consumption
is to "reduce drowsiness” and “increase concentration” for
work and study.

o Medical & Wellness Benefits: For consumers switching from
other beverages, the key motivators are coffee’s perceived
long-term health benefits, such as being rich in antioxidants,
aiding in detoxification, and preventing diseases. Offering
sugar-free or low-sugar options is now a market standard.

« Provenance & Storytelling: The origin of an ingredient is a critical
feature that justifies a premium price. Consumers are willing to pay
more for products with a clear and authentic story, whether it's the
specific region of Japanese Matcha (Yame) or the sustainable
sourcing of Thai coffee beans (Doi Tung).

« Textural Innovation: The "'mouthfeel” of a drink is a key differentiator.
Competitors are elevating their beverages by adding chewy jellies,
crunchy toppings (macarons), warabi mochi, and soft, fluffy foams,
turning a simple drink into a multi-sensory experience.

« Ethical & Social Value: Our "One Blend One Change" campaign proves
that a segment of consumers is motivated by purpose. The charity or
community support aspect is a core product feature that builds
immense brand loyalty.

Strategic Opportunity for BEANS: We must integrate these features
more explicitly. Our product development pipeline should focus on creating
drinks that are not only delicious but also functionally beneficial, texturally
innovative, and ethically sourced. Marketing communications must clearly
articulate these features to justify our premium positioning.

9.3 Package Size and Volume

The market strategy is not focused on upselling drink sizes but on
increasing transaction volume and leveraging merchandise.

+ Beverage Standard: Single-Serving: Consumption is consistently
measured in "cups,” indicating the market standard is single-serving
sizes for immediate consumption.

« Strategic Focus - Transaction Volume:The most common
promotions are designed to sell more cups per order. Café Amazon's
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"2nd cup 50% off” and our own "BEANS Triple Deal” are prime examples.
The goal is to increase the average basket size.

« Key Secondary Packaging - Merchandise: Tumblers are a major
product category, not just packaging. Market leaders offer a variety of
sizes, with 160z and 240z being the most common. A key advertised
feature is functionality, such as cold retention for over 6 hours.

« Opportunity - At-Home Consumption: The growing "drip coffee”
trend indicates a clear opportunity for retail formats like bags of whole
beans, drip bags, and bottled cold brew concentrate.

Strategic Opportunity for BEANS: Our focus on increasing transaction
volume through bundles is correct. The largest untapped opportunity is
to develop a signature merchandise line. This should include high-quality
160z and 240z tumblers with minimalist design and superior functionality,
creating a new, high-margin revenue stream.

9.4 Price Analysis

The Thai coffee market is clearly segmented into three distinct price
tiers, providing a clear roadmap for our positioning.

« Mass-Market Tier (40 - 75 THB): Anchored by chains like Café
Amazon. This tier competes on price, convenience, and volume.

« Mass-Premium [ Accessible Premium Tier (80 - 115 THB): This is the
most competitive and dynamic space. It includes premium offerings
from mass-market players (e.g., Café Amazon’s Yame Matcha at 80-
95 THB) and our own core specialty drinks (lced Americano at 95 THB,
Iced Latte at 105 THB). The consumer "sweet spot” for daily spending
falls within this range (61-100 THB).

« Premium Tier (120 - 170+ THB): Occupied by brands like Au Bon Pain
and The Coffee Academics, which often lead with a strong food
offering to justify the higher price point.

Crucially, the data shows that consumers value "price appropriate

with quality” (rated 4.7/5) far more than a low price alone (rated 3.6/5).

Strategic Opportunity for BEANS: Our current pricing places us
perfectly in the strategic sweet spot of the "Accessible Premium” tier. Our
key mission is to relentlessly defend this price point by communicating
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superior value. All marketing must reinforce the reasons behind our price:
specialty-grade beans, expert craftsmanship, unique local ingredients, and
the social impact of our brand.

