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[bookmark: _Toc223435816]1.) Business concept

I chose this business idea because, in recent years, I have seen more people suffering from obesity in the UK (Stiebahl, 2025), and because I like to cook as healthily as possible for myself and my family. My plan is to be as useful as possible to those around me and to help them lead healthier lives and learn to put health first.
Green Spoon is a healthy breakfast café concept set to open in Crewe, UK. It specialises in nutrient-rich, ingredient-based breakfasts for customers looking for a superior alternative to the usual full English breakfast. The company is responding to a clear trend in consumer behaviour: people are looking for ‘better for you’ breakfast options that are satisfying, convenient and tasty, without being as heavy as traditional breakfast options.

A few adaptable staples – oats, whole milk, chia seeds, mixed seeds, salmon, avocado, tomato, cucumber and wholemeal lentil bread – form the basis of the concept. These ingredients are used in a variety of products to reduce waste, streamline training and increase brand recognition. To attract both regular customers (weekday mornings) and higher-value events (weekend brunch traffic), the operational model integrates dine-in, takeout, and click-and-pickup delivery options.
[bookmark: _Toc223435817]Summary of primary goods and services

The Green Spoon won't be able to compete with a very large menu. Rather, it will provide a carefully controlled group of product families:
· Warm porridge and overnight oats are examples of oat-based breakfasts that use mixes of whole milk, chia, and seeds to improve texture and fullness.
· Spoon able breakfast pots with chia and seeds are marketed as a handy, transportable choice.
· Delicious "green" breakfasts (avocado and fresh veggies on lentil wholegrain bread) are made for patrons who want a morning meal with less sugar.
· Upgrades to premium protein, such as salmon as a hero item or add-on, can raise average order value and perceived value.
· Speciality coffee and tea together with a small selection of lower-sugar choices are beverages that fit the health concept.
· “Clean” options without refined sugar: Each product is prepared with nutritious fats (such as avocado, seeds, nuts, high-quality whole dairy, and olive oil, when appropriate), and refined sugar is avoided by using only organic honey (in moderation) for sweetness.
[bookmark: _Toc223435818]The goals

· Time-limited (0–12 months)
Establish an organised training program with weekly refresher courses and signed SOP checklists over the first year to make sure all team members adhere to the same food safety regulations, cleanliness practices, and allergen checks. Use Google Posts, short-form videos, and review prompts at checkout to start targeted local marketing within a Crewe postcode radius and turn visitors into loyal customers. To foster trust, implement a straightforward loyalty program (digital stamp card), seasonal menu changes, and unambiguous nutrition and allergy labels. Monitor key performance indicators (KPIs) like average rating, waste, ticket time, and portion correctness. Then, maintain speed during peak hours by optimising prep and staffing levels.
· Extended (1-3+ years)
Create a well-known Crewe brand for "a truly satisfying, healthy breakfast" by providing a clean, contemporary environment, significant local awareness through social media and Google reviews, and consistent quality. Deliveries of breakfast to the workplace, catering platters for meetings and parties, and seasonal bowls with a limited shelf life can all boost sales. Formalise scalable mechanisms, such as SOPs, recipe cards, portion limits, and systematic staff training, once demand and margins have been established. This will enable the model to be consistently repeated across many sites.


[bookmark: _Toc223435819]USP, or unique selling point

"A wholesome breakfast led by components that are premium, satisfying, and reliable." Is The Green Spoon's USP. It sets itself apart with identifiable, high-value ingredients (e.g., smoked salmon, eggs cooked with minimal oil, lentil/wholegrain bread, avocado, spinach) rather than greasy, low-quality breakfast norms. To preserve speed, freshness, and quality during peak hours, the menu is purposefully limited, with fewer SKUs, fewer choice points, and repetitive recipes.
Portion control, standardised preparation, and batch planning are used to engineer consistency so that clients know exactly what they will receive each time. Instead of being presented as "light," health is positioned as satisfying—high-protein, high-fibre, and balanced—removing the usual trade-off between "filling" and "healthy." Clear ingredient origin, obvious hygiene, and transparent allergen procedures all contribute to the development of trust. Strong visuals, review-driven social evidence, and high-end packaging are all components of a contemporary brand experience that promote quality, higher perceived value, and repeat business.
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[bookmark: _Toc223435821]2.1) Analysis of competitors-direct, indirect, and future
The Green Spoon will compete in the fiercely competitive UK café and food-to-go industry, where consumers can quickly switch between breakfast providers based on perceived value, price, speed, and convenience. Therefore, competitor analysis is crucial to elucidating how The Green Spoon will stand out and defend its position.

