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[bookmark: _Toc240733136]Chapter 1: Introduction
[bookmark: _Toc240733137]1.1 Background and context 
Changes in lifestyle, digitalisation, urbanisation and the growing appetite for convenience food have driven the growth of the UK food delivery market. In 2025 the market was valued at around £14.3 billion and over half of UK consumers made regular online food orders, with nearly 80% of these orders placed via mobile devices. Food delivery apps like Deliveroo, Uber Eats and Just Eat have revolutionized consumers' ability to order food from restaurants and helped spread the cloud kitchen concept. This delivery-only approach enables several virtual brands to share kitchen facilities, staff and equipment, resulting in reduced operating costs and increased scalability (Deliveroo, 2026). The opportunity is especially applicable to the UK Indian community which is over 1.8 million and has significant population density in Leicester, Southall, Birmingham and Wembley. Meanwhile, the pressure of rising commercial rents, coupled with a lack of labor force, inflation, and the developments of AI, GPS tracking, location intelligence and data analytics are transforming food delivery dynamics. The trends are favorable for a community-based, multi-brand cloud kitchen that will provide convenient, authentic Indian food, as well as enhance delivery efficiency and customer experience.
[bookmark: _Toc240733138]1.2 Problem or opportunity statement 
The food delivery sector in the UK is growing and many cloud kitchens still employ the same location strategies without taking into account the needs of fragmented ethnic populations. This could impact the UK Indian community – especially in Leicester, Southall, Birmingham and Wembley – with things taking longer to deliver, food quality may be inconsistent and Indian food available is not always of an authentic regional Indian cuisine. Meanwhile, the demand for convenient online ordering of food and rising operating costs, as well as the development of technologies that enable the use of location intelligence, usher in a chance to deliver more targeted meals. A multi-brand cloud kitchen, with community connections, could help to optimise delivery efficiency, customer experience and operational resource use near high-density Indian communities (Food Standards Agency, 2025a). There is a need for further research to assess the feasibility and business opportunity of this proposition.


[bookmark: _Toc240733139]1.3 Initial observation of demand 
Preliminary evidence indicates growing customer reliance on online food delivery, with more than half of UK consumers regularly ordering food online and almost 80% of orders placed through mobile devices. There are also established Indian food brands in the UK where the Indian community of over 1.8 million can be found such as Leicester, Southall, Birmingham and Wembley. Service gaps exist such as delayed orders, poor food quality, and lack of true regional Indian cuisine. The trends indicate a potential for a place-based, multi-brand cloud cuisine that caters to Indian consumers' tastes and delivery needs.
[bookmark: _Toc240733140]1.4 Aim, objectives and research questions 
Aim
To assess the feasibility of developing a community-based multi-brand cloud kitchen in the UK by strategically locating virtual restaurant brands near Indian communities to improve delivery efficiency, customer satisfaction and business scalability.
Objectives
1. To analyse the UK food delivery market and identify opportunities for a community-based multi-brand cloud kitchen targeting Indian consumers.
2. To evaluate the food preferences, purchasing behaviour and delivery expectations of the UK Indian community.
3. To assess suitable UK locations for establishing cloud kitchens using demographic and market characteristics.
4. To evaluate how a multi-brand cloud kitchen can improve operational efficiency and customer experience.
5. To develop a feasible and scalable business model that can provide competitive advantage in the UK food delivery market.


Research Questions
1. What market opportunities exist for a community-based multi-brand cloud kitchen targeting the UK Indian community?
2. What are the food preferences, purchasing behaviours and delivery expectations of Indian consumers?
3. Which UK locations are most suitable for establishing community-based cloud kitchens?
4. How can the proposed model improve delivery efficiency, customer satisfaction and operational efficiency?
5. How feasible and scalable is the proposed multi-brand cloud kitchen business model?
[bookmark: _Toc240733141]1.5 Scope and boundaries 
The proposal is based on the UK food delivery segment and Indian consumers and communities in Leicester, Southall, Birmingham and Wembley. It explores multi-brand cloud kitchen that provide authentic Indian cuisine for delivery services, focusing on consumer preferences, place suitability, delivery efficiency, customer satisfaction, and the scalability of the business. Secondary evidence will be the evidence used for the study, which will be available within the 16 week project period. Does not include primary consumer interviews or surveys, detailed restaurant construction plans, international markets, dine-in operations or full-scale long-term financial implementation in addition to the proposed business development assessment.
[bookmark: _Toc240733142]1.6 Structure of the report 
	Chapter
	Purpose

	Chapter 1: Introduction
	Introduces the business opportunity, research aim, objectives, research questions, background context, and scope of the proposal.

	Chapter 2: Company Description
	Presents the proposed cloud kitchen business, including its mission, vision, business model, and strategic objectives.

	Chapter 3: Literature Review
	Reviews the academic theories and business frameworks that underpin the proposed business development strategy.

	Chapter 4: Methodology
	Explains the research approach, data sources, analytical methods, ethical considerations, and study limitations.

	Chapter 5: Market Opportunity Analysis
	Evaluates market size, customer segments, consumer behaviour, demand trends, and market opportunities for the proposed business.

	Chapter 6: Competitive Environment Analysis
	Analyses competitors and the external business environment using relevant strategic frameworks to identify market gaps.

	Chapter 7: Business Strategy
	Develops the strategic direction through internal and external analyses, competitive advantage, and value proposition.

	Chapter 8: Business Model Canvas
	Describes how the business creates, delivers, and captures value through the nine components of the Business Model Canvas.

	Chapter 9: Financial, Marketing and Human Capital Management Plan
	Presents the financial projections, marketing strategy, and human resource plan supporting business growth.

	Chapter 10: Operations Plan
	Explains the operational processes, supply chain, technology, location strategy, and regulatory compliance.

	Chapter 11: Feasibility Analysis
	Assesses the market, operational, financial, ethical, and strategic feasibility of the proposed business.

	Chapter 12: Implementation Plan
	Outlines the implementation timeline, milestones, resource allocation, KPIs, and monitoring mechanisms.

	Chapter 13: Conclusion and Recommendations
	Summarises the key findings, evaluates the proposal, and provides strategic recommendations for future implementation.

	Chapter 14: Reflection
	Reflects on the business development process, key learning outcomes, and areas for future improvement.





