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[bookmark: _Toc102491209][bookmark: _Toc102491869]BUSINESS DESCRIPTION

   This business plan is for a startup that deals in food delivery services. The business will operate in the online food ordering and delivery sector. During the COVID-19 pandemic, people’s movements were restricted. As a result, the demand for delivery services dramatically grew (Hobbs, 2020 p.172). People have developed a new habit of ordering items online and getting these products delivered to their doorsteps. Therefore, our food delivery business has the innovative aspects of the post-COVID-19 world. 
The business aims at establishing an online platform that connects restaurants with their consumers through efficient food delivery. The firm will deliver different food products from fast-food restaurants in England, UK. These foods are not common or available on established e-commerce platforms. The business will start as an entrepreneurship that seeks to provide delivery services in England. It will then expand and become a corporation. As a third-party provider, the business will address the logistical challenges facing many restaurants in England. According to Jun et al. (2021), the pandemic has created an opportunity for food delivery businesses to create innovative product delivery and order fulfillment model for customers and restaurants (p.64). Our business will fall into this category of innovative start 




[bookmark: _Toc102491210][bookmark: _Toc102491870]Industry analysis
· [bookmark: _Toc102491211][bookmark: _Toc102491871]Threat of new entry
      The COVID-19 pandemic has adversely affected millions of businesses in the United Kingdom and across the world. However, the crisis has created multiple business opportunities for entrepreneurs and innovators (Unnikrishnan & Figliozzi, 2021 p.103). Therefore, the threat of new entrants into the UK’s online food ordering and delivery industry is considerable. Small businesses can enter the market using various digital platforms to enhance customer service or sell new items to other companies. The threat of new entrants ranges from high to low, based on the product category. In England, global and domestic food delivery firms control almost 80% of the market (Li, Mirosa, & Bremer, 2020 p.12). These corporations include Deliveroo, Foodhub, Just Eat Holding Limited, Uber Eats, Grubhub Holdings Inc., Delivery Hero SE, Caviar, and Postmates Inc. In 2020, the value of the online food delivery market in the UK was 11.4 billion British Pounds (Jun et al., 2021 p.14). The shortage of domestic help, innovation surge, and people's busy lifestyles in England would make entry into the market easy for startups in the post-COVID-19 era. Since there is a high threat of new entrants, our business will create an expansion plan to help us increase our market share in the future. We would want to penetrate deeper into the British markets. The strategy will also require us to partner with more food cafes and restaurants in the country. 





· [bookmark: _Toc102491212][bookmark: _Toc102491872]Threat of substitutes
The easy availability of similar food products that our firm will provide makes the threat of substitutes higher. However, sourcing food items from unique restaurants and cafes will help reduce this substitution threat. For example, we will cooperate more with restaurants that sell healthy, natural, and nutritious foods. In England, multiple food delivery apps that consumers can download are available on Google Playstore or Apple’s App Store (Li, Mirosa, & Bremer, 2020 p.16). Since consumers can access numerous options of these apps, they can easily switch from one delivery service platform to another. For example, a customer that looks for pizza would decide by size, preferences, portion, brands, and price when comparing the food on all the available platforms.
Our strategy for dealing with the substitution threat is a combination of approaches, including using loyalty programs, emotional connections with customers, awareness initiatives, and putting unique features on our app. This business strategy will help us grow profitability and enhance performance.
· [bookmark: _Toc102491213][bookmark: _Toc102491873]Bargaining power of customers
Customers’ bargaining power in the food delivery sector ranges from high to medium. Buyers have multiple options, making their bargaining power increase. Product variety, promotional offers, and discounts also give clients a lot of options (Jun et al., 2021 p.106). The availability of similar food items and customer options in the market result from the substitution threat. We will attract and retain more customers to manage this threat. We will achieve this by giving them more offers. When we acquire more loyal customers, the threat of customers’ bargaining power will reduce.





· [bookmark: _Toc102491214][bookmark: _Toc102491874]Bargaining power of suppliers
The bargaining power of suppliers in the British food delivery service industry ranges from high to medium. Suppliers have an upper hand in providing the food products we deliver (Li, Mirosa, & Bremer, 2020 p.13). We will ensure an uninterrupted supply of healthy and nutritious food supplies by signing annual contracts with established restaurants and cafes in England. Our suppliers include restaurants, cafes, food joints, and bakeries. As Zhao and Bacao (2020) suggest, we will standardize our operations when enrolling these suppliers (p104). Our clients expect the same taste of a given food item regardless of the geographical area they purchase it. We will avoid a single failure point and dependency by allotting at least five suppliers in the region. We will also define the product portfolio to include several suppliers and keep reviewing the prices of food products regularly to reduce errors in unusual supply and price increases.



