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Task 1 Business Plan Development

1.Business Idea, Products/Services, Objectives & USP
1.1 Business Idea
SkyCab is an airline partnership taxi platform that is integrated directly into the onboard in-flight entertainment (IFE) system of the airline. The basic concept is elegantly simple: passengers can browse, book and confirm taxis, private hire cars and ride-sharing services, from the seat-back screen, ensuring a seamless and stress-free arrival at any destination in the world. The model aligns with what Osterwalder and Pigneur (2010) describe as a multi-sided platform business model, where value is created by facilitating interactions.This business idea responds to a genuine market opportunity because UK aviation demand remains very strong. According to the UK Civil Aviation Authority (2026), UK airports handled 302 million passenger journeys in 2025, rising from 295 million in 2024, which demonstrates both scale and growth in the air travel market
The aviation industry has invested billions in sophisticated IFE systems, but there is still a critical gap: there is no standardised embedded solution for booking onward ground transport directly via IFE systems and SkyCab is closing the gap. When passengers land, they face a maze of taxi lines, surge pricing, and navigating unfamiliar travel apps. SkyCab eliminates this friction altogether by completing reservations 30,000 feet above the ground. SkyCab is based on the B2B2C concept. Airlines pay a monthly SaaS licence fee for integration with the platform, while SkyCAB receives a commission on bookings made. Ground transportation providers, from local taxi fleets to global ride-hailing giants like Uber and Bolt, pay a network membership fee to access captive air carriage.
1.2 Products & Services
The service offered by Skycab has two sides. On the passenger side, the company offers advance bookings, fixed or advance tickets, real-time booking confirmation, choice of car, family and executive travel, availability of car requests and live updates on the passenger's journey. On the airline side, Skycab offers a white label or co-branded booking engine, API integration, customer support processes, booking analytics, and ancillary revenue model based on commission. This means that Skycab is not just a taxi booking app, but also an airline partnership platform that helps carriers to improve the comfort of passengers and generate additional revenues outside of tickets.
1.3 Business Objectives
The short-term goals of Skycab are to build a minimum viable product, secure one or two airline partnerships and start operations at selected large UK airports such as Heathrow, Gatwick and Manchester. Businesses should also aim to achieve high reliability of service, high customer satisfaction scores and low level of complaints during the phase. These objectives are appropriate as airport transfer is a confidence-building purchase; therefore, the quality of the initial operation will be crucial to win back bookings and airline trust.
Its long-term goals are to expand to a broader B2B2C platform for airport transfers across the UK and beyond, to deepen integration with airline systems, to expand vehicle categories and to personalise offers for different types of passengers. The long-term ambition is to become the preferred partner of airlines by integrating ground transportation into the wider travel journey rather than competing as a separate consumer taxi app.
1.4 Unique Selling Point
SkyCab's USP is its direct, embedded integration within the airline's own IFE ecosystem, making it the only ground transport booking platform that is native to the onboard experience. SkyCab pursues a clear differentiation strategy by offering a qualitatively distinct experience unavailable through any competitor. Unlike Uber or Bolt, which require passengers to open a third-party app after landing, SkyCab leverages the passenger's captive, uninterrupted in-flight time. 
Three distinct advantages flow from this positioning:
•	Convenience: Bookings are completed using existing IFE connectivity, no data signal required at the destination airport.
•	Trust: The platform carries the airline's brand, lending immediate credibility. Research by Edelman (2022) confirms that brand association with a trusted organisation significantly increases consumer willingness to transact with an unknown product.
•	Airline Revenue: SkyCab transforms a passive touchpoint into a commercial opportunity, directly addressing the industry-wide pressure to grow.