[bookmark: _Toc240733143]Chapter 2: Company Description 
[bookmark: _Toc240733144]2.1 Business identity and legal structure 
The new business, Community Kitchen UK, will be a new business that will operate as a community based multi-brand cloud kitchen for the UK Indian community. It will be a private limited company (Ltd) and will offer an appropriate structure for organising business activity, restricting the liability of the owners and for the future development and investment. The first business will be sited in a high-density Indian community with Leicester, Southall, Birmingham or Wembley being considered as possible sites. The business will be based on ‘virtual restaurant brands' from a common commercial kitchen, catering to authentic Indian cuisine and delivery via well-known online platforms. Later sections will discuss in detail the legal, regulatory and compliance aspects.
[bookmark: _Toc240733145]2.2 Product or service and the problem solved 
The business will feature a delivery-based, multi-brand cloud kitchen with a variety of authentic Indian cuisine in multiple virtual restaurant brands sharing a common kitchen. The service will be aimed at the Indian community in the UK who live in high-density areas including Leicester, Southall, Birmingham and Wembley. Customers will place their orders online via recognized food delivery services; common kitchen equipment, utensils and employees will enable the efficient preparation and delivery of meals. The idea caters to the identified market gaps such as longer delivery time, the inconsistency of food quality, and the availability of less regional authentic Indian food (Food Standards Agency, 2025b). The business is planning to have a kitchen as near to the target communities as possible to minimize the distance of the deliveries, and to ensure food freshness and reliability of service. The first, then, is that it offers a convenient, authentic and diverse Indian cuisine that could be potentially quicker and more consistent to receive than less location-specific offerings.
[bookmark: _Toc240733146]2.3 Founding idea and brief history 
The concept was born out of the opportunity to meet the needs of the expanding Indian population in the UK food delivery sector. The proposal noted that current methods of navigating the location of the cloud kitchen might not adequately account for the clustering of Indians or their desire for authentic cuisine from their hometowns, or for convenience and dependable delivery. Thus the idea emerged to open a multi-brand cloud kitchen in the vicinity of high-density Indian communities like Leicester, Southall, Birmingham and Wembley (Just Eat, 2026). The proposed business is new and has been driven by market trends and demographic changes, and the changing food habits and the rise of digital food delivery services.
[bookmark: _Toc240733147]2.4 Mission, vision and values 
Mission: To provide the UK Indian community with convenient, authentic and high-quality Indian cuisine through a community-based multi-brand cloud kitchen that delivers efficiently and reliably.
Vision: To become a scalable and customer-focused multi-brand cloud kitchen model recognised for serving Indian communities across the UK while improving delivery efficiency, customer satisfaction and operational performance.
Values and Principles:
· Authenticity: Offer diverse Indian cuisines that reflect regional tastes and customer preferences.
· Customer focus: Prioritise convenience, food quality, freshness and reliable delivery in business decisions.
· Efficiency: Use shared facilities, technology and location intelligence to optimise resources and delivery operations (Office for National Statistics, 2021a).
· Scalability: Develop flexible processes and multiple virtual brands that can support sustainable expansion into other UK communities.
[bookmark: _Toc240733148]2.5 Business objectives and goals 
The proposed business will establish the following initial SMART objectives:
· Launch the first cloud kitchen within 16 weeks of completing the business development and feasibility assessment, subject to suitable location, funding and regulatory requirements.
· Establish at least three virtual restaurant brands during the first year, offering differentiated regional Indian cuisine from the shared kitchen.
· Achieve 500 customer orders per month within the first six months of operation through digital delivery platforms and targeted community-based marketing.
· Maintain an average customer rating of at least 4.5 out of 5 during the first year by focusing on food quality, freshness and reliable delivery.
· Develop partnerships with at least two major food delivery platforms before launch to increase market accessibility and customer reach.
[bookmark: _Toc240733149]2.6 Alignment with trends and opportunity 
The suggested venture fits in with the expansion of online food delivery, driven by its customer base's desire for convenience and the rising adoption of kitchen-as-a-service (KaaS) models fueled by technology and the cloud. A target market is the UK Indian community of over 1.8 million people, who are clustered in areas like Birmingham's Southall, Leicester and Wembley. The digital ordering, location intelligence, GPS tracking and data analytics further facilitates the proposed community based operating model. This allows for multiple virtual brands to be used in a single kitchen, enabling the company to meet the demand for authentic Indian cuisine, optimize the use of resources, and enhance delivery efficiency. But subsequent market, competitive, operational and financial analysis should validate customer demand, location appropriateness, commercial viability and scalability.