10.5 Affordability Analysis

Affordability in this market is not about being the cheapest; it is about
creating a strong perception of value, especially for high-frequency
customers.

« Coffee as a Prioritized Expense: For a key demographic like students,
a daily coffee can represent 20-27% of their monthly income. This
indicates that daily coffee is a budgeted, non-negotiable expense,
making these consumers highly sensitive to value and rewards.

+ Mass-Market Affordability Tactic: Deep Discounts: Café Amazon
uses aggressive promotions like the " Baht deal” and frequent "50%
off" offers to drive trial and create an unbeatable perception of value
for the mass market.

« Premium Affordability Tactics:

o Value-Bundling: Au Bon Pain offers a free (lower-cost) coffee
with the purchase of a high-margin food item.

o Loyalty & Emotional Value: Our own strategy focuses on
channel-specific bundles (LINE MAN Triple Deal), gamified
loyalty rewards ("Missions"), and justifying our price through the
emotional value of our charity campaigns.

Strategic Opportunity for BEANS: We must avoid a direct price war.
Our affordability strategy must focus on rewarding loyalty and enhancing
perceived value.

1. Enhance the Loyalty Program: Make our "Missions” more engaging
and introduce tiered rewards to make loyal customers feel valued and
less price-sensitive.

2. Optimize Bundles: Create "Perfect Pair" bundles that combine a
signature drink with a food item at an attractive price, increasing
average check size while offering clear value.

3. Communicate "Value Beyond Price”: Continuously lead with our CSR
and collaboration stories. A purchase at BEANS is an investment in
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quality, community, and social good, making it an affordable luxury
worth paying for.

10. Popular marketing campaigns and Distribution
Channel

10.1 Popular Marketing Campaigns

Our analysis reveals two dominant and successful campaign models
in the Thai market. We must learn from both to create a hybrid strategy that
leverages our unique strengths.

Analysis of Market Campaign Strategies
The Thai market responds to two distinct campaign types:

« The "Mass-Market Hype" Model (Led by Café Amazon): This model is
ruthlessly effective at driving short-term sales and acquiring new
customers at scale. Its key components are:

o Aggressive Price Promotions: The single most effective tactic
observed is deep, direct discounting. Café Amazon’s 1 THB deal
with LINE MAN and frequent "2nd cup 50% off" offers prove that
the mass-market is extremely price-sensitive and promotion-
driven.

o Influencer-Led Trend Adoption: Market leaders create massive
hype by identifying and amplifying trends. Café Amazon’s
"Premium Yame Matcha" campaign, using a popular influencer
to create a viral catchphrase and building a story around the
product's premium origin, demonstrates the market's hunger for
new, well-marketed trends, especially in non-coffee categories.

« The "Brand-Building Experience” Model (Our Current Strategy): This
model is effective at building a smaller, but more loyal and
emotionally connected community. Our key strengths are:

o Experiential Collaborations: Our "WanderDOG" art event
transformed our store into a cultural destination, generating our
highest engagement and reinforcing our brand as a lifestyle
hub.
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o Purpose-Driven Narratives: Our "One Blend One
Change” campaign is our most powerful differentiator. It allows
customers to buy into a cause, creating a level of brand loyalty
that price promotions cannot replicate.

Strategic Recommendations for BEANS Coffee Shop Campaigns

We must not abandon our successful brand-building model. Instead,
we will integrate the tactical elements of mass-market leaders to broaden
our appeal and increase purchase frequency without devaluing our brand.

Recommendation 1.1: Evolve from "Niche Collaborations” to
"Inclusive Cultural Moments”

Our partnerships with artists are excellent but can be perceived as
exclusive. To grow, we must make our experiences more accessible and
consistent.

« Action: Partner with a wider range of local creators, including micro-
influencers in the food, design, and lifestyle spaces. Co-create a
monthly “Creator’'s Choice” drink or menu item. This adopts the
successful influencer strategy of Café Amazon but in a way that feels
authentic to our brand, generating consistent buzz and reaching new,
relevant audiences.

