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Executive Summary
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Figure 1 logo and website


[bookmark: _Toc120719592]Pawsentials is a London-based e-commerce subscription business that delivers monthly boxes of essential dog care products. Customers choose a plan based on their dog’s size, weight, needs and budget, and receive carefully selected products delivered to their home. Pawsentials combines convenience, quality and sustainability by working with trusted UK suppliers, using recyclable packaging and providing helpful dog care content and a community for dog owners. The business will initially operate in London, with plans to expand across the UK.
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Business Description 

Pawsentials is a London-based e-commerce business that delivers monthly dog care boxes directly to customers' homes. Customers choose a subscription plan based on their dog’s size, weight, needs and budget. Each box includes carefully selected products from trusted UK suppliers, using recyclable packaging whenever possible. Through the Pawsentials website, customers can manage their subscriptions and access dog care advice, pet-friendly recommendations and an online community. A mobile app will be introduced as the business grows.
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Figure 2 business Description


[bookmark: _Toc120719594]Product Description 

Pawsentials offers monthly subscription boxes containing essential dog care products. Customers can choose from different subscription plans based on their dog's size, weight and needs. Each box may include high-quality dog food, healthy treats, grooming products, eco-friendly poop bags and toys. All products are carefully selected from trusted suppliers to provide convenience, quality and value for dog owners.
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Figure 3 description product
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Business Objectives (SMART Objectives)
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Figure 4 SMART
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Figure 5 Competitors


Market Analysis Customer.

Costumer profile: 
To identify the customer profiling, we will answer these questions quickly.

 What is your current customer base (age, sex, income, and geographic location)?
Our target customers are:
· Age: 25–55 years old
· Gender: Male and female dog owners
· [bookmark: OLE_LINK1]Income: Middle to upper-middle income (£30,000–£80,000 per year)
· Location: London

What habits do your customers and prospects share? Where do they shop, what do they read, watch, or listen to?
Our customers typically:
· Shop online for pet products using Amazon, Pets at Home, and specialist pet websites.
· Prefer subscription services that save time.
· Follow pet influencers and veterinarians on Instagram, TikTok, and YouTube.
· Read pet care blogs and nutrition articles.
· Listen to podcasts about dogs, animal welfare, and healthy lifestyles.
· Leave online reviews before purchasing products.
· Care about sustainability, product quality, and convenience.

What qualities do your customers value most about your product or service?
Our customers value convenience, high-quality nutrition, reliability, and sustainability.


Do they value selection, convenience, service, reliability, availability, or affordability?
Our target customers value:
· Convenience – Automatic monthly deliveries directly to their home.
· Reliability – Consistent deliveries with no risk of running out of dog food.
· Quality – Premium, nutritious food made with natural ingredients.
· Customer Service – Easy subscription management and responsive support.
· Sustainability – Eco-friendly packaging and ethically sourced ingredients.
· Selection – Different food options based on breed, age, size, and dietary needs.
What qualities do you think customers want you to change about your products or services? What are the advantages and consequences of modifying your product?

Customers may want:
•	More flexible subscription plans.
•	Additional food flavours and recipes.
•	More personalised nutrition recommendations.
•	Faster delivery options.
•	The ability to add treats, toys, or supplements to their monthly box.
•	A loyalty rewards programme.
Customers may request changes to better suit their needs and preferences. Adapting the service through greater flexibility, personalisation and convenience can improve customer satisfaction, loyalty and long-term business growth.
Advantages of making these changes
· Higher customer satisfaction.
· Increased customer loyalty and retention.
· Greater competitive advantage.
· More repeat purchases.
· Increased average order value through add-on products.
Consequences of modifying the product
· Higher operating and delivery costs.
· More complex inventory management.
· Increased investment in technology and logistics.
· Potentially higher subscription prices if costs rise.
However, these improvements can strengthen customer relationships and support long-term business growth.

Which customers are you currently not reaching? How can you reach them?
Currently, we are not effectively reaching:
· Older pet owners who are less familiar with online shopping.
· Budget-conscious dog owners who buy supermarket brands.
· Rural customers with limited delivery access.
· First-time dog owners who may not yet understand the benefits of premium nutrition.
We can reach these customers by: (future customers options) 
· Offering lower-cost starter subscription plans.
· Creating educational content about dog nutrition.
· Partnering with veterinary clinics and pet stores.
· Running social media advertising campaigns.
· Providing referral and loyalty programmes.
· Expanding delivery coverage across more UK regions.