[bookmark: _Toc240733150]Chapter 3: Literature Review
[bookmark: _Toc240733151]3.1 Introduction to the literature review 
The literature review is concerned with exploring the current literature relevant to the development of a community based multi-brand cloud kitchen for the UK Indian community. It highlights five main themes: the development of the food delivery and cloud kitchen market in the UK, consumer food preferences and consumer purchasing habits, location strategy and community-based market segmentation, multi-brand cloud kitchen models and operational efficiency, and the role of digital technologies in food delivery services. These themes directly align with the research goals and provide insights into customer needs, appropriate locations and the potential for shared kitchen operations to enhance efficiency and scalability. The review will also pinpoint areas of research that are lacking and will help the proposed business model.
[bookmark: _Toc240733152]3.2 Thematic review 
Theme 1: UK Food Delivery Market and Growth of Cloud Kitchens
The growth of the UK food delivery industry has been mirrored by the rise in the use of smartphones and the shift to digital ordering and lifestyles. According to the Sharma and Milan (2025), the cloud kitchen model has become a viable alternative to the classic restaurant model due to the savings it brings in terms of reliance on physical space and the ability to run delivery-based brands from shared facilities (Sharma and Milan, 2025). This model can reduce the fixed operating expenses and expand the market. But such benefits are not guaranteed (Office for National Statistics, 2021b). When there is a lot of competition between delivery-only businesses, cost efficiency can be a non-sustainable advantage. It is therefore essential that cloud kitchens have a clearly defined market positioning and know exactly what they want their customers to need. This may help to expand the delivery model from a generic one to a more community-based one for the proposed business, focusing on the needs of UK Indians.
Theme 2: Consumer Preferences and Purchasing Behaviour
Consumer behaviour is a key element of the proposed business as people's choices to access food will be influenced by a number of factors other than convenience. There is some existing evidence that indicates that factors such as food quality, authenticity, affordability, delivery speed and convenience are important determinants of food purchasing behaviour. Repeat purchasing and customer relationships may also be affected by digital reviews, promotions and loyalty programmes (Uber Eats, 2026). Consumer preference in the Indian community, however, should not be regarded as entirely uniform since regional preferences and expectations can vary. This provides a space for multiple virtual brands, for Indian cuisines, not just a standardised menu. The value of this strategy lies in its differentiation based on the customer, but it will only work if there is a demand for differentiated regional offerings and if customers are willing to pay for authenticity in something other than price and convenience.
Theme 3: Location Strategy and Community-Based Market Segmentation
For a delivery-only business, the proximity to the business can also affect the delivery time, the cost of the delivery, the freshness of the food, and the customer experience (Serrano-Malebrán and Molina, 2025). The literature indicates that this is the case with cloud kitchens – proximity to target demand is more important than availability of premises. This means that demographic and market segmentation can be used to create a more solid foundation for location decisions. The initial basis for investigating these areas is that there are Indian communities concentrated in certain areas, including Leicester, Southall, Birmingham and Wembley (White Rose Research Online, 2025). However, the concentration of the population is not enough to determine the final location. Other factors to consider are delivery demand, competition, property costs, accessibility and operational capacity. Location intelligence is therefore appropriate as it links the demographic demand with the operational efficiency, but it should not be assumed that the demographic data reflects the real ordering behaviour.
Theme 4: Multi-Brand Cloud Kitchens and Operational Efficiency
Multi-brand cloud kitchen is a cloud kitchen that has multiple restaurant brands that share common equipment, resources, and staff. The sharing of resources can minimize duplication and enable the business to operate multiple restaurant formats without building multiple physical establishments. It gives a good fit in terms of strategy of the proposed model as different regional Indian brands can be run from a single location. This method can also help to optimize resource use and offer flexibility in case of changing customer needs. But, if you're dealing with various menus, brands and orders at the same time, it could get quite complicated to operate. So, technology and inventory control, along with kitchen scheduling and quality management, become a factor (Babu et al., 2025). The model has great potential to be scaled up, but this requires effective coordination and consistent quality of service as much as the number of virtual brands.
Theme 5: Digital Technology, Scalability and Research Gap
Digital technology is an important enabler of cloud kitchen performance. Demand forecasting, operational coordination and customer service can be assisted by technologies such as online ordering platforms, kitchen management systems, inventory technologies, data analytics, and location intelligence. These technologies enable businesses to quickly adapt to evolving ordering trends and preferences (Chen, 2026). But in some instances, technology should be thought of as a tool to support rather than supplant good business strategy. Relying on third-party delivery networks could also diminish customer interactions and lead to commercial dependence. In conclusion, while the operational and technological advantages of cloud kitchens are well documented in the literature, the focus is less on location strategies aimed at particular ethnic groups within the UK. Demonstration of integrating demographic location analysis with multi-brand cloud kitchen model for the Indian community is also limited. This gap is an excellent foundation for the research to be proposed and then analysed for feasibility (Deng et al., 2026).
[bookmark: _Toc240733153]3.3 Chapter synthesis
The literature shows that the proposed cloud kitchen should consider the integration of customer demands, location strategy, operational efficiency and digital technology, and not treat them individually. The assessment of food quality, authenticity, affordability, convenience and delivery expectations will primarily be informed by consumer preference literature and location strategy will facilitate comparison of potential locations for Indian communities. These areas are complemented by multi-brand cloud kitchen literature, which provides an explanation of the utility of shared resources and virtual brands to enhance operational efficiency and scalability. Delivery coordination, demand analysis and customer service are also made easier with digital technology. While the literature offers some evidence of mixing community location strategies and multi-brand cloud kitchens in general, there is limited evidence for the use of mixed strategies in the UK Indian community. This gap needs to be critically evaluated and addressed by the BDP when deciding on the feasibility of the proposed model through evidence from the market, competition, operational and financial evidence.
[bookmark: _Toc238561260][bookmark: _Toc240733154]Chapter 4: Research Methodology
[bookmark: _Toc238561261][bookmark: _Toc240733155]4.1 Methodological approach and opportunity identification
There is no primary research (surveys, interviews or focus groups) involved in the proposal, only secondary, qualitative research. The business opportunity was identified through the existing evidence of growth in the food delivery market in the UK, higher consumer demand for convenience and the know-how that the Indian population was mostly found in urban areas like Leicester, Southall, Birmingham, Wembley (Deliveroo, 2025a). The investigation is intended to verify the possibility to open a multi-brand community-based cloud kitchen that will enhance the operational performance, delivery efficiency and customer satisfaction. Secondary data will be obtained from academic literature, government publications, ONS Census data, industry reports, market research and food delivery platforms. It is appropriate as it allows the proposal to look at market trends, consumer preference, demographic trends, location appropriateness, and operational trends without collecting primary data. It also allows for the evidence-based identification and evaluation of the proposed business opportunity (Deliveroo, 2025b).
[bookmark: _Toc238561262][bookmark: _Toc240733156]4.2 Market insight and data collection
Secondary data will be collected from reputable academic, government and industry sources, to generate market insight. They will gather data from peer-reviewed journal articles, books, government documents, ONS Census information, industry and market research documents, company reports and publicly available documents from food delivery companies like Deliveroo, Uber Eats and Just Eat. The Academic sources will be accessed via databases such as Business Source Complete, Scopus, ScienceDirect, Emerald Insight, ProQuest, Google Scholar and SpringerLink. Some of the keywords will be cloud kitchen, ghost kitchen, virtual restaurant, food delivery, multi-brand kitchen, Indian community UK, consumer behaviour, location strategy, ethnic market segmentation and food delivery logistics (Deliveroo, 2025c).
The geographical area will include the UK, and will address the areas of Leicester, Southall, Birmingham and Wembley, where Indian communities are concentrated. Primary sources will be recent literature, mainly within the last ten years; earlier studies that are influential will be added if they are relevant from a theoretical point of view. Only peer-reviewed research, official statistics and recognised industry reports will be included and blogs, unsupported opinions and unverified online content will be excluded. No sampling of primary participants is conducted, the four locations serve as the starting point for market and location comparisons (Deliveroo, 2026).
[bookmark: _Toc238561263][bookmark: _Toc240733157]4.3 Quantitative and qualitative evidence
The business opportunity will be evaluated with both quantitative and qualitative secondary evidence. Data will be quantitative including the market size and growth of food delivery in the UK, demographic data on the Indian community, population distribution throughout the areas of Leicester, Southall, Birmingham and Wembley, delivery trends and market indicators. This evidence will help to make comparisons of potential locations and market demand assessment (EA, 2026a). The following areas of qualitative evidence will be considered: consumer food preferences, authenticity, affordability, convenience, delivery expectations, customer satisfaction, purchasing behaviour. Food delivery platform competitor information and industry reports will also be analysed to gain an understanding of competitor positioning, service offerings and operations. Evidence to support premises and operating requirements will include evidence related to cloud kitchen models, shared resources, technology, location strategies and operating efficiency (EA, 2026b). When combined these numeric and non-numeric sources will give a more comprehensive view of market attractiveness, customer needs, business feasibility.
[bookmark: _Toc238561264][bookmark: _Toc240733158]4.4 Data-analysis methods
The research will analyze the secondary evidences obtained by using descriptive, comparative and thematic analysis. Numerical information that is relevant to the description of the market in the UK for food delivery services, the demographic distribution and relevant market indicators will be organised and summarised using descriptive analysis. This will give you a clear picture of the need and the nature of the target market (FSA, 2025a). This will be achieved through a comparative analysis of the suitability of Leicester, Southall, Birmingham and Wembley based on a comparison of demographic concentration, market opportunities, delivery considerations and competitive conditions. This will help in determining the best possible site for the proposed cloud kitchen.
Qualitative academic literature, government and industry publications/reports will be used in the thematic analysis. The sources will be analysed and summarised by themes like consumer preferences, food authenticity, delivery expectations, location strategy, operational efficiency, multi-brand models and digital technology. Similarities and differences between the sources will then be determined and synthesized (FSA, 2025b). This approach is suitable as all the information used in the research is based on secondary information and the research is aimed at formulating an understanding of the customer's demand, location suitability and the feasibility of the business model.
[bookmark: _Toc238561265][bookmark: _Toc240733159]4.5 Application and integration of frameworks
The concepts and frameworks presented in Chapter 3 will be utilized to link the customer demand, location strategy, operational efficiency, and digital technology to the proposed cloud kitchen. Consumer behaviour evidence will be analysed to assess food quality, authenticity, food affordability, and convenience and delivery speed preferences (FSA, 2025c). Demographic and market data will be used to analyse the location strategy, looking at Leicester, Southall, Birmingham and Wembley, and taking into account delivery efficiency, competition and accessibility. The multi-brand cloud kitchen system will evaluate common resources, personnel, equipment, menu adaptability, and business coordination. Digital technology evidence will include online ordering, kitchen management, inventory systems, data analytics and location intelligence. They will be combined and not treated as distinct and they will be aligned with customer needs in determining where and how to operate, and they will help ensure efficiency and scalability through technology (FSA, 2025d). The integrated approach will result in a more substantial piece of evidence to examine feasibility of the proposed business model.
[bookmark: _Toc238561266][bookmark: _Toc240733160]4.6 Reliability, validity, limitations and ethics
Research will be based on peer-reviewed academic studies, government documents, data from the ONS Census, recognised industry reports and credible sources in the market, which will help to strengthen the reliability and validity of the research. The relevance, publication date, authority and consistency of sources will be checked before they are included (FSA, 2025e). Triangulation will be performed through comparing evidence of various academic, government and industry sources, and consistency checks will be used for identifying conflicting findings, duplicated information, or significant differences in the information reported on market evidence.
Secondary data may not be complete, timely, or gathered for the purpose of this study, however. Comparisons may be affected by differences in geographical coverage, definitions and reporting methods and may require assumptions to be made when interpreting evidence from the market and the demographics. Systematic thematic analysis, critical analysis of several sources and the guidance by the supervisor will diminish researcher bias.
Ethically there are no participants or personal data involved in the study. Appropriate use of copyrighted and licensed material will be followed; appropriate citation and referencing used. Data will be kept on a password protected device and approved cloud system and access will be limited as appropriate (FSA, 2025f). The research will follow the UWTSD Research Ethics and Integrity Code, Academic Integrity Policy, Research Data Management Policy, UK GDPR and Data Protection Act 2018.