Recommendation 1.2: Implement “Smart-Value” Promotions, Not
Deep Discounts

We must offer compelling value without resorting to price wars. The
psychology of getting a good deal is powerful and can be leveraged
intelligently.

« Action:

o Introduce Curated Bundles: Instead of a simple "Triple Deal,’
create thematic "Perfect Pairing” sets (e.g., our unique Longan
Americano with a specially created pastry for an attractive
combo price). This frames the value around a premium
experience, not just a discount.

o Enhance Gamified Loyalty: Our "Missions" are a strong asset.
We will expand this by creating tiered rewards. For example:
"Complete the ‘Fruit Fusion mission by trying all three seasonal
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drinks and unlock a 50% discount on your next food item." This
encourages product trial and repeat visits in a more engaging
way than a simple stamp card.

Recommendation 1.3: Pioneer the Next Product Trend, Don't Follow
the Crowd

The data clearly shows the market is currently saturated with a
"Matcha War." Our strength is innovation (e.g., "Plummy Espresso,” "Longan
Americano”). We must lead from the front.

« Action: Launch a major campaign around a unique, ownable product
category. Based on our analysis, a "Signature Thai Botanicals” line—
featuring coffee and non-coffee drinks infused with authentic local
ingredients like roselle, lemongrass, or butterfly pea—would be a
powerful differentiator that is ‘Instagrammable,” authentic, and
difficult for global chains to replicate.

10.2 Distribution Channel

Our current distribution strategy is precise and targeted. However, the
market leaders demonstrate the power of a fully integrated omnichannel
presence. We must scale our channels with the same strategic mindset.

Analysis of Market Distribution Channels

The market operates on a multi-channel model where physical and
digital presence are deeply intertwined:

« The Mass-Market "Be Everywhere” Model (Led by Café Amazon):

o Physical: Ubiquitous presence, especially via the strategic
synergy with PTT Stations.

o Delivery: Deep integration with market-leading apps like LINE
MAN and GrabFood, which are used as primary marketing and
sales channels.

o E-commerce: Dedicated stores on Shopee[Lazada for high-
margin merchandise.
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o Retail (FMCG): Ready-to-Drink (RTD) products in channels
like 7-Eleven to maximize brand visibility and capture impulse
purchases.

« Our"Precision Placement” Model:

o Physical: Targeted branches in high-value micro-markets
(hospitals, luxury malls, office buildings).

o Delivery: A foundational partnership with LINE MAN.

o Direct-to-Consumer (D2C): A nascent channel for selling
coffee beans via LINE ID.

o Business-to-Business (B2B): Our OEM roasting service, a key
and powerful strength.

Strategic Recommendations for BEANS Coffee Shop Channels

Our goal is to expand our reach and convenience without the massive
capital outlay of a market giant. This requires optimizing our existing
channels and exploring capital-efficient growth models.

Recommendation 2.1: Formalize and Scale Our D2C and B2B
Channels

These are our highest-margin and most loyal channels, representing
significant untapped growth.

« Action (D2C): Transition from selling beans via LINE ID to a
professional e-commerce presence on Shopee Mall or our own
website. This will allow us to sell not only our "Cause-Driven Blends" but
also branded merchandise and at-home brewing kits, directly
tapping into the growing "home barista” trend.

« Action (B2B): Launch a dedicated marketing effort for our "Your Brand,
Your Taste, Our Roast” service. Position BEANS as a coffee authority and
a strategic partner for high-quality cafes, restaurants, and corporate
offices. This provides a stable, non-retail revenue stream and builds
our industry reputation.
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Recommendation 2.2: Adopt a “Flagship & Pop-Up” Physical
Expansion Model

To expand our physical footprint efficiently and with lower risk, we
must be agile.