Therefore, my possible target (market niche) 
Busy dog owners living in London.
· Work full-time.
· Have limited time to shop.
· Buy pet products regularly and products of high quality.
· Prefer online shopping.
· Want high-quality products and sustainability.
· Care about their dog's health.
· Are interested in sustainable products.
· Dogs are important member of the family.

Customer Needs
Our research suggests these customers value:
· Convenience
·  Saving time
· Reliable monthly deliveries
· Premium quality
· Healthy products
· Eco-friendly packaging
· Helpful information
· A simple shopping experience


Customer Pain Points (solving problem about )
Many dog owners experience problems such as:
· Forgetting to buy dog food or poop bags.
· Making several shopping trips every month.
· Spending time comparing products.
· Not knowing which products are best.
· Finding it difficult to meet other local dog owners.
Pawsentials solves these problems through one monthly subscription and one easy-to-use app.





 Analisys Target Groups
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Figure 6Analisys Target Groups
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PESTEL Analysis 
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Figure 7PESTEL Analysis
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SWOT Analysis
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Figure 8 SWOT Analysis






In addition to summarizing the point about the Swot this section offers a critical analysis of how these concepts apply to modern scenarios. 

SWOT Strategy 
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Figure 9  SWOT Strategy

Marketing 4 p
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Figure 10 Marketing 4 p
Figure 11. Marketing Mix (4Ps)
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Figure 12 Management Team
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Figure 13 Organisational Chart
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Product & Cost Research

Key Milestones – Year 1 (Pawsentials)
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Figure 14 Key Milestones – Year 1 (Pawsentials)



[bookmark: _Toc120719607]Financial Plan (One Year)

Financial Planning Framework – Pawsentials
STEP 1 – Product 
Business Model
· e-commerce webside.
Product Range
· Essential Box
· Premium Box
Product Features
· Personalised according to dog size.
· Monthly home delivery.
· Flexible subscription.
· Convenient and time-saving solution.
Box Contents
· Dog food
· Treats
· Poop bags
· Toy (Premium)
· Hygiene product (Premium)

Cost research 

Direct Product Costs
· Dog food: 
	Mid-range wholesale dry food
	£2.20–£3.00 per kg

	Base figure for Excel
	£2.50 per kg
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Figure 15 illustrative monthly food
· Treats:
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Figure 16•	Treats

· Toy
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Figure 17 •	Toy






Hygiene products: dog wipes, paw balm, dental sticks, ear wipes, coat spray, dental care item, poop bags.
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Figure 18 Hygiene products


Packaging Costs
· Box:
[image: ]
Figure 19 Box


	



· Tissue paper:
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Figure 20 •	Tissue paper
	




· Stickers:
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Figure 21  Stickers

· Thank-you card

[image: ]
Figure 22 Thank-you card


· Shipping label:
[image: ]
Figure 23  Shipping label











Fulfilment Costs
· Packing materials:
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Figure 24 Packing materials

· Storage:
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Figure 25 Storage
· Labour (Founder)
£12.71 ÷ 60 × 13 =  £2.75 



Delivery Costs
· Courier:
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Figure 26 Courier
· Shipping fees:
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Figure 27 Shipping fees
Operating Costs
· Shopify:
[image: ]
Figure 28 Shopify
· Domain:
£15 per year.
· Email: 
[image: ]
Figure 29 Email
· Insurance:
Planning budget: £20–£30 per month
· Accounting software:
[image: ]
Figure 30  Accounting software
· Marketing:
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Figure 31 Marketing

· Telephone:
£10–£15 per month

· Internet:
£10–£15 per month	
Price final of products to sell 
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Figure 32 Essential box
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Figure 33 Premium
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Figure 34 Sources of Finance
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[bookmark: _Toc120719612]Break Even Analysis 

The break-even point is when Pawsentials' total revenue equals its total costs. It identifies the minimum number of subscription boxes that must be sold to cover all expenses and begin generating profit.

[bookmark: _Toc120719613]Operations and Management Plan
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Production of Good and Service
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Human Resource Plan
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The appendices contain the supporting documents used to prepare this business plan, including financial calculations, pricing estimates, market research, competitor analysis, marketing materials and operational planning.
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ﬂ Pre-launch months £100-£150
q&  Launch months £250-£350

0
%&° Invest today. Happy tails tomorrow. @
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Happy dogs. Every month.
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: Small £18.86 £34.99 46%

ﬁ Medium £26.75 £44.99 41%

‘ Large £38.43 £59.99 36%

'2. Quality products. Happy pups. Happy you. @




image33.png
Pawsentials

Happy dogs. Every month.