[bookmark: _Toc238561267][bookmark: _Toc240733161]Chapter 5: Market Opportunity Analysis
[bookmark: _Toc238561268][bookmark: _Toc240733162]5.1 Scope and market definition
This chapter specifically examines the food delivery market in the UK, particularly the community based multi-brand cloud kitchen, offering real Indian food with virtual brands and delivering it via community. Indian consumers and communities in the UK with a strong focus on high-density localities such as Leicester, Southall, Birmingham and Wembley are the target audience. Hence, the geographical scope is the UK and the four locations are the key comparison basis. The main channel to distribution is online food delivery via the existing digital platforms including Deliveroo, Uber Eats and Just Eat (FSA, 2025g). Evidence will be analysed up to the end of the project period of 16 weeks with reference to relevant and recent secondary data and existing market information. This chapter aims to evaluate the size of the market, customer demand, consumer behaviour, location opportunities, and the growth potential of the business, to assess its attractiveness for a proposed business.
[bookmark: _Toc238561269][bookmark: _Toc240733163]5.2 Market size and growth
Proposed community-based multi-brand cloud kitchen is a gigantic and expanding market in the UK food delivery sector. The market is estimated to be around £14.3 billion in 2025 and is forecast to grow by 3.1% year on year. This is nearly 87% higher than in 2019, reflecting the continued growth in delivery-led food consumption over time. According to a separate forecast, the UK foodservice delivery market will be worth £13.87 billion in 2024 and is expected to reach £15.8 billion by 2028 (FSA, 2025h). The numbers are an indication of ongoing demand, but there are variations as different market reports employ different definitions, data and methods.
If the definition of online food delivery is extended to include all online and mobile food delivery platforms, Grand View Research projects that revenue will reach US$37.51 billion by 2030, representing a CAGR of 7.9% annually from 2025 to 2030 in the UK market (FSA, 2025i). The disparity from the £14.3bn estimate is not necessarily at odds as the former estimates a wider online delivery market, whereas the latter is estimating foodservice delivery.
The £14.3bn estimate for 2025 is adopted as the key size indicator for this proposal, being the most suitable for the proposed restaurant delivery model. Predictions are based on the assumption that the market will continue to grow slowly, bolstered by online ordering, the use of smartphones and convenience demand, along with the use of delivery platforms. But future growth may be held back by inflation, household budgets, and platform fees and competition (FSA, 2025j). As such, the market figures should be assumed as indicative opportunity estimates and not expected revenues for the proposed business.
[bookmark: _Toc238561270][bookmark: _Toc240733164]5.3 Segmentation and target customer
The proposed business will be broken down into UK food delivery market segments based on geographic, demographic, behavioural and psychographic characteristics. The area of priority is geographically in Leicester, Southall, Birmingham and Wembley where the proposal has identified a significant concentration of the UK Indian community (FSA, 2026a). Demographically, this core consists of Indian consumers living in these high density groups, and the broader market of consumers who want to find Indian food that's actually Indian. Otherwise, the desired target customers are those who use the internet to order food regularly, appreciate convenience, speed of delivery, and quality of food, freshness and service reliability. In terms of the customer, they will appreciate authenticity, Indian regional preferences, affordability and diversity over just the standardised Indian menus (GOV.UK, 2025a).
So it is Indian consumers in Leicester, Southall, Birmingham and Wembley who do buy food regularly via digital methods and it is these consumers that are the priority segment. The proposal does not specify the number of residents in the UK Indian community by city, but cites an over-1.8 million potential customer base (GOV.UK, 2025b). The segment is justified due to the available evidence which indicates customers will make purchase decisions for a variety of factors including food quality, authenticity, and price, ease of shopping and delivery speed. Multiple virtual brands supplying Indian specialties can also be a possibility due to regional preferences.
Primary expectations of the target customer are digital ordering, repeat buying and responding to reviews, promotions and loyalty programs. This will enable business to offer regional diversification from a single kitchen, while highlighting the service on the basis of convivial, authentic and credible delivery (GOV.UK, 2025c).
[bookmark: _Toc238561271][bookmark: _Toc240733165]5.4 Pain points, unmet needs and demand
The primary customers' pain points listed in the proposal are longer lead times, variable food quality, lack of menu diversity and shortage of authentic regional Indian cuisine. Leicester, Southall, Birmingham and Wembley residents in India face these issues in particular. The scheme seeks to minimise distance from delivery, better food freshness and better service through a proposed community based location strategy (GOV.UK, 2025d).
Clients are likely to buy based on food quality, authenticity, affordability, and convenience and delivery time. Digital reviews will be another factor that customers are likely to take into account when purchasing, including when deciding between competing delivery options, as will be promotional offers or loyalty programmes (GOV.UK, 2026a). The regional diversity in the Indian community presents an unmet demand for differentiated menus which offer authentic cuisines and not one standardised Indian food offering. This need is being tackled through the proposed multi-brand model, which sees a number of virtual restaurant brands with their own distinct regional Indian cuisine cook from the same kitchen.
The available proposal does not include quantitative evidence of customer switching rates, price elasticity and/or trading down behaviour or seasonal demand. These factors thus cannot be considered as proven outcomes. But the price tag is evident as a crucial buying factor, meaning that shoppers might weigh the cost of food, delivery rates and promotions before placing an order (GOV.UK, 2026b). When customers are dissatisfied with the quality of their food, the delivery of their order, choice of food or value for money, they can go to another competitor.
There are a number of factors that might affect demand and business outcomes, such as the level of competition, reliance on third party delivery platforms, the cost of suitable premises, the complexity of operation and ensuring business quality across a range of brands. Having various menus, ingredients and orders may lead to extra quality control and scheduling issues and management of inventory. All in all, the greatest possibility lies with a combination of authenticity, variety, affordability, convenience, quality and reliable delivery. However, additional market analysis will be necessary to confirm price sensitivity, switching attitudes and seasonality (HMRC, 2026).
[bookmark: _Toc238561272][bookmark: _Toc240733166]5.5 Economic and geographic conditions
The proposed cloud kitchen is affected by economic and geographic conditions, which affect the affordability of the customer, the demand for the product, operating costs, accessibility and market reach. Other economic factors, including inflation, increased commercial rents and labour costs, can impact consumers' disposable income and also drive up costs for those food delivery businesses. The proposal highlights increased commercial property and labour expenses as a key driver for businesses to consider scalable delivery-only models that have lower fixed operating costs (HCL, 2025). Affordability is also a key purchasing consideration for customers, and increased financial stress may lead to increased price, promotion and delivery charge shopping.
The proposed business is geographically targeted at Leicester, Southall, Birmingham and Wembley where the proposal has highlighted the significant Indian community within the UK in these areas. Kitchens which are located in proximity to these communities can help to minimize delivery distances, enhance delivery times, help to maintain food freshness and improve service reliability (HCL, 2026). But simply looking at the population concentration does not necessarily give the final location. Accessibility, delivery demand and operational capacity are also factors to consider in the competition, property costs.
More sophisticated market conditions, such as the growing reliance on smartphones, digital ordering, location intelligence, GPS tracking and data analytics, can help open up more markets and enable more efficient delivery operations. Meanwhile, third-party sites can lead to business dependence. In general, the best chance for success will be in markets where the concentration of customers is high enough, the potential customer base is large enough, the premises are affordable, and efficient delivery coverage is available (JET, 2026a).
[bookmark: _Toc238561273][bookmark: _Toc240733167]5.6 Research findings and synthesis
The research results suggest a potential yet contingent scenario for establishing a multi-brand community kitchen in the UK via the cloud kitchen model. No primary research was conducted, so the opportunity assessment is done solely from secondary sources from academic literature, government publications, demographic data, industry reports and food delivery sources. This is a general market overview, but it doesn't give direct information on customer intent (JET, 2026b).
The evidence suggests that the UK food delivery market is supportive of delivery-only business models and that the Indian community is concentrated in Leicester, Southall, Birmingham and Wembley, offering opportunities for geographically-targeted services. Consumer evidence focuses on food quality and authenticity, affordability, convenience and delivery speed as important factors to purchase. Moreover, the literature indicates that multi-brand cloud kitchens can increase the efficiency of kitchen resources by sharing kitchen facilities, staff and equipment; and enable each business to provide differentiated regional cuisine. But for these benefits to be realised, an effective inventory management system, kitchen scheduling, technology and a consistent quality control must be implemented.
The opportunity looks like it has a good commercial value but needs to be further validated. The idea of select items in the community, authentic regional food, and to digital (or shared) operations looks like it might offer a good value proposition. However, the evidence presented does not necessarily confirm customer willingness to pay, switching behavior, seasonal demand or actual local order volume (JET, 2026c). Hence, a detailed competitive, operational and financial feasibility study should be done prior to implementation.
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This chapter looks at the UK food delivery and cloud kitchen sector, and specifically at those that the proposed business wishes to target, namely Leicester, Southall, Birmingham and Wembley in the Greater Birmingham area. The competitive analysis takes into account companies that are competing with customers looking for easy-to-order, authentic Indian cuisine online. The core frameworks will evaluate the competitive landscape, market positioning, customers' needs and industry attractiveness to generate opportunities and threats to the proposed model. The direct competitors are existing Indian restaurants, delivery-only Indian brands and Multi-brand Cloud kitchens that serve similar kinds of food on digital platforms. Indirect competitors are restaurants that serve other foods that are being spent on the same food delivery system. For example, home cooking, takeaway collections and dine-in restaurants can meet similar meal needs and are a form of substitute. Competitors will be analysed based on menu variety, authenticity, and price, convenience of delivery and service quality and position in the customer.
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Based on the research several key success factors come to light which are directly related to the customer expectations and the economics of the proposed cloud kitchen. Fresh meals, authentic regional Indian cuisine, consistent quality is important to food quality and authenticity as customers value fresh meals. They can be captured in customer ratings, complaints, review scores, repeat orders or feedback on the food-quality.
The faster and more reliable the delivery speed and reliability of the product, the more likely the proposed model is to succeed in finding kitchens in target communities. Average delivery time, late-order rates, delivery distances and customer satisfaction scores are thus some of the indicators used to measure performance (LPC, 2026). Other factors that are not limited to the population concentration should also be taken into account in effective location selection, which include competition, accessibility and operating capacity.
Competitive pricing and affordability is key, as it can affect purchasing decisions and customers might be able to compare food prices, delivery charges and promotions. Measured by average order value, competitor price comparison, promotional response and repeat-purchase rates. Another critical factor is operational efficiency which is important because sharing kitchen facilities, staff and equipment should minimise duplication and maximise use of resources. These are Orders per Kitchen, Staff Productivity, Food Waste, Resource Use and Operating Costs.
Lastly, customer satisfaction, diversity of menus and digital accessibility will help to retain customers and drive business growth. Repeat orders, platform ratings, number of virtual brands on the platform, number of digital orders can be tracked to measure if the business is going to achieve the desired competitive position (LI, 2025a).
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	Competitor
	Type & Target Market
	Market/Positioning
	Key Strengths
	Key Weaknesses / Gaps
	Value–Price Position