[bookmark: _Toc223435822]Direct competitors
Businesses that sell breakfast and café-style products in the same market are considered direct rivals. Greggs is a prime example; it offers hot drinks and breakfast products that are easily accessible at low prices, supported by a well-known brand and popular locations (Tolley, 2025). There is also direct competition from nearby cafés that offer conventional breakfasts and target similar morning customers. Therefore, The Green Spoon needs to differentiate itself through a distinct healthy breakfast offering, an attractive design and a reliable product experience.
[bookmark: _Toc223435823]Indirect competitors
Indirect competitors are organisations that cater to similar consumer needs (e.g., quick, easy food) but do not belong to the same product category. Fast-food vendors and other businesses (such as McDonald's, Full Bellies, M&S, Tesco, and many others) may serve as substitutes in this scenario, particularly for clients with limited time who value speed and convenience. Given this indirect competition, which increases price sensitivity, The Green Spoon must communicate value through satiety, ingredient quality, and brand trust rather than competing solely on price (M&S, 2026).

[bookmark: _Toc223435824]Future competitors	
Future rivals include new stores that may open in Crewe, such as additional cafés or health-focused concepts that could replicate some of The Green Spoon's offerings. The Green Spoon should establish a competitive edge through brand loyalty, robust local SEO, consistent evaluations, and operational excellence (speed, cleanliness, and dependability) because small cafés have relatively low entry barriers.

[bookmark: _Toc223435825]2.2) PESTEL Analysis 
· Political factors
The company is subject to local government regulation (food establishment registration, inspection standards, and compliance culture). Even while they might not be obvious daily, political considerations can affect operating expenses, compliance needs, and the regulatory environment. In conclusion, this factor is a disadvantage for my future business. (GOV-UK, 2020).

· Economic factors
The state of the economy directly affects consumer spending on non-essential items and café demand. Tax rates, inflation, and interest rates are major factors that can reduce discretionary income and increase the business's cost base (utilities, ingredients, and borrowing costs). In fact, The Green Spoon must use differentiated pricing and cost control to strike a good balance, and it is also a disadvantage for the company (Brithis Business Bank, 2026).

· Environmental factors
Environmental factors include how much energy the café uses, especially for lighting, cooking, refrigeration, and hot water (Les , 2025). Controlling energy use is a top goal for cost control and a growing consumer expectation. The Green Spoon can react by making effective equipment selections, enforcing strict operational protocols (such as switching-off processes), and reducing waste through more accurate forecasting and ingredient sharing among products. In conclusion, this factor is an opportunity for The Green Spoon.

· Social factors
Increasingly, customers are using online social proof - such as reviews, images and recommendations from peers - to evaluate cafes. The demand for breakfast options that emphasise balanced nutrition and premium ingredients is also driven by health-conscious behaviour, especially among consumers who establish daily routines (repeat purchases). In conclusion, this factor is very beneficial for my future business.

· Technological factors
The first tests will be driven by digital discovery using Google Maps and reviews, as well as short-form content on Instagram and TikTok. Loyalty requests, click-and-collect, and easy online ordering are key to turning initial attention into repeat business. To maintain profits, POS analytics improve control by monitoring top products, peak flow, waste, and workforce scheduling. This is a huge opportunity for The Green Spoon, as technology is our future.

· Legal factors
Legal obligations include food hygiene systems, safe preparation and storage, cleaning programmes, employee training, and product safety and health and safety at work  (GOV-UK, 2026). Particularly for a health-focused business, compliance reduces operational risk and builds consumer confidence. Strict compliance with the legislation is therefore necessary for both reputational and defensive reasons and may also be detrimental to my future business.

[bookmark: _Toc223435826]2.3) SOWT Analyses 
· Strengths 
The Green Spoon's mission-led positioning, which tries to assist and encourage people to eat healthier, is one of its main advantages. This is pertinent in a market where obesity and diet-related issues are generally acknowledged. For marketing and community involvement, this produces a clear story. The brand name "The Green Spoon," which is memorable, health-related, and aesthetically appropriate for contemporary café branding and online discovery, and the location (assuming a suitable site in Crewe) are further assets.

· Opportunities 
By presenting a nutritious breakfast as a desirable daily habit rather than a speciality item, there is a significant chance to increase demand. Through loyalty programs, local collaborations (such businesses and gyms), and simple formats like pre-made oats or chia pots for takeaway and click-and-collect, The Green Spoon can encourage repeat purchases if the concept is implemented consistently.


· Weaknesses 
Limited trading hours, such as opening just from 8:00 am to 1:00 pm, are a major early-stage problem that limits daily income potential and increases reliance on strong morning throughput. The firm must ensure sufficient volume during that window (or progressively expand hours) to maintain profitability and staff utilisation, even though the breakfast-first model is strategic.

· Threats 
One of the biggest threats is consumer preference inertia. The company may need to convince customers that a nutritious meal might be more advantageous than a conventional English breakfast while still being pleasurable. This is not only a pricing problem, but also a behavioural barrier. Additionally, reputational risk is increased by fierce competition from well-known brands and cafés; poor service or inconsistent quality can quickly result in bad reviews and fewer customers.
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[bookmark: _Toc223435828]3.1) Market Segmentation
[bookmark: _Toc223435829]Segmentation 
Using behavioural, psychographic, geographic, and demographic parameters, The Green Spoon will divide up the local breakfast market. All age groups can benefit from the deal, including working individuals, senior citizens, and students. Psychologically speaking, the café caters to clients who value accessible, healthy food and are health-motivated (such as gym-goers) and who follow regimented routines (such as employees of businesses). Customers who actively pursue a healthy lifestyle and consistently eat breakfast are given precedence in terms of behaviour, with Crewe as the initial geographic emphasis.

[bookmark: _Toc223435830]Segments to target
1.) Health-conscious, casual consumers who are intrigued by ingredients and exercise.
Psychologically, this group comprises clients who appreciate ingredient transparency and "cleaner" breakfasts as well as gym-goers. They are more inclined to repurchase when quality is consistent and supported by premium protein upgrades, oat/chia alternatives, and seed enhancements.

2.) Professionals and commuters with little time.
This demographic consists of working persons of all ages who want reliable, quick breakfast options. Psychologically, a lot of people who work in businesses value speed and predictability, thus click-and-collect and effective service are crucial.

3.) Young adults, kids, and students.
This market is younger and more cost conscious, and peer ratings, sales, and aesthetic appeal all play a role in consumers' decisions. To encourage weekday foot traffic and loyalty, The Green Spoon will offer a discount to customers who can provide a valid student ID or student number.

4.) High-end weekend brunch patrons.
In terms of behaviour, these patrons are prepared to spend more for superior food and a better café experience. They will be drawn to The Green Spoon by its salmon-and-avocado selections, upscale packaging, and aesthetically pleasing meals perfect for sharing.

[bookmark: _Toc223435831]Targeting 
The Green Spoon will employ targeted marketing to swiftly increase reliable sales. Because they facilitate routines during the week and repeat frequency in the Crewe market, segments (1) and (2) are the main priorities. While segment (3) uses a transparent discount mechanism to promote weekday volume, segment (4) will primarily target weekends to raise average order value.


[bookmark: _Toc223435832]Positioning  
For now, the positioning of The Green Spoon will only be in the city of Crewe, and in the future (1-3 years) we want to expand to other cities to offer as many people as possible a healthy breakfast, full of healthy nutrients, to everyone's taste.