« Action: Before committing to a high-rent, long-term lease in a new
areqa, use 3-6 month pop-upsin target locations (e.g, thriving
residential neighborhoods like Ari, creative districts) to validate
customer demand and operational feasibility. This is a capital-
efficient way to test new markets and address the geographic gap in
our current city-center focus.

Recommendation 2.3: Deepen and Diversify Digital Delivery

A presence on LINE MAN is mandatory, but delivery platforms are
powerful marketing tools.

« Action:

o Deepen our partnership with LINE MAN by creating exclusive,
online-only menu items or bundles to drive traffic specifically
through that channel.

o Strategically expand to GrabFood. This will give us access to a
different segment of the delivery market. We can launch with a
platform-exclusive promotion to make an immediate impact
and capture new users.

Recommendation 2.4: Explore "Shop-in-Shop” Strategic
Partnerships

To expand our physical footprint efficiently, we can partner with
complementary brands that share our target demographic.

o Action: Pursue partnerships to open a BEANS coffee bar inside
businesses such as high-end bookstores, co-working spaces, or
boutique lifestyle hotels. This strategy provides access to an
established customer base while reinforcing our premium brand
identity at a fraction of the cost of a standalone store.
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11. Brand and Customer Persona

11.1 BEANS Coffee

1) Brand Persona: The "Conscious Artisan”

« Identity: BEANS positions itself as a "Specialty Coffee Roaster” that is
deeply rooted in the craft of coffee, culture, and community. Its
persona is authentic, sophisticated, and purpose-driven.

« Core Attributes:

o Artisanal & Quality-Obsessed: The brand communicates a
commitment to craft through phrases like "faifeuan” (Hands soiled
with earth) and by highlighting the origin of its beans (e.g., "Doi
Tung beans"). Its B2B roasting service ("Your Brand, Your Taste,
Our Roast") further establishes it as an industry authority.

o Culturally Engaged: BEANS uses its physical stores as cultural
hubs, hosting events like the "WanderDOG" art exhibition. This
transforms the café from a transactional space into an
experiential destination.

o Purpose-Driven: The "'One Blend One Change’ campaign,
where 100% of revenue from a special blend is donated to
charity, is a core pillar of its identity. It is a brand that cares and
invites its customers to be part of a positive impact.

2) Customer Persona: The "Modern Urbanite with a Conscience”

« Demographics: Aged 25-45, living or working in central Bangkok with
a middle to upper-middle-class income. They are digitally savvy,
active on Instagram, and frequent users of delivery platforms like LINE
MAN.

« Psychographics: This customer defines "value’ by more than just
price. They are willing to pay a premium for high quality, authentic
brand stories, and unique experiences. Their purchasing decisions are
heavily influenced by a brand's social and ethical values. They are
drawn to the cultural capital associated with art and community
events, seeing their choice of coffee shop as a reflection of their own
identity.
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3) Top-selling SKUs (Inferred from Promotional Focus)
BEANS employs a tiered product strategy to meet different consumer needs:

1. High-Volume Staples (The Workhorses): Iced Americano & Iced
Latte. These are the focus of volume-driving promotions like the
"BEANS Triple Deal” on LINE MAN. They are the everyday, high-frequency
drinks that attract the office and delivery crowds.

2. Innovative Signature Products (The Differentiators): Longan
Americano. This unique, Thai-inspired creation is promoted with its
own gamified loyalty mission. Its purpose is to create a memorable,
unique-to-BEANS flavor experience that encourages repeat visits and
builds brand distinction.

3. High-Impact Hero Products (The Brand Builders): The "One Blend
One Change" Coffee Beans (e.g, "My Foolish Heart Blend"). These
limited-time products are narratives in a bag. While not the highest in
pure volume, they generate the most brand equity, social media
engagement, and emotional connection with the customer base.

11.2 Café Amazon

1) Brand Persona: The "Accessible Friend"”

« Identity: Café Amazon is "'The Green Oasis'—a convenient, reliable,
and unpretentious stop for the masses. Its persona is friendly,
energetic, and overwhelmingly focused on providing value and
accessibility.