	Deliveroo restaurant partners
	Direct; customers ordering Indian and other cuisines online
	Broad digital food-delivery platform with extensive restaurant choice
	Strong platform reach, convenience, established ordering system and delivery infrastructure
	Customers choose from many competing restaurants; delivery distance, food consistency and authenticity depend on individual restaurants
	Medium to premium

	Just Eat restaurant partners
	Direct; local takeaway and delivery customers
	Broad online marketplace connecting customers with restaurants and takeaways
	Wide restaurant coverage, established digital ordering and local accessibility
	Similar dependence on individual restaurant locations and operating quality; limited differentiation for regional Indian cuisine
	Low to medium / premium

	Uber Eats restaurant partners
	Direct; digitally active food-delivery customers
	Technology-led delivery platform offering restaurants and virtual brands
	Strong digital accessibility, delivery network, convenience and broad choice
	High platform competition and dependence on third-party delivery infrastructure
	Medium to premium

	Traditional Indian restaurants and takeaways
	Direct; customers seeking Indian food
	Local Indian cuisine through dine-in, collection and delivery
	Established reputation, local relationships and potentially strong cuisine authenticity
	Higher physical-premises costs; may have limited regional variety and less flexible delivery coverage (LI, 2025b)
	Medium to premium

	Other cuisine delivery businesses
	Indirect; customers choosing alternative cuisines
	Compete for the same online meal expenditure
	Wide cuisine variety, promotions and established customer demand
	Do not specifically target the unmet need for regional Indian authenticity identified in the proposal
	Low to premium

	Home cooking, dine-in and collection
	Substitute; customers seeking alternatives to delivery
	Alternative ways of obtaining or consuming meals
	Potentially lower cost, greater control over food or different dining experience
	Less convenient than doorstep delivery and may involve preparation or travel time
	Low to medium

	Community Kitchen UK
	Proposed direct competitor; Indian consumers in Leicester, Southall, Birmingham and Wembley
	Community-based, multi-brand cloud kitchen offering regional Indian cuisine
	Shared resources, multiple virtual brands, location-focused strategy, potential delivery efficiency and differentiated regional menus
	New business without established reputation; demand, location suitability, financial viability and platform dependence require validation
	Affordable to medium, with differentiated value
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	Force
	Strength
	Analysis and implication

	1. Competitive rivalry
	High
	Fiercely competitive as there are a number of established platforms in the UK food-delivery market such as Uber Eats, Deliveroo and Just Eat, as well as numerous restaurants and takeaways. The market was estimated to be worth £14.3bn in 2025, rising by 3.1%, and delivery was estimated to have contributed about 10.9% to eating-out turnover (LI, 2026). There was a very competitive landscape for hospitality businesses in the UK; with approximately 176,685 businesses in 2025. So Community Kitchen UK should be unique in providing genuine Indian cuisine, local, on time and multi brand choice, not only in terms of price.

	2. Threat of new entrants
	Moderate–High
	It might be easier to begin a delivery-only restaurant than a dine-in restaurant, as the cloud kitchen doesn't need a customer service area. There is also an existing delivery infrastructure on digital platforms. But there is still a need for entrants to have appropriate facilities, food safety requirements, equipment, employees, working capital, and customer development (ONS, 2025a). Nearly 100% of the sector's small-business and order volume skews suggests that smaller operators can play a role, but there are challenges in developing brand recognition and order volumes.

	3. Bargaining power of suppliers
	Moderate
	Suppliers moderate power since they need ingredients, packaging, kitchen equipment, technology and labour for the proposed business. Price fluctuations in food can have a direct impact on food margins; prices for food and non-alcoholic beverages rose 2.2% in the 12 months leading up to May 2026 (ONS, 2025b). Community Kitchen UK can mitigate supplier reliance by using more than one supplier, in bulk and standardising inventory management across its virtual brands.

	4. Bargaining power of buyers
	High
	Customers can easily switch from restaurants to delivery services, and easily compare prices, reviews, delivery time and food quality on different platforms. The UK population uses delivery services approximately 10.6% of the time in an average week, mainly focused in people from urban areas and those aged 25–34. Bad service can thus lead to instant churn. Pricing, ratings, delivery and regional menus need to be competitive, high, and reliable (ONS, 2025c).