[bookmark: _Toc102491215][bookmark: _Toc102491875]Competitive Rivalry:
The main competitors in England include Uber Eats, Deliveroo, Foodhub, Grubhub Holdings Inc., Just Eat Holding Limited, Feast, and One Delivery. The market rivalry in the area is notably high. The growing potential of domestic markets attracts many international players in different food categories to compete with local firms. 
	Name of competitor
	Differentiation

	Uber Eats

	Identifying the gaps in consumer experience and determining the best way to bridge them

	Deliveroo

	Creating a distinctive category of product offering, particularly healthy and nutritious foods like vegan foods and mineral supplements.

	Just Eat Holding Limited
	Enhancing customer service and identifying their needs and expectations to determine the best way to serve them.
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· [bookmark: _Toc102491217][bookmark: _Toc102491877]OPERATIONS
The food delivery business will adopt the Platform To Consumer Model as its operations strategy. As a third-party application, we will partner with restaurants, cafes, and stores to deliver food items to customers on demand. Consumers will order food through our mobile app or website, and the courier service will deliver the orders (Suhartanto et al., 2019 p.85). These deliveries will include prepared dishes and groceries from supermarkets. 
In our business model, we shall list available restaurants, cafes, and supermarkets in England through our mobile app and website. We will then allow consumers to order from our partner restaurants and then deliver the items to them. We shall have 500 dedicated drivers serving the whole state. Our platform will take about a 20% cut from each order value on the delivery cost. We will roll out a registration program for third-party drivers that will register without a company to facilitate transportation.
· [bookmark: _Toc102491218][bookmark: _Toc102491878]How would you generate revenue for your business?
Currently, the Platform to Consumer business model is the most common food delivery mode. We selected it because it accounts for about 52% of the industry’s total annual sales volume. The business will make revenue by charging both suppliers and customers for delivery services. There are several methods of doing this (Koay, Cheah, & Chang, 2022 p.37). First, we shall charge a fee for each restaurant, cafe, or supermarket. These partners will pay a fee to our platform to feature their food offers on our website or app, and to deliver the items on their behalf. The more a supplier pays and the more customers ordering from them, the higher their position on our platform.
Second, will make revenue by charging consumers the delivery fee. In this context, the client pays for the cost of delivery. The business will enjoy all control over the food prices after our suppliers have posted them on the platform (Griesbach et al., 2019 p.237). We will set the delivery price and manage the proceeds. Third,  will make revenue through ads. The company will allow individuals and businesses to place ads on our website and app at a fee. From this perspective, the business will grow its profit from advertising. In the future, we will reduce the fees we charge our suppliers and customers after the profit flow from ads has stabilized.
The business will prevent revenue loss by attracting new customers and keeping the current ones. We will enhance customer loyalty by offering quality customer service, product variety, promotional offers, and discounts. 

[bookmark: _Toc102491219][bookmark: _Toc102491879]MANAGEMENT TEAM
	Name 
	Skills
	What do they bring to the firm

	Ch.G.
	Customer relations
Detail oriented
Communication skills
Service oriented
People and interpersonal skills
	Sales and Marketing/Customer service Manager

	D.O.
	Knowledge of equipment, supplies,  and services ordering and inventory control.
Ability to read, understand, and follow food safety procedures.
Ability to adhere to routine written and verbal instructions.
Ability to safely use supplies and cleaning equipment.

	Food delivery Manager

	Sv.K
	Ability to use technology to accept orders
Ability to develop stellar online menu
Communication skills
Service provision
Sound IT skills
Use technology to assign and track orders and deliveries.
Outsourcing delivery vans
Packaging
	Online Platform Manager

	J.K
	Understanding of how to use cleaning equipment and products safely
Attention to detail.
Numeracy skills to apply when measuring cleaning fluids.
Communicating skills

	Cleaner

	L,D
	Communicating skills
Advanced math skills
organization skills for managing financial records
Attention to detail
Efficiency in handling accounting issues
Multitasking skills
Computer proficiency and skills
	Accounts officer





[bookmark: _Toc102491220][bookmark: _Toc102491880]MARKETING: The Four P’s must be used to describe your marketing strategy
· [bookmark: _Toc102491221][bookmark: _Toc102491881]Product: 
Our product will be the food delivery service and the food item we will be selling to our customers. The delivery menu will help us attract and retain customers (Gitanjali, 2020 par.7). We will specialize in healthy, natural food products to position our business uniquely. Our quality assurance team will ensure we follow the food safety procedures and that the food items meet hygiene standards. We will use GPS tracking solutions and our food delivery app to enhance the delivery experience for buyers. 