« Core Attributes:

o Value-Driven & Promotion-Heavy: The brand’s core message
is about getting a great deal. Its most successful campaigns are
built on aggressive promotions like the " Baht deal’ and
recurring "2nd cup 50% off."

o Ubiquitous & Reliable: By leveraging its vast network of stores,
especially within PTT gas stations, Café Amazon is the go-to
option for the mass market, available "at all branches
nationwide.”

o Aspirational Mass Market: While rooted in value, the brand is
actively “premiumizing” to capture more spending. The

© Ocean Sky Network. All right reserved. 59| Page @ Mandala Al.

ssssssssssssssssssssssss



Coffee Shop Insights

campaign for "Premium Yame Matcha,” complete with an origin
story and influencer endorsements, shows a clear strategy to
introduce trendy, higher-margin products to its large customer
base.

2) Customer Persona: The "Everyday Consumer & Value Seeker”

« Demographics: A broad audience of students, office workers, drivers,
and families across Thailand. Their age skews towards Millennials and
Gen Z, who respond to trendy slang (“is") and influencer marketing.

« Psychographics: Highly price-sensitive and promotion-driven. They
actively seek deals through delivery apps and loyalty programs. While
not coffee connoisseurs, they are trend-followers, willing to try new,
heavily marketed products that offer a taste of premium quality at an
affordable price.

3) Top-selling SKUs (Inferred from Promotional Focus)

Café Amazon's top sellers are a mix of trendy hero products and high-
volume, promotion-driven staples.

1. Premium Yame Matcha Series: The undisputed hero product line. It is
the focus of a massive, multi-platform campaign with influencer
backing, generating extremely high engagement and proving the
market's appetite for premium non-coffee options.

2. Iced Espresso (Espresso Yen): The classic, signature drink tailored
perfectly to the Thai mass-market palate (strong, sweet, milky). It is a
high-volume staple.

3. Core Coffee & Tea Menu: These are the workhorses subject to the
most aggressive promotions (1 Baht deals, 50% off), indicating they
are the foundation of daily sales volume.

4. Branded Merchandise (Tumblers): Café Amazon treats its tumbler
collections as a key product category, driving significant revenue and
reinforcing brand loyalty through collectibility.

11.3 Starbucks Thailand

1) Brand Persona: The "Global Lifestyle Icon”

« Identity: Starbucks is "The Third Place’—a reliable, aspirational space
between home and work. It sells a globally recognized, premium

© Ocean Sky Network. All right reserved. 60 | Page @ Mandala Al.

ssssssssssssssssssssssss



Coffee Shop Insights

brand experience that promises consistency, quality, and a sense of
community.

« Core Attributes:

o Premium & Consistent: The brand projects a global standard.
Communication is polished and often uses English, reinforcing
its international status and the promise of a reliable experience
anywhere in the world.

o Merchandise-Driven Collector’'s Brand: A significant part of its
marketing is dedicated to creating desire for collectible
merchandise. The "Sakura” and city-specific "Discovery Series”
collections are positioned as limited-edition, "'must-have” items.

o Innovator of Indulgence: Starbucks is a destination for a treat.
It focuses on launching complex, multi-ingredient, and often
sweet seasonal beverages that create hype and drive repeat
visits.

2) Customer Persona: The "Brand Loyalist”

« Demographics: Urban professionals, students, and tourists (aged 28-
45) who are familiar with and trust the global brand. They have
middle-to-upper income and work in urban centers.

« Psychographics: This customer is loyal to the brand itself, often
participating actively in the Starbucks® Rewards program. They see
the brand as a part of their identity and an "affordable luxury.” For
them, the comfortable environment (with Wi-Fi), consistent product,
and social status are as important as the drink.

3) Top-selling SKUs (Inferred from Sales Data & Promotional Focus)

Starbucks balances reliable classics with excitement-driving
seasonal items.