	5. Threat of substitutes
	High
	Home cooked meals, supermarket ready meals, takeaway collections, alternative cuisines or dine-in restaurants are all acceptable options. As such, customers are able to meet the same meal requirement without employing the proposed delivery service (ONS, 2026a). Convenience, authenticity, variety and reliable doorstep delivery should be emphasised to minimise substitution in the business.
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[bookmark: _Toc240733173]6.5 PESTLE and external change
Political: Food businesses in the UK are regulated and subject to the rules of food safety, hygiene and allergen management. Food businesses must also ensure that they provide allergen information; food businesses and new food businesses must register with the relevant local authority (ONS, 2026b). Compliance is a key priority for Community Kitchen UK, given that a lack of compliance would prevent trading and impact on reputation. So the regulatory burden is not only a limitation but also it is a factor of customer trust.
Economic: The economy directly influences purchase power and profitability. The UK food price index rose 38.6% during the period from November 2020 to November 2025, despite the slowdown in food and non-alcoholic beverage price inflation to 1.7% in June 2026. Additionally, the National Living Wage will rise to £12.71 per hour from April 2026, putting additional strain on kitchen costs. This is a very powerful, ongoing factor that may lead to price sensitivity and margin erosion (ONS, 2026c).
Social: The market is well suited with a large Indian community and a well-established demand for Indian food in the target market. In 2021, the largest number of people born in India was in England and Wales, at 920,000. This helps to highlight the need of this proposal for Indian communities, primarily Leicester, Southall, Birmingham and Wembley (ONS, 2026d). The impact is high and moderately reliable, though there may be some variations in terms of authenticity and regional diversity and value across communities.
Technological: Demand forecasting, order coordination and delivery efficiency can be boosted through digital ordering, delivery platforms, GPS, location intelligence, kitchen-management systems and data analytics. According to the UK food-delivery market was expected to grow to £14.3 billion by 2025, showing that the market has a huge digital delivery system (Uber, 2025). Technology is thus a high opportunity trend, but it has its share of third-party uncertainty with regard to fees and customer ownership.
Legal: The food-safety and allergen requirements that food businesses have to comply with include information regarding 14 regulated allergens. This adds a level of high-risk ‘must comply' regulation. The following procedures, training of staff and accurate menu information will therefore be of the essence (Uber, 2026a).
Environmental: The kitchen philosophy of a delivery kitchen may minimise the need for a premises kitchen but packaging use, food waste, energy usage and delivery emissions are relevant. Environmental expectations are likely to increase over the medium term, creating moderate uncertainty. The business can respond by having efficient routing, waste reduction and appropriate packaging.
[bookmark: _Toc238561280][bookmark: _Toc240733174]6.6 Industry attractiveness, gaps and synthesis
While the industry looks moderately to highly attractive, this opportunity is likely to face strong competition and cost pressures. According to the UK food-delivery market, the total size of the market is estimated at £14.3 billion in 2025, growing at a rate of 3.1% in this period, and another market estimate estimates the total value of the UK online food delivery at US$23.18 billion in 2024, and US$37.51 billion by 2030, thus growing at a rate of 7.9% per year. It is worth noting that the various estimates do not necessarily contradict in terms of the demand trend, but rather, in terms of market definition (Uber, 2026b). 
The cloud-kitchen segment is another growth opportunity as well: the revenue of the cloud-kitchen segment in the UK is expected to reach US$2.43 billion by 2025 and is anticipated to grow at a CAGR of 11.6% during the forecast period 2026–2033. However, it is seen that the competition is strong. Essential platforms like Uber Eats, Just Eat and Deliveroo saw 27.2%, 25.2% and 16.2% of delivery occasions respectively in 2024, showcasing their dominance.
This is not just an empty claim that “cloud kitchens are on the rise” since this is what the food service industry is doing today. The true missing link offered by this idea is not simply that “cloud kitchens are expanding.” This is what the food service industry is doing now. Available data indicates that currently, dark kitchens account for around 15% of all online food retailers on the biggest food delivery platforms in England. The second narrower gap is the weak evidence-based combination of community-based location selection and regional Indian food and a multi-brand cloud-kitchen system. This is consistent with the identified gap in research within the proposal (VOA, 2025).
In general, the concept could work but must be established at the location level in terms of demand, competitive differentiation, delivery economics and customer willingness to pay, not just because of overall market growth.
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[bookmark: _Toc239857266][bookmark: _Toc240733176]7.1 Strategic situation and frameworks
To incorporate the key findings from the previous chapters, SWOT analysis, Porter's Five Forces and PESTLE analysis along with market segmentation analysis are used to assess the strategic situation of Community Kitchen UK. The market analysis suggests a good opportunity for this product since the food delivery market is well demanded in the UK and the digital ordering, convenience and evolution of consumer habits mean that delivery-based models are likely to work well. The proposed Indian consumers segment in Leicester, Southall, Birmingham and Wembley is well defined geographically and demographically with authenticity, food quality, affordability and delivery speed highlighted as key customers considerations (Ahmed et al., 2024). The competitive analysis is a positive one as it shows high competitive rivalry, high buyer power and very strong substitutes, which makes the pricing flexibility limited and clearly differentiates need. Inflation, increasing labour costs, food-safety regulations, technological advancements and environmental obligations are other issues in the external environment. The strategic opportunity is thus to blend regional Indian authenticity, multi-brand variety, proximity to location, operational efficiency, competitive price, operating cost control, and service quality. This is an integrated system that is the foundation of the suitable competitive strategy for the proposed business.
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	Resources and Capabilities
	Valuable (V)
	Rare (R)
	Inimitable (I)
	Organised (O)
	Competitive Implication

	Community-focused location strategy
	✓
	✓
	✗
	✓
	Temporary competitive advantage

	Authentic regional Indian cuisine
	✓
	✓
	✗
	✓
	Temporary competitive advantage

	Multi-brand cloud-kitchen model
	✓
	✓
	✗
	✓
	Temporary competitive advantage

	Shared kitchen facilities and resources
	✓
	✗
	✗
	✓
	Competitive parity

	Digital ordering and delivery platforms
	✓
	✗
	✗
	✓
	Competitive parity

	Location intelligence and demographic analysis
	✓
	✓
	✓
	✗
	Unused potential advantage