* Small £24.41 £44.99 46%
!ﬁf Medium £32.30 £54.99 41%
‘ Large £43.98 £69.99 37%

% Quality products. Happy pups. Happy you. @
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Happy dogs. Every month.

@ s e O on

- ey Initial inventory, packaging,
@  Personal Savings Owner's Equity £5,000 sl oy
; Reinvested profits and
Fol Month
Re;‘r::::;e"‘:" Y Internal Funding £2,000 additional savings during
Year 1 if required.
= Finance future stock
: Operatin Generated
./ﬁ Business Revenue C:sh Fl’ﬂg Pk purchases and business
growth.

Strong funding today. Happy dogs tomorrow. @
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Cash Flow Statement
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Pawsentials wilinitially operate as a small
‘owner-managed business based in London. The
founder wil be responsible for purchasing products,
managing supplier relationships, packing subscription
boxes, handling customer enquiries and overseeing
marketing and daily business operations.

Orders will be placed through the company website.
Subscription boxes will be prepared monthly using
products from trusted UK suppliers and delivered
through courier services. Inventory levels will be
monitored regularly to avoid stock shortages and
minimise waste.

As the business grows, additional support will be:
introduced for packing, customer service and
digital marketing, allowing the founder to focus on
business development and strategic growth.

Pawsentials

Happy dogs. Every month.

Operations and Management Plan

t How we operate 2

9-0-

Inventory
Stockis received and
ehacked invenory evels
e moitored regrday

2

(]

Suppliers Website Orders
UK siplarstosouce
el prodcts.

o o

Packing Courier Delivery Customer
Subscrptonboresare  Boves aredelversdto Happy dogs,happy
Carefulypackadwth  ourcustomers trough  custamers Feadback

e cachmonth. | reiabe coure services. el s mpree,

Efficient operations. Happy dogs. Stronger business. @
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Happy dogs. Every month.

Production of Goods and Services

Pawsentials does not manufacture its own products.
Instead, it carefully selects high-quality dog food,
treats, grooming products and accessories from
trusted UK suppliers.

e
o b
S or il e
e R
ot et o

Customer feedback and subscription data will be
reviewed regularly to improve product selection,
maintain service quality and respond to changing ;
customer preferences. iz

. Our Production Process £

S -&-QA-Mm - e

1. Trusted Suppliers 2. Qualty Check 3. nventory 4MonthyBox  5.QualityControl 6. CourierDelivery 7. Customer Feedback.

W souc igh qually  Producs e receved Homs e sored Proparation Eeybocisipected  Bowswroshipped  Feadhackand data help

productsfrom nuted i checkadfor ardmanaged o Bowswepaied  toamaotmectsouw  though elaie s mprove and provide
O suppiars ity snd ccurcy narofbness  basdoneachplan,  cualtysandars couirsavces. bt exparance.

nd mntainy. e and ods.

Quality products. Thoughtful service. Happy dogs.
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Technology

essential for Pawsentials to run efficiently, provide

a smooth customer experience and support business growth.
The plan focuses on using relable, user-friendly and scalable

digital tools

=

~

e

E-commerce Platform
Shopiy wil power our onlne store, subscriptons,
payments and customer accounts.

Email Marketing & Automation
Kiaviyo will help us manage email campaigns, welcome
fows and customer retenton.

Inventory Management
Inventory willbe tracked using simple dgital toos o
monitor stockleveis, void shortages and reduce waste.
Customer Service

Al customer enquiris wil be managed via emai
chat tools to ensure quick and friendly support.
Data & Analytics

Analytcs tools wil rack sales,customer behaviour and
marketing peformance t support bettr decisions.

nd e

Security & Reliabi
Wi s scur latforms ool Backps A
st parnrs o protact customar M

ot nd avur busess continuty

Pawsentials

Happy dogs. Every month.

Technology Pla . Key Technologies and Tools £
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klaviyo

Shopify Google Drive
e i | st et fobyuttonds st
i e sl [ o T
=T gt 2 g
Trello Royal Mall/ Couwlors | Google Anlytcs
iy | [ et | [ Tt e
Sy | S St | (T
o prions s
Scalability e e
= e e i s
e g o ke
25 the business grows.. for every dog and dog parent.

Smart technology. Happy customers. Growing together. @




image40.png
Human Resource Plan
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Pawsentials

Happy dogs. Every month.
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4 Key HR Policies 1
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" Great people. Happy dogs. Successful business. @
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Pawsentials o

4 Our Growth Roadmap 1

Pawsantials aims o grow sustanably and become a e o bt
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Growing with purpose. Delivering happiness to more dogs and their parents. %
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