1. Iced Caffé Latte [ Iced Americano: The workhorses of the menu. These
are the classic, reliable choices for the daily coffee drinker who values
consistency.

2. Seasonal Promotional Drinks: These are major revenue drivers (e.g.,
"Iced Strawberry Crunch Pure Matcha Latte"). Starbucks' strategy
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revolves around a continuous cycle of new, elaborate limited-time
offers that create buzz and a sense of urgency.

3. Java Chip Frappuccino®: Represents the indulgent, treat-focused
side of the business, highly popular with younger demographics and
as an afternoon reward.

4. Merchandise (Tumblers, Mugs, etc.): Merchandise is a co-star with
beverages. The seasonal and location-specific collections are key
traffic drivers and a significant source of revenue.

11.4 Au Bon Pain (Thailand)

1) Brand Persona: The “"Premium Bakery-Café"

« Identity: Au Bon Pain is a sophisticated, food-first destination. Its
persona is trendy, health-conscious, and positions beverages as a
complement to a premium meal experience.

« Core Attributes:

o Food-First Destination: Marketing heavily = emphasizes
premium food items like artisanal Focaccia, Brioche Feuilletée,
and healthy Salad Rolls.

o Trendy & Sophisticated: The brand is an adept follower of
global food trends, introducing items like the "Coconut Cloud
Matcha" and the viral "Dubai Chewy" cookie to the Thai market.

o Health-Conscious Option: It is the only brand in this analysis
that explicitly targets the health-conscious consumer with a
dedicated "Healthy Menu" and clear calorie information.

2) Customer Persona: The “Urban Foodie"

« Demographics: Urban professionals and office workers looking for a
quality lunch or a casual meeting spot.

« Psychographics: They are less price-sensitive and willing to pay a
premium for high-quality ingredients and a complete meal
experience. This customer includes a health-minded segment that
prioritizes nutrition and an ‘Instagram-savvy’ segment attracted to
visually appealing food and drinks.
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3) Top-selling SKUs (Inferred from Promotional Focus)
The hero products are clearly food-led.

1. Focaccia (Allvariants): This is a signature product used to drive sales.
Promotions often bundle a high-margin Focaccia with a free coffee,
indicating it is the hero product.

2. Coconut Cloud Matcha: The brand's premium, visually distinct entry
into the competitive matcha trend, designed to attract trend-seeking
customers with its "Instagrammable” appearance.

3. JustRollIt! (Salad Rolls): This product line directly targets the health-
conscious lunch crowd and represents a strategic effort to own the
"healthy fast-casual” niche.

1.5 The Coffee Academics Thailand

1) Brand Persona: The "Ultra-Premium Connoisseur”

« Identity: This brand operates at the highest end of the market,
cultivating an air of exclusivity and sophistication. Its persona is that
of a refined expert in the world of specialty coffee and elevated dining.

« Core Attributes:

o Exclusive & Sophisticated: Communication is minimalist and
often in English ("Where craft meets calm.”). Locations in high-
end malls reinforce its premium status.

o Brunch & Dining Destination: The marketing focus is almost
entirely on its elevated brunch menu, positioning it as a
weekend dining destination rather than a quick coffee stop.

o Experience-Focused: The brand sells a lifestyle experience.
Promotions are not discounts but events like "Free Flow Friday"
(a wine night), reinforcing its status as a premium social hub.

2) Customer Persona: The "Affluent Connoisseur”

« Demographics: Affluent professionals, business owners, and
expatriates with high disposable income.

« Psychographics: This customer values quality, craft, and ambiance
above all else. They are discerning "foodies” and serious coffee
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enthusiasts who understand and seek out the "Specialty Coffee’
experience and are willing to pay a super-premium price for it.

3) Top-selling SKUs (Inferred from Promotional Focus)
The brand sells an experience, anchored by specific hero categories.