	Customer and community knowledge
	✓
	✓
	✓
	✗
	Potential sustained advantage

	Flexible virtual-brand structure
	✓
	✓
	✗
	✓
	Temporary competitive advantage

	Established brand reputation
	✗
	✗
	✗
	✗
	Competitive disadvantage


Table 1: VRIO Analysis 
Value
Community Kitchen UK has a number of resources which have the potential to create customer value and operational value. The community based approach to location strategy can minimise delivery distances and enhance delivery quality and timeliness of food by having the kitchen in high density Indian population area. Likewise, the regional Indian food reflects customers' demand of better quality food, authenticity and variety (Alturkey, 2024). The multi-brand cloud-kitchen model also creates value by sharing kitchen resources, staff and equipment among the different virtual restaurant brands, which can help to optimise the use of resources and minimise duplicated operating costs.
Rarity
These are some of the skills that can give rarity. It is not just about being a takeaway, it's about offering a specific combination of community-based location selection, regional Indian cuisine and multiple virtual brands. The use of demographic data to show where there is a strong potential market can also distinguish the business being proposed. Some components of this, however, including online ordering, delivery technology and shared kitchen facilities, are readily available and are not rare as a stand-alone service (Ametowobla and Kirchner, 2025).
Imitability
The vast majority of resources are easily replicable. The participants can set up cloud kitchens, offer regional Indian cuisine, leverage delivery options, and gain insights into demographics. Thus, the proposed model is not likely to have competitive advantage unless it uses multiple resources (Bennett et al., 2024). Accumulated customer knowledge, excellent community relationship, uniformity in food quality and effective integration of location intelligence with operations could create greater challenges for the ability to imitate.
Organisation
There should be an efficient organisation of the business to make the resources competitive. This involves effective inventory management, kitchen scheduling, staff coordination, quality control, digital ordering, and customer feedback and performance monitoring. The multi-brand structure in particular needs to be clearly coordinated to avoid an increase in the complexity of the operations. Community Kitchen UK is a new business and does not have a proven track record, an established customer base or a dedicated operating system - which is an important organisational void.
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Strengths
What Community Kitchen UK has excelled at is its community-based strategy of location and multi-brand cloud kitchen approach. Being near high-density Indian customer areas can cut delivery routes, promote quicker delivery time and maintain food freshness. The model can also be used to run multiple regional Indian virtual brands from a common location, thus sharing kitchen facilities, staff and equipment for various menus. This is more flexible than a traditional single brand restaurant. The wider market also has a supportive environment: Food delivery is expected to grow by 3.1% to 10.9% of the total eating-out market in 2025, reaching £14.3 billion (Bennett et al., 2025).  
Weaknesses
The biggest drawback is that Community Kitchen UK is a new company that isn't widely recognized, has no loyal customers, and no sales records. This leaves an uncertainty about the forecast of customer demand, acquisition of customers and their repeat purchases. The multi-brand format can also add to the complexity of the process as each menu will have its own set of ingredients, preparation methods, inventory management and quality control. One drawback is the dependence on third party delivery systems (Boldureanu et al., 2025). While these platforms offer great reach, they could cause a loss of direct control over customer data and profitability. Recent industry proof also reveals this very trade-off between reach and control over the customer relationship.  
Opportunities
The greatest opportunity is the continued shift to digital and convenience food consumption. 60% of respondents ordered food and drink online from a restaurant, takeaway or café website, while 55% ordered through an online ordering and delivery service like Just Eat, Deliveroo or Uber Eats, FSA found in its research. Additionally, 21% ordered from an online delivery company almost a week or more (Bonhomme and Muldoon, 2025). It underpins the digital-first approach proposed. There is also room to differentiate it on the basis of real regional Indian food and multiple virtual brands and community positioning not just on price.
Threats
Strong competitive rivalry is the main threat. A restaurant brand already has a strong customer awareness and delivery infrastructure and a large network of restaurants established. Uber Eats accounted for 27.2% of delivery occasions, company owned platforms 26.4%, Just Eat 25.2% and Deliveroo 16.2% in 2024 (Cummins et al., 2024). There are also numerous alternatives to customers, such as take-out food, dining-in restaurants, home cooked meals and ready meals. Economic pressure is another risk as the cost of food, labour and premises all increase, which can lead to a decline in margins and increase the sensitivity of your customers.
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Alternative 1: Cost Leadership through a Single-Brand Cloud Kitchen
The first approach is to take the “cost leadership” route, by operating a single-brand cloud kitchen with a specialized Indian menu. This would make kitchen operations easier, inventory less complicated, food waste less and possibly enhance labour productivity. This also may enable competitive pricing for customers on affordability concerns. But pricing alone would put Community Kitchen UK up against other restaurants and delivery services that are already established, have brand recognition and have more buying power. Being a new company, providing real and quality food at low prices may lead to lower margins (Da Cunha et al., 2024). While it may be easy to do, this is less interesting for differentiation and is less appealing for competitive advantage in the long term.
Alternative 2: Focused Differentiation through a Multi-Brand Model
The second way is the multi-brand cloud kitchen based on community, which is an emphasis directed at the community. There would be a number of virtual brands that would serve different Indian cuisines from a common premise to customers in high Indian population areas. This approach involves authenticity, variety, convenience and delivery efficiency and shares kitchen facilities, staff and equipment. Having operations near the target market can also help to provide shorter delivery times, better freshness and quicker service (Groves et al., 2026). While the individual aspects of the offering could be copied, the model of community-based location, regional cuisine and multi-brand operations offers value proposition that goes beyond cost. This is the most suitable option which matches the identified customer needs and the business concept.
Alternative 3: Hybrid Digital Growth Strategy
The third way is a hybrid approach where differentiated food is offered, and digital proliferation. Community Kitchen UK could initially leverage on existing delivery systems to be discovered and to capture customers, and over time build direct digital ordering systems, loyalty programmes and customer engagement (Gupta et al., 2024). Data analytics and location intelligence can be used to assist with demand forecasting, to offer customised promotions and operational decisions. This will provide more scalability and potentially decrease reliance on third-party platforms in the future. But it does need investment in technology, marketing and organisational skills which makes it more difficult in the start-up phase.
Evaluation and Strategic Choice
The cost leadership option will give the company simplicity in operation, but it's not much different from all the other competitors in the market. The hybrid approach offers significant long-term growth potential, but is more demanding in terms of investment and organizational capacity. The focused differentiation strategy is the one with the best combination of customer needs and operational feasibility and competitive positioning. (Islam et al., 2024)It directly fulfils the opportunity identified from the research, which is to have convenient and authentic regional Indian food, through multi-brand strategically located cloud kitchens.
Selected Business Strategy
Thus, focused differentiation is chosen as the preferred strategy as it is based on the community-based multi-brand cloud kitchen. The initial priority for Community Kitchen UK must be to build up a loyal customer base in targeted Indian ethnic communities with good food production, consistent food quality and delivery and attractive price. After the operation has reached the point of customer recognition and achieving stable performance, it can step-by-step add other virtual brands, direct ordering channels, loyalty programs, data-driven marketing (Janatabadi et al., 2024). This is a staged process which minimizes the initial complexity, but provides an opportunity for future scalability. Overall, the strategy is the most authentic, regional, location-based, efficient and customers-friendly, and it does not depend heavily on price competition as the key source of the competitive advantage.
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USP
Community Kitchen UK's Unique Selling Proposition (USP) is the provision of authentic regional Indian cuisine under several virtual restaurant brands in a variety of community-based cloud kitchens that are located close to high-density Indian communities in the UK which would provide greater variety, convenience and reliable delivery. The USP will appeal to Indian consumers in filters like Leicester, Southall, Birmingham, and Wembley who appreciate authentic flavours, quality food, and budget friendliness, along with the ability to place orders online. The difference between the proposed model and the other single brand restaurants is that the former will include multiple regional Indian restaurant concepts in the same kitchen which will not only allow the restaurant to offer a wider variety of food but will also allow them to share resources, equipment and staff (Jia et al., 2024). The location approach was designed to minimise delivery transport distances, increase delivery speed and facilitate food freshness. The USP is thus a differentiated proposition, supporting the chosen focused-differentiation strategy, and is based on cultural authenticity, regional choice, community proximity and operational efficiency.
Value proposition
[image: ]
The Value Proposition Canvas provides clear evidence of the alignment between the needs of the target customers (Indian people in Leicester, Southall, Birmingham and Wembley who want to find great Indian food online) and the Value Proposition of Community Kitchen UK (the convenience of online access to authentic regional Indian food). The customer profile identifies the main jobs and pains, including ordering meals from a restaurant that are close to the authenticity of the cuisine, getting the food promptly, having the option to choose from different regional cuisines, and low availability of the authentic options, long delivery times, low quality of dishes, and higher delivery fees and fewer varieties from individual restaurants. These are all tackled by Community Kitchen UK with its multi-brand cloud kitchen business, Indian cuisine in a variety of regional flavours, on-demand ordering, local delivery points, and quality-driven service (Johnstone and Lonnie, 2024). The main benefits are in the way this provides more authenticity, variety, convenience, freshness, reliability and value for money. Overall, the selected focused-differentiation policy is supported by the canvas, since the business does not only differentiate with regard to price, but with regard to the combination of regional authenticity, community proximity, multiple choices and efficient delivery in a single proposition.
Positioning
[image: ]
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Building Customer-Focused Advantage
Community Kitchen UK will gain competitive edge by prioritizing authenticity, food quality, affordability, convenience, delivery speed and variety like the key elements that are important to their target customers. The venture will offer unique regionally inspired Indian cuisine, not primarily based on price. Several virtual brands will enable people to get various cuisines from the same location, whereas, a traditional single-brand takeaway will offer less choice (Lee, 2025). The kitchens will also be located near target communities to facilitate delivery of food to the communities in shortest time, better freshness and more reliable service.
Developing Operational Advantage
The shared cloud-kitchen model will be a tool to improve operational efficiency by utilizing staff, equipment and preparation areas, among other resources, across multiple virtual brands. This can help to minimize redundant expenses and maximize resource efficiency (Yang et al., 2024). The business will need to create robust inventory management, kitchen scheduling, and recipe and quality control systems to ensure that the operational aspect is not negatively impacted by the multitude of brands offered. Measurable performance indicators to use for monitoring include delivery time, accuracy of orders, food waste, customer ratings, repeat orders, and operating costs.
Creating Defensible Advantage
While competitors can replicate the concept of cloud kitchen and menu options inspired by the region, Community Kitchen UK can make its edge more sustainable by building community connections and knowledge and operational learning through time (Leschke and Scheele, 2024). Systematically collecting customer feedback, ordering trends and location-level demand information can help determine customer preferences and menu offerings, promote offerings, and deliver coverage. Establishing a brand with the local culinary scene and providing consistent service can also help to build customer loyalty, making it more challenging for customers to seek out other options. Knowledge, customer data, regional knowledge and operational experience are more difficult to replicate when combined with the community knowledge (Wu et al., 2024).
Addressing Capability Gaps
Lack of a proven demand history, operational track record, and customer database, as well as lack of brand reputation are the main capability gaps. The strategic openings can be filled with gradual market penetration, feedback systems, employee training, and digital performance tracking and ongoing menus reviews. The business should focus in the beginning on a small number of strategically selected stores and virtual brands and then grow on the market (Mendonça and Kougiannou, 2025). This lowers the risk of operation and enable the business to learn from real time customer behaviour.
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The strategic logic of Community Kitchen UK, the process of connecting the dots in the market analysis, competitive assessment and internal capabilities to the final strategic choice. The study of alternatives reveals that community based multi brand cloud kitchen is the best option to focus on differentiation as it provides authentic regional Indian cuisine, customers diversifications, convenience and operational efficiency. The USP and value proposition makes this decision tangible for the customer and the resources, partnerships, organisational capabilities and mechanisms for success explain how this strategy can be realised (Milbourne, 2024). The diagram also identifies the critical assumptions and risks such as competition, increasing costs, platform dependence and complexity of operation. Feedback mechanisms for adapting the strategy when market evidence/operating conditions changes are provided by regularly monitoring KPIs, gathering customer feedback and assessing customer performance.
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The Business Model Canvas (BMC) is a tool that is used to articulate how Community Kitchen UK will generate, deliver and capture value. The model maps the chosen focused-differentiation strategy into an integrated business system, which links key customers, genuine regional Indian cuisine, delivery mode, customer relationship, revenue streams, resources, activities, partnerships and costs. It is thus a practical means of measuring the overall commercial viability of the venture.
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Target customers of Community Kitchen UK are Indian consumers in Leicester, Southall, Birmingham and Wembley and regularly use online food delivery services, who appreciate real Indian food, convenience and quality, and are willing to pay for these products to be affordable. Most users and purchasers are likely to be the person placing the order for their own household, family or social gathering; other members of the household can have an impact on food selection. Key customer job: getting authentic Indian food conveniently without compromising on taste, freshness and reliability (Mouloudj et al., 2025). The following are the top pain points that were found during the initial analysis: not having access to various Indian dishes from around the country; inconsistent food quality; delivery time; expensive delivery fees; and too little option from single-brand restaurants. The virtual brand concept is designed to meet these needs by multiple brands from a "community-focused" cloud kitchen preparing food in the same area, delivering it to customers across an area that provides a local variety without compromising on quality, and offering quick access to food via online platforms, and perhaps even quicker delivery since the kitchen is close to customers (Olarewaju et al., 2024). The model transcends traditional single-brand takeaway offerings and merges regional authenticity, a diversity of offerings and community proximity in a single operating system. This compliments the chosen focused-differentiation strategy and provides customer benefits based on convenience, choice, reliable quality and value for money. The hypothesis is still partly tied to confirming the local willingness to pay, cuisines preferences, and repeat-order behaviour prior to launch.
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Community Kitchen UK will have a digital-first channel strategy, with delivery platforms initially being used as a customer awareness, menu discovery and purchasing platform, with social media and community based digital promotion. Before ordering online, customers are going to go through menus, ratings, reviews and the images and information about the food. Platform-based logistics will be used to manage delivery, with convenience and greater reach to be maintained, with efficient fulfilment through the community kitchen locations (Pirina et al., 2024). Customer relationships will include self-service digital ordering and have a responsive support system, such as complaint handling, feedback and service recovery. Perceptions of the quality of food and its timely delivery will be reinforced, as will direct digital contact, and loyalty will be rewarded. This is a fast way to get to market, but builds a reliance on third-party platforms that should be built up over time with the business building owned digital channels in order to have greater control over the customer (Wang et al., 2024).
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Community Kitchen UK will have its main revenue stream from food orders placed by individuals and via online delivery services and, over time, via its own online ordering service. Customers will be charged for meals and any optional extras offered (e.g. delivery or chosen extras) and will use electronic payment at point of sale. Prices should be reflective of the true geographic location but not so high that the target community cannot afford to afford the product and prices should be bundled for the menu and offered at discounts to ensure trial and repeat (Shukla et al., 2024). The primary fixed expenses will be cloud-kitchen space, basic team salaries and benefits, equipment, insurance, licensing, software and professional services. Variable costs will cover ingredients, packaging, delivery fulfilment, transaction costs and platform commissions. There will be extra customer-related costs due to customer acquisition, promotions and retention activities. It is an economic premise that sufficient order volume and an appropriate price need to result in adequate contribution per order to offset fixed costs and earn a reasonable return (Warner, 2024). So, revenue estimates should be validated with real order frequency, average order values, platform fees and food costs prior to launch and then be explicitly broken down during the financial planning phase.
[bookmark: _Toc239857278][bookmark: _Toc240733188]8.5 Key resources, activities and partnerships
The key resources that are critical to Community Kitchen UK are appropriate cloud kitchen facilities, trained kitchen employees, cooking supplies, authentic food items, packaging materials, digital ordering systems and working capital. They are vital since the value proposition hinges on the ability to consistently produce regional Indian food and efficiently deliver it. The business will need to find appropriate locations in the communities, hire and train employees, obtain a good supply of ingredients and develop the necessary technology and compliance structures (Siddiqi et al., 2024). Development of menus, sourcing of ingredients, food preparation, quality control, order management, inventory control, packaging, delivery coordination and customer support are some key activities. These activities need to be done routinely to ensure food quality and reliability of delivery. Key partners will be food and packaging suppliers, delivery platforms, technology providers and relevant professional/compliance services. Platform dependence and supplier concentration pose risks, while partners offer access to markets and expertise and operational support. As such, the venture should have alternative supply sources and gradually build up customer contact directly to lessen the dependency (Uddin et al., 2026).
[bookmark: _Toc239857279][bookmark: _Toc240733189]8.6 Integration, assumptions and conclusion
Overall, the cohesion of Community Kitchen UK's target customers, regional Indian value proposition, digital channels, operational resources, partnerships, revenue streams and cost structure is evident. The biggest risks relate to the customer's willingness to pay, orders, platform fees, supplier expenses and quality, which may be inconsistent across different brands. All these assumptions need to be tested in the market and analysed in a financial way (Weber et al., 2026). Therefore the model is the basis for the following chapters on marketing, operations and finances, which will further explore the acquisition of customers, required resources, implementation, costs, revenues and financial feasibility.