2. Business Environment & Competitor Analysis
2.1 Pestel Analysis
The PESTEL framework, developed by Fahey and Narayanan (1986) and refined by Johnson, Whittington, Scholes, Angwin and Regner (2017), provides a structured methodology for analysing the macro-environmental forces that shape a business's operating context. It is particularly valuable for start-ups entering complex, multi-stakeholder industries such as aviation, where regulatory, technological, and economic forces interact dynamically. 
Political 
Skycab will operate in a highly controlled environment. In England and Wales, private hire vehicles (PTVs) must be pre-booked, and drivers must either be licensed as a PTV operator or work for a licensed operator. Skycab cannot operate informally; it would have to become a licensed operator or a partner of a licensed operator of a PHV. In London, Transport for London manages the operator licence. This regulatory framework increases barriers to entry, but also promotes professionalism and customer confidence (TfL, 2026)
Economic
Global air travel is recovering strongly, with IATA (2023) forecasting 4.7 billion passengers annually by 2026, surpassing pre-pandemic levels. The UK taxi and private-hire market was valued at £9.2 billion in 2023 (IBISWorld, 2023), confirming the scale of addressable ground transport spend. Skycab benefits from a strong traffic volume and a large existing car supply base. However, the company would still face cost pressures in terms of availability of drivers, airport charges, fuel costs and general inflation (Department for Transport, 2024).

Social
It is increasing demand for seamless and stress-free travel. Airport transfers are often one of the most uncertain parts of the journey, especially for international visitors, families, elderly passengers and business travellers. Department for Transport, (2024), data’s also highlights a service gap in accessibility: 54% of licensed taxis were wheelchair accessible, but only 2% of PHVs were wheelchair accessible in England in 2024. Skycab could strengthen its social value and commercial appeal by building an accessible-booking offer into its platform from the start. Additionally, business travellers, who prioritise reliability and time efficiency above price, represent 21% of passengers but up to 40% of airline revenue (IATA, 2023).
Technological 
Skycab depends heavily on digital integration. Its success would rely on airline APIs, secure payments, booking interfaces, real-time dispatch information and data-sharing systems. This is an opportunity and a risk. The opportunity is that the infrastructure for airline ancillary retail and transfer partnerships already exists; the risk is that technical integration and service consistency may be expensive and complex for a startup.
Environmental
Airlines and transport firms face increasing pressure to reduce emissions with the UK's Climate Change Act (2008) mandating net zero by 2050.SkyCab's platform can actively promote electric vehicle (EV) and low-emission transport options, directly supporting airline ESG commitments. The global EV taxi fleet is projected to grow at a CAGR of 23.4% to 2028 (Bloomberg NEF, 2023), creating a growing pool of sustainable transport partners for the SkyCAB network. While environmental performance may not be the company’s first purchase driver, it could become a useful differentiator for airline partners that want to improve the sustainability of the wider passenger journey.
Legal
Skycab would process customer names, journey details, flight data, booking records and payment-related information. In the UK, this activity is governed by the UK GDPR and the Data Protection Act 2018. The ICO states that personal-data processing must follow seven key principles, including lawfulness, fairness and transparency, purpose limitation, data minimisation, accuracy, storage limitation, integrity/confidentiality and accountability. As a result, strong cybersecurity, lawful data-sharing agreements and transparent privacy notices would be essential for Skycab’s business model (ICO, 2023).
2.2 Competitor Analysis
Applying the Porter (1980) five forces framework, the threat to new entrants in the IFE integration area is currently low due to the high technical certification barriers but could increase if IFE providers such as Panasonic and Thales decide to develop competing indigenous solutions. The bargaining power of airlines as purchasers is moderate: while they have strong bargaining power in pricing, their need to find solutions to ancillary income creates a real incentive to take up. The bargaining power of the ground-handlers is low, as SkyCAB aggregates demand across several providers, and the advantage of SkyCAB in terms of distribution is not replicated by any single taxi or ride-sharing operator. Direct competitors include Uber for Business, Blackline Premium Car Service and Addison Lee. No competitor currently offers a standardised, multi-airline, IFE-native ground-based platform for ground transportation.










2.3 SWOT Analysis
	STRENGTHS
	WEAKNESSES

	• First-mover advantage in IFE-native ground transport booking 
• B2B SaaS model generates predictable recurring revenue (Osterwalder & Pigneur, 2010)
 • Airline white labelling conveys instant trust and brand authority (Edelman, 2022)
 • Scalable microservices architecture, low marginal cost per new airline (Newman, 2015) 

	• High initial IFE certification costs

• Long airline sales cycles of 12–24 months, creating cash flow pressure (Doganis, 2019)

 • Growth is dependent on airline partnership pipeline, creating concentration risk 