1. Brunch Menu (Specifically Eggs Benedict): The data repeatedly
highlights brunch offerings, with Eggs Benedict variations presented
as the signature dishes that define the brand's culinary identity.

2. Specialty Coffee (as a Category):The brand promotes
the category of "Specialty Coffee" rather than one specific drink. The
quality of the coffee craft itself is the selling point, trusting that its
target customer already understands and appreciates it.

12. Consumer (Buyer) Geographics and Demographics

12.1 Geographic and Demographic Analysis of Consumers (Buyers)

This section outlines the "who" and "where" of the modern coffee shop
consumer in Thailand, based on the provided data.

Region and City

o Urban-Centric Market: The modern coffee shop market is
overwhelmingly concentrated in urban areas. Bangkok is the
epicenter, accounting for 32.67% of all registered coffee businesses,
followed by the Central (22.12%) and Northern (12.48%) regions. This
identifies major cities as the primary competitive battlegrounds.

o Production vs. Consumption Hubs: While coffee production is
concentrated in the North (Arabica) and South (Robusta), the
major consumption hubs are urban centers. The case study on Hat
Yai demonstrates that significant regional cities with large student or
professional populations are viable and important secondary
markets.

Ethnicity

o The primary consumer base is Thai. The provided data does not
contain further detailed breakdowns by ethnicity.
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Gender

« In the key young, educated demographic (university
students), females are the majority of consumers at 57.8%. While this
data is specific to one cohort, it strongly suggests that our marketing,
product aesthetics, and store design should be highly appealing to
female consumers to capture this influential group.

Age Generation and Persona

The data provides a clear and actionable segmentation of the market
by generation, which should form the core of our targeting strategy.

« Persona 1: The Functionalist (Gen X)

o Profile: Drinks coffee primarily for energy to manage the
workday. They value convenience and a good quality-to-price
ratio.

o Preferences: Open to fresh coffee like Americano but also uses
pods/instant coffee.

o Strategic Relevance: This is a large, transitional group. They are
a secondary target who can be attracted with a clear value
proposition: a demonstrably higher-quality coffee than
convenience store offerings at a justifiable price.

. Persona 2: The Lifestyle Seeker (Gen Y [ Millennials)

o Profile: Views coffee as a central part of their lifestyle and social
identity. The café experience—design, atmosphere, brand
story—is as crucial as the drink itself. They are explorers, eager
to try new menus and share their experiences on social media.

o Preferences: Lattes, Cold Brew, and unique "signature” menus.
They are drawn to aesthetically pleasing cafes.

o Strategic Relevance: This is a primary target group for BEANS.
They are the engine of the "Specialty Coffee" trend (growing at
15% annually) and are willing to pay a premium for quality and
a unique experience. Our brand story and the
"Instagrammability” of our shops and products are key
purchasing factors for them.
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« Persona 3: The Trend Follower (Gen Z)

o Profile: Drinks coffee as a social trend or fashion statement.
They are digitally native and highly influenced by social media,
especially TikTok and online reviews.

o Preferences: Prefers visually appealing, often milk-based or
"‘fancy” coffee drinks like Dirty coffee. They are uniquely receptive
to brand messaging around sustainability and “zero waste”
initiatives.

o Strategic Relevance: This is the emerging primary target
group. To capture them, we need a strong digital presence,
trend-aware menu innovation, and a genuine, Vvisible
commitment to sustainability. The Hat Yai student study, with its
21-23 year-old demographic, perfectly reflects this persona’s
need for a functional space (for studying) combined with a
social, trend-aware environment.

Lifestyle, Interests, Preferences, and Attitudes

« Lifestyle: Consumers see coffee shops as a "Third Place”"—a multi-
purpose hub for studying, working, socializing, and meeting. The
physical environment and its facilities are a core part of the product.

« Interests: There is a growing interest in the craft and origin of coffee.
The rise of the "Specialty Coffee” segment shows consumers are
becoming more knowledgeable about bean types, processing, and
brewing methods.

» Preferences: Consumers are shifting preference from instant coffee
to higher-quality fresh coffee. They value a variety of coffee types on
the menu and are open to novel flavor combinations, particularly
those using natural ingredients like fruit juices (orange, honey, lime).

o Attitudes: The consumer attitude is best described as "Value-

Conscious, Not Price-Driven.” The single most important factor in
their decision-making is "price appropriate with quality” (rated
4.7[5). They are willing to pay more, but the brand must justify the
price through a superior product and experience.
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12.2 Psychology of Consumers (Buyers)

This section analyzes the "why" behind consumer behavior, providing
the critical insights needed to craft effective marketing and product
strategies.

Perceived Pain Points

. Drowsiness & Lack of Energy: This is the most fundamental and
universally cited pain point. 45% of students drink coffee primarily to
reduce drowsiness. This positions coffee as a functional tool for
productivity.

2. High Prices & Feeling Overcharged: Thai coffee is "more expensive
than it should be" due to a 90% import tariff. This creates a significant
pain point where consumers are highly sensitive to the value they
receive for their money.

3. Lack of a Functional "Third Place”: Students and remote workers lack
suitable spaces outside of home and the office. The data reveals
that "providing facilities to study” is the most important promotional
factor, indicating a clear pain point of not having a comfortable and
functional place to work or focus.

4. Urban Stress: A notable 20.1% of students drink coffee to reduce stress,
positioning the coffee shop as a place of refuge, relaxation, and
escape.

Expected Benefits, Demands, and Needs

« Functional Need: The baseline demand is for a beverage that delivers
on its functional promise: to make them feel refreshed, energetic,
and focused.

« Experiential Demand: Gen Y and Z demand a holistic experience. This
includes a pleasant atmosphere, unique store design, excellent
service, and an authentic brand story. The "vibe" is non-negotiable.

¢ Quality Demand: Consumers are more knowledgeable and demand
higher quality. This translates to a need for high-quality beans, skilled
baristas, and a diverse, interesting menu.

« Value Need: Given the high prices, consumers need to feel they are
getting excellent value for their money. This is achieved when the
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quality of the product, the functionality of the space, and the overall
experience justify the price tag.

Purchase Intention & How They Evaluate New Value

« Driver of Intention: The core driver of purchase intention is shifting
from "what is cheapest?” to "what offers the best quality and
experience for the price?” The 15% annual growth of the Specialty
Coffee market confirms a clear intention to trade up.

« Evaluation of New Value: Consumers evaluate a new coffee shop or
product based on its ability to differentiate and tell a compelling story.
New value is assessed through:

1. Storytelling: A unique identity built around the origin of the
beans (e.g, single-origin Thai beans), the expertise of the
baristas, or a strong brand mission is highly valued.

2. Social Proof: Recommendations from friends and positive
online reviews, especially for Gen Y and Z, are critical in the
evaluation process.

3. Tangible Quality Cues: Consumers judge value based on the
quality of the beans, the taste of the final product, and the
comfort and functionality of the physical space.

Health Concerns

« Health as a Primary Motivator: The health and wellness mega-trend
is a definitive driver. The perception that fresh coffee is healthier than
instant coffee is a key reason for the market shift.

« Acquisition through Health Messaging: For non-coffee drinkers (e.g,,
tea drinkers), the most powerful motivators to switch are coffee's
long-term medical benefits (e.g, preventing diseases) and its
properties as an antioxidant for detoxification.

« Demand for "Healthier” Options: The government's sugar tax and
general health awareness are driving strong demand for low-sugar
or sugar-free alternatives. This should be considered a standard
requirement for any modern coffee shop menu.

« Sustainability as a Health Signal: For the emerging Gen Z consumer,
a brand's commitment to sustainability and "zero waste” is linked to its
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overall health and trustworthiness. A brand that cares for the planet is
perceived as one that cares for its customers.
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