[bookmark: _Toc239857280][bookmark: _Toc240733190]Chapter 9: Financial, Marketing and Sales, and Human Capital Management Plan
[bookmark: _Toc239857281][bookmark: _Toc240733191]9.1 Integrated plan overview
The integrated plan assesses the commercial viability and scalability of Community Kitchen UK and links its financial and marketing needs and human capital needs to the selected focused-differentiation approach. Forecasting investment needs, profitability and liquidity are analysed using cost classification, contribution and break even analysis. STP, positioning and the 7Ps are used to identify customer targets, communicate the value to the customer, acquire and keep customers, whereas workforce planning, recruitment, training and reward focus on the capabilities needed to deliver. Some of the assumptions made are pricing, customer orders, operating costs, launch timing and staffing capacity. The elements of the 3 plans are interdependent: Customers and positioning lead to marketing activity and sales volumes, which lead to revenue and workload to deliver things to customers, which lead to staffing and operating costs, which influence profitability, cash needs and future growth. 
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Start-up and operating costs
Start-up Costs
	Start-up cost
	Estimated amount (£)

	Premises deposit and initial rent
	10,000

	Kitchen fit-out
	20,000

	Cooking and refrigeration equipment
	30,000

	Furniture and storage
	3,000

	Initial food and packaging stock
	5,000

	Equipment installation/setup
	5,000

	Company registration and licences
	1,100

	Insurance and professional services
	1,200

	Branding and menu development
	2,500

	Website and software setup
	2,500

	Pre-launch marketing
	3,000

	Recruitment
	1,500

	Staff training and uniforms
	2,800

	Pre-opening wages
	2,000

	Working-capital reserve
	40,000

	Contingency
	10,000

	Total start-up requirement
	£139,600


Operating Costs
	Operating cost
	Type
	Monthly (£)

	Kitchen premises/rent
	Fixed
	4,000

	Salaries and employer costs
	Fixed
	12,000

	Utilities
	Semi-variable
	1,200

	Insurance, licences and software
	Fixed
	500

	Marketing and promotions
	Fixed/variable
	1,200

	Maintenance and administration
	Fixed
	1,100

	Ingredients
	Variable
	£7.20/order

	Packaging
	Variable
	£1.20/order

	Delivery/platform commission
	Variable
	£6.00/order

	Payment/other fulfilment costs
	Variable
	£0.60/order



It has a relatively high fixed-cost base, as the business has to keep its kitchen space, staff, equipment and digital systems going and ingredients, packaging and platform commissions increase with each order. This is in line with the Business Model Canvas, which separates costs from orders into fixed and variable costs.
Pricing
Community Kitchen UK must adopt a value based, competitive pricing approach, in line with its focused-differentiation strategy. Its prices will be kept within the reach of the target community and will take into account the values of the regional cuisine, its quality and convenience, along with reliability of its delivery.
	Pricing element
	Proposed price

	Average food order value
	£24

	Average meal/item price
	£10–£14

	Family/combo meal
	£25–£35

	Side dishes/extras
	£3–£6

	Desserts/drinks
	£2.50–£5

	Promotional first-order discount
	10–15%

	Target food cost
	30% of order value

	Estimated food cost per £24 order
	£7.20

	Estimated platform commission
	£6.00/order

	Packaging
	£1.20/order

	Other variable cost
	£0.60/order

	Estimated contribution/order
	£9.00


The average order value is therefore assumed to be £24 in financial planning. Low price cannot be the sole criterion of pricing, as the selected strategy is based on authenticity, regional variety and community proximity and convenience. Bundled meals and discounts for the first purchase can help to incentivize trial and repeat, without leading to an overall decrease in menu prices. Local competitors and customