










8.3 Business Models 

Main Business Model: 

Manufacturer model selling to retailers: The core of the business. Selling to wholesalers 
and retailers (e.g., Tesco, Spar etc…) who then sell to consumers. 

DTC or D2C (Direct-to-Consumer): Selling directly to customers via the website. This is a 
complementary model to drive loyalty and data rather than just volume. 

Other Revenue Streams: 

Subscriptions: Recurring revenue through the website (using tools like Recharge), allowing 
customers to get automatic deliveries. 

 

Value Proposition (What value do they deliver?): 

Healthier Alternative: A low-calorie, low-sugar alternative to "sugar-laden" drinks. 

Functional Benefits: Drinks containing vitamins, tea, and juice. 

 

8.6 & 9.5 Technology as a Driver of Change & Market Research 

Driver of Change (How they operate): 

"Insights Engine": They use the digital channel not just for sales, but to learn about 
customers. 

Tech Stack: They use an "intentionally lean" stack including Shopify (scalable platform), 
Klaviyo (email marketing), and Recharge (subscriptions) to automate relationships. 

Impact on Market Research (Examples): 

Testing Ground: Using the online store to test new flavors and formats before pitching them 
to big retailers. 

Feedback Loop: Tracking top-selling bundle combinations and subscription habits to see 
what "loyal" customers actually want. 

Direct Connection: Bypassing retailers to get direct customer feedback on pricing and 
preferences. 

  



9.8 STEEPLE Analysis (External Environment) 

Social: Growing consumer demand for health/wellness products. Shift away from high-sugar 
soft drinks. 

Technological: Rise of e-commerce platforms (Shopify) allowing brands to sell globally from 
Dublin. Use of data analytics to track customer behaviour. 

Economic: Managing currency fluctuations (Euro vs. Sterling) when selling in the UK. Cost of 
logistics (shipping heavy liquid products individually vs. bulk). 

Environmental: Optimizing pack sizes to balance value with delivery weight (reducing 
carbon footprint of shipping air/excess packaging). 

Political: Brexit Implications: The need for separate websites to handle different territories. 

Legal: Compliance with "duties" and "tax rules" which required them to set up a dedicated 
UK store rather than using one global site. 

Challenge: Plastic packaging / carbon footprint that is less aligned to the healthy/better 
option. 

 

11.3 & 11.4 Business Expansion 

Adaptation to UK Market: 

Localisation Strategy: Instead of one site for all, they created a specific UK site. 

Frictionless Experience: Showing prices in Sterling (not Euro) and handling duties/taxes in 
the background so the customer doesn't face surprise fees. 

Logistics Partners: Partnering with UK fulfillment providers experienced in handling "heavy, 
fragile goods" to avoid breakage. 

Role of Technology in Expansion: 

Scalability: Shopify allows them to clone their store for new regions/currencies (Ireland vs 
UK) easily. 

Retention: Using subscription technology to lock in customers in the new market, turning 
one-time buyers into repeat habit buyers. 

           