• Complex multi-jurisdiction regulatory compliance (GDPR, PHV licensing, PCI-DSS) 

	OPPORTUNITIES
	THREATS

	• Global air travel recovery driving airline ancillary revenue investment (IATA, 2023)
 • Platform extension into hotel, dining, and experience bookings, adjacent markets worth $1.2 trillion (Expedia Group, 2023)
 • Asia-Pacific aviation growth corridor, India alone will become the world's third-largest aviation market by 2026 (CAPA, 2023)
 • Open banking integration enabling frictionless in-seat payment (FCA, 2022)
	• Uber and Bolt investing in pre-arrival booking features, direct competitive threat from well-capitalised incumbents. 
• Airline reluctance to share passenger PII with third-party platforms, a documented concern in aviation procurement (Doganis, 2019)
 • Cybersecurity breaches: average cost of a data breach in the UK was £3.4 million in 2023 (IBM Security, 2023).



The most important strategic implication of this SWOT analysis is that the advantage of being the first movers is limited in time. The cybersecurity threat identified by the analysis requires a proactive rather than a reactive response: IBM Security (2023) reports that organisations with advanced incident response plans reduce average breach costs by 54 percent, making early security investments a financial priority, not just a compliance requirement.




3. 4Ps, Market Segmentation and Marketing Strategies
3.1 Market Segmentation & Target Customers
Market segmentation is the process of dividing the market into distinct groups of consumers who share similar needs, characteristics, or behaviours, enabling efficient allocation of marketing resources (Kotler and Armstrong, 2021). SkyCab's segmentation strategy operates across two distinct tiers: airlines (B2B) and passengers (B2C).
B2B Airline Segment: SkyCab's primary customers are commercial airline operators. Relevant airline segments include low-cost carriers, full-service airlines, holiday airlines and business-travel-focused airlines. The most realistic initial target would be low-cost and leisure airlines because they already depend heavily on ancillary revenue and serve large numbers of passengers who are price-conscious but still value convenience. EasyJet’s travel extras model demonstrates that airport transfers can already be sold in this type of ecosystem (EasyJet, 2026).
B2C Passenger Segments: Skycab should focus on business travellers, families, international visitors, and passengers with special assistance needs. These groups are more likely to value certainty, reduced stress, luggage capacity, accessibility and time savings. This makes Skycab’s target market more specific and commercially attractive than a broad “everyone who needs a taxi” approach. A focused launch segment would therefore be arriving passengers at major UK airports who want to secure ground transport before landing (Department for Transport, 2024).
International Tourists: First-time visitors unfamiliar with local transport infrastructure, for whom language barriers and unfamiliar payment systems make pre-booking particularly valuable. Expedia Group (2023) reports that 63% of international tourists identify ground transport uncertainty as a primary source of arrival-day stress, directly validating the problem SkyCAB solves.




3.2 The 4Ps of Marketing
The 4Ps marketing mix framework, developed by Kotler and Armstrong (2021), provides a structured model for translating strategic marketing objectives into actionable tactical decisions.
Product
Skycab's core product is the pre-booked airport transfer, but its complementary products are more important: convenience, security, time savings and trust in the airline. Possible product categories are standard, executive, family and XL and accessible. For airline partners, the product also includes integration, reporting and support for secondary income. The product should therefore be presented as a mobility service linked to flights rather than as a general booking of a taxi.
Price
Skycab should use transparent pre-announced prices instead of competing only for the lowest fare. Airports transfers are often bought in stressful situations, so reliability and clarity of the tickets can be more important than absolute price. Optional premium pricing could be applied to executive cars, to meet-and- greet services, to child seats or to accessibility guarantees. A commission or a share of the revenues could also be embedded in the partnership of airlines (Uber, 2026).
Place
That location is Skycab's greatest marketing asset. The distribution will take place via airline apps, confirmation emails, booking pages, check-in queues and in-flight portals. This will give Skycab access to customers at a time when their transfer needs are at their most urgent. This is a more powerful marketing channel than relying on only app store discovery or generic online advertising.
Promotion
B2B and B2C promotion should be pursued. B2B promotion should focus on selling the platform to airlines, by emphasizing the additional revenue, the comfort of passengers and the simplicity of the operation. B2C promotion should be co-branded with partner airlines, to make Skycab appear to passengers as a trustworthy extension of the airline experience. Reviewing, guaranteeing service and a clear cancellation policy would help to reduce the perceived risk (EasyJet, 2026).
3.3 Online marketing strategies
The most effective customer acquisition strategy for Skycab would be to embed digital marketing in the journey. These include push notifications before landing, prompts during check-in and targeted messages on the air carrier's app or on the wireless inflight portal. The strategy is effective because it reaches customers at a time when traffic is at its peak, rather than relying on expensive mass-market advertising. To retain customers, Skycab should use CRM-based email and application marketing (Payne and Frow, 2005). It should also invest in search engine optimisation for searches on airport transfers and use content marketing around airport comfort, business and family travel (Chaffey and Ellis-Chadwick, 2022). But the most powerful retention mechanism is probably a successful first trip, as trust and reliability are particularly important in the field of transportation (Uber, 2026).