[bookmark: _Toc223435833]3.2) 4Ps (Promotion, place, price and product) 
 
[bookmark: _Toc223435834]Product
To preserve a distinct, healthful morning character, The Green Spoon will emphasise a trademark oat/chia core alongside savoury avocado and veggie offerings. To raise 
perceived value and average order value, premium protein alternatives like salmon will be positioned as an upgrade. ToThe menu will be designed using standard recipes and common products to promote uniform quality, cut down on waste, and make staff training easier.

[bookmark: _Toc223435835]Price
With an entry tier (oats or chia pots), a mid-tier (savoury toast or bowls), and a premium tier (salmon-based packages and bundles) a tiered pricing structure strikes a balance between affordability and profitability. This arrangement enables the café to serve clients who are willing to spend more for high-quality products while also attracting regular, price-conscious consumers. Portion management, add-on pricing, and bundled deals that expand basket size without compromising brand clarity will all help to maintain margins.

[bookmark: _Toc223435836]Place
To attract commuters and locals for breakfast, the café will be situated in Crewe, which offers excellent morning visibility. Eat-in, takeaway and click-and-collect are just a few of the channels that The Green Spoon will use to accommodate various consumer habits and ease wait times. Delivery will only be tested in certain locations (such as offices) where service speed and product integrity can be preserved.

[bookmark: _Toc223435837]Promotion 
Consistent graphics across digital and signage platforms, straightforward menu design, and excellent photography will all be used in the promotion to highlight brand consistency. To boost trust and trial, a launch campaign will include opening-week bundle incentives, sampling (mini overnight oats), and systematic review gathering. To increase recurring weekday demand, ongoing advertising will leverage community collaborations (such as gyms) and commuter-focused deals.


[bookmark: _Toc223435838]Marketing Strategies 

[bookmark: _Toc223435839]Draw attention 
By improving the Google Business Profile with precise categories, menu links, consistent opening hours, regularly updated photos, and a steady stream of reviews, local SEO will be given top priority. Short-form content and small-budget geo-targeted sponsored social media will be used to raise awareness; they will be scheduled in the morning within a local area.

[bookmark: _Toc223435840]Converting  
By employing a straightforward menu structure (build your oats, pick your savoury, add salmon, etc.) that expedites ordering and decision-making, The Green Spoon will lower friction. Structured add-ons and clear default choices will raise average order value without causing service to lag during peak hours.

[bookmark: _Toc223435841]Hold onto
A loyalty program (such as "buy 6 breakfasts, get 1 free") will promote customer retention by promoting regular purchases and repeat business. Long-term brand trust will be supported by CRM opt-ins and ethical review prompts, which will strengthen connections through constant social proof and targeted weekly offers.

[bookmark: _Toc223435842]4.) Legal, Management, and Financial Planning
[bookmark: _Toc223435843]Definition 
[bookmark: _Toc223435844] 4.1) Limited company
Registered at Companies House, a limited liability company (Ltd) is a distinct legal entity from its owners in the United Kingdom. Liability is restricted for shareholders. The business can hire employees, make agreements, own property, and borrow money. The directors oversee it. The person in charge of over 25% of the business is the C.P.S(Person with Significant Control) (Accounts Legal, 2025).

[bookmark: _Toc223435845]4.2) Sole Trader
The most basic form of business in the UK is a sole proprietorship, where a single person owns and operates the business. As you and the business are considered one and the same legal and financial entity, you are personally liable for any debts and obligations, but you enjoy the profits after tax. You usually pay tax by self-assessment (rather than PAYE) and must register as self-employed with HMRC (HISCOX UK, 2026).

[bookmark: _Toc223435846]4.3) Partnerships
According to BBC, (2026) In the United Kingdom, a partnership is a corporate form in which two or more people jointly own and manage a business (often up to 20 partners, depending on the type). A partnership deed (partnership agreement) often sets out the terms of how the partners share their decisions, profits and liabilities. Profit sharing, ownership percentages, duties and debt management procedures may all be described in this agreement.