· [bookmark: _Toc102491222][bookmark: _Toc102491882]Price:
The primary features of our pricing structure will mainly include the menu item price, taxes, packaging fee, and delivery fee. The firm will review its prices when supply chain or market conditions change as Gitanjali (2020) suggests (par.9). We will also apply pricing optimization tools to create affordable discounts when planning loyalty programs and special offers. We will also regularly examine our competitors’ pricing techniques to improve our position in the market.


· [bookmark: _Toc102491223][bookmark: _Toc102491883]Promotional Mix:
Promotion will include all the sales and marketing activities for our products and services. We will use social media marketing, participation in events, television ads, print media advertising, email marketing, and pamphlets to market our products and services (Tech, 2020 p.8). Our content marketing will involve keywords like “food delivery,” “healthy and natural foods,” and and “order online” to top the search pages and attract more clients. We will also create a blog to feature announce significant changes, share unique recipes, and feature our specials.
· [bookmark: _Toc102491224][bookmark: _Toc102491884]Place 
The place will refer to our food delivery website and app. The platform will help us sell our products and services. We will also use WhatsApp, phone calls, and texts to reach out to our customers and suppliers. However, we will invest majorly in food ordering and delivery via the app and website. The channels will enable the business to display its menu items and get online payments via point-of-sale (POS) apps. 
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Sources of funds
The sources of funds for the business will be a bank loan (£300,000 and owner’s equity (5 partners £375,000). Therefore, the startup capital will be £675,000.

	
	Month 1 (£)
	Month 2 (£)
	Month 3 (£)
	Month 4 (£)
	Month 5 (£)
	Month 6 (£)

	Revenue (from your operations and marketing section)
	600,000
	 660,000
	700,000
	730,000
	770,000
	810,000

	Fixed Costs
(List out your fixed costs)






	Advertising 15,000
 Integrated caller ID 10,000 

3.Insulated bags, 
10,000
 Employee salaries 200,000
Rent 2,000
Loan 2,500
Delivery software 19,000
Online ordering website and app 10,000

	Advertising 15,000
Integrated caller ID 10,000
Insulated bags 10,000
Employee salaries 200,000
Rent 2,000
Loan 2,500
	Advertising 15,000
Integrated caller ID 10,000
3.Insulated bags 10,000
Employee salaries 200,000
Rent 2,000
Loan 2,500
	Advertising 15,000
Integrated caller ID 10,000
Insulated bags 10,000
Employee salaries 200,000
Rent 2,000
Loan 2,500
	Advertising 15,000
Integrated caller ID 10,000

Insulated bags 10,000
Employee salaries 200,000
Rent 2,000
Loan 2,500
	Advertising 15,000
Integrated caller ID 10,000
Insulated bags 10,000
Employee salaries 200,000
Rent 2,000
2,500

	Variable Costs
(List out your variable costs)








	Packaging 10,000
Vehicle operation expenses 20,000
Driver wages 100,000
Card processing costs 10,000
	Packaging 12,000
Vehicle operation expenses 22,000
Driver wages 105,000
Card processing costs 11,000
	Packaging 13,000
Vehicle operation expenses 24,000
Driver wages 108,000
Card processing costs 10,000
	Packaging 15,000
Vehicle operation expenses 25,000
Driver wages 110,000
Card processing costs 11,000
	Packaging 16,000
Vehicle operation expenses 30,000
Driver wages 112,000
Card processing costs 12,000
	Packaging 17,000
Vehicle operation expenses 36,000
Driver wages 113,000
Card processing costs 13,000

	Profit 
	191,500
	270,500
	305,500
	329,050
	360,500
	391,500
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The market share of the UK food delivery service slightly shifted before and after the COVID-19 pandemic. In 2022, Uber Eats’ market share has grown by nine points and Deliveroo's by seven points (figure 1). However, Just Eat’s market share has somewhat reduced, and Foodhub maintained its status (Statista, 2021, par.2). These on-demand foodservice businesses continue to widen their markets as the industry evolves. For example, Deliveroo wants to raise £1 billion by expanding its markets.
Figure 1: UK Food Delivery Market Share (Source: https://trends.edison.tech/)
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