4. Legal, Management & Financial Planning
4.1 Key Legal Structure
In the United Kingdom, a limited company is a company incorporated under Companies House; a company limited by shares must have at least one shareholder and at least one director. The sole trader is the simplest business structure, involving a single person who works alone and takes all business decisions. Partnerships are structures where two or more partners share personally the responsibility for the business, including profits, losses and liabilities. A franchise is a business relationship where the franchisor allows a licensee to trade under its brand and business system by means of a franchise agreement. An online shop is an enterprise which sells goods or services through digital or distance selling channels. Social enterprise is an undertaking which trades for the purpose of achieving social or community objectives and can take several legal forms, including limited liability company, partnership or sole trader (GOV.UK,2026).

4.2 SkyCab’s Legal Structure & Justification
SkyCab will be incorporated as a Private Limited Company (Ltd) under the Companies Act 2006. Storey and Greene (2010) identify three primary advantages of the Ltd structure for technology start-ups: limited liability protection, the ability to raise equity capital through share issuance, and a governance framework that builds credibility with corporate counterparties. All three apply directly to SkyCAB. Airlines require suppliers to demonstrate financial stability and formal corporate governance before entering integration contracts. A sole trader or partnership structure would be disqualifying in this procurement context. The Ltd structure also enables SkyCAB to issue founder equity and employee share options, which are essential tools for attracting senior technical talent in a competitive hiring market (HM Treasury, 2023).
4.3 Organizational structure
A simple organisational structure for Skycab would include Managing Director, Head of Product and Technology, Operations Manager, Sales and Airline Partnerships Manager, and Finance and Compliance Officer. This is a lean structure, but it covers the key functions needed in a transport-tech startup operating in a regulated market.

4.4 Start-Up Funding Requirements & Sources
The table below presents SkyCab’s estimated first-year funding requirement, developed in accordance with Brealey, Myers and Allen's (2020) guidance on start-up capital budgeting:

[image: ]
Funding Strategy: SkyCab will pursue a blended approach to start-up finance. An initial £50,300 (12% of total) will be sought through the UK Government's Start Up Loans scheme (British Business Bank, 2024), providing government-backed debt finance at 6% fixed interest with structured mentoring support. The remaining £371,000 (88%) will be raised through a Seed equity round via the UK Business Angels Association (UKBAA) network and equity crowdfunding. Mason and Harrison (2002) demonstrate that angel investors bring not only capital but domain expertise and introductory networks. In SkyCab’s case, aviation industry contacts with airline commercial directors would be highly valuable. SkyCab's scalable SaaS model, predictable recurring revenue architecture, and first-mover positioning present a compelling investment proposition for technology-focused angel investors.
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Cost Item  Estimate (£)  Notes  

Platform Development (MVP)  £150,000  IFE integration API +  passenger UI  

Legal & Company Registration  £8,000  IP protection, GDPR  compliance  

Marketing & Trade Events  £30,000  Industry expos, content  creation  

Salaries  —   Year 1 core team (4 FTE)  £180,000  Average £45,000 per role  

Cloud Infrastructure & Licences  £15,000  AWS/Azure annual cost  

Contingency (10%)  £38,300  Risk buffer per CIMA guidance  

TOTAL START - UP REQUIREMENT  £421,300  Full Year 1 investment  requirement  

 