[bookmark: _Toc223435847]4.4) Franchises
According to Franchise Direct (2025) the right to sell a franchisor's goods or services under its name and operating system is granted to a franchisee through a business agreement known as a franchise. In exchange, the franchisee abides by the franchisor's rules and pays fees (often an upfront fee and recurring royalties). The franchisor offers guidance, assistance, and authorisation to utilise the brand and techniques.

[bookmark: _Toc223435848]4.5) Social enterprises
Companies that trade to accomplish environmental or social objectives are known as social enterprises. There are around 100,000 in the UK, with a revenue of about £78 billion and 2.3 million employees. While they strive for financial success, they put most of their earnings back into their cause. Operating in every industry-from recycling and cafés to public services and creative agencies-they promote sustainability worldwide, lessen inequality, and improve communities (Social Enterprise UK, 2026).

[bookmark: _Toc223435849]4.6) Online enterprises
In the UK, a Charitable Incorporated Organization (CIO) is a legal entity designed especially for charitable organisations. It may sign contracts and hold property in its own name since it has limited responsibility and its own legal personality, which also shields trustees from being held personally liable for debts. Only the Charity Commission, not Companies House, regulates and registers CIOs. It was made accessible in 2013 (GOV.UK, 2025).



[bookmark: _Toc223435850]Legal and Management
A Private Limited Company (Ltd) is the selected legal form for The Green Spoon. Because the firm is a distinct legal entity from its owners, this structure helps limit personal liability if the business is sued, has debts, or is the subject of a contract dispute. This is important in the food and hospitality industry, as the company may sign a commercial lease, hire employees, and manage ongoing health and safety responsibilities (Accounts Legal, 2025).
An LTD supports development, structured management, expansion, and future investment prospects while fostering stakeholder confidence via formal governance and transparency. Because the Green Spoon will start off with a small staff of four employees, it will have a flat organisational structure. Along with serving as CEO, I will actively participate in food preparation operations. My spouse will assist with daily coordination in his role as manager, supervising basic administration and service flow. Preparation, cleaning, front-of-house service, and peak-time assistance will be handled by two team members.

[bookmark: _Toc223435851]Financial Planning
The anticipated start-up costs for the Green Spoon range from £20,000 to £60,000, depending on equipment requirements and property condition. The price will cover prep and refrigeration equipment, seats and smallware’s, signage, and fit-out. The budget will cover working capital for salaries, utilities, marketing, insurance, licensing, staff training, and initial inventory and packaging. Funding options include asset finance or equipment leasing to ease the first financial strain, UK Start Up Loans (via GOV.UK/British Business Bank), and personal savings (Brutish Business Bank, 2026). Since the menu may contain allergens (dairy, seeds, and gluten, depending on the bread), the company will maintain explicit allergy information and, when necessary, adopt PPDS(Pre-packed for Direct Sale) labelling procedures (Food Standards Agency, 2021)
	Cost Category
	Purpose
	Estimated Cost (£)

	Rent (12 months)
	Premises cost at £1,500 per month
	18.000£

	Fit-out and interior setup
	Preparing the premises for trading
	4.000£

	Signage and branding
	External sign and brand materials
	1.200£

	Seating and smallware’s
	Tables, chairs, utensils, and serving items
	1.500£

	Preparation and refrigeration equipment
	Food prep equipment and refrigeration
	6.000£

	Initial inventory and packaging
	First stock of ingredients and packaging
	2.000£

	Insurance and licensing
	Business insurance and legal requirements
	1.000£

	Staff training
	Food hygiene and service training
	7.00£

	Wages and salaries
	Staff support during the first year
	8.000£

	Utilities
	Electricity, water, and other running costs
	2.000£

	Marketing
	Launch and first-year promotion
	1.200£

	Working capital buffer
	Reserve for cash flow and unexpected costs
	3.400£

	Total Estimated Cost
	Start-up + first-year operating support
	49.000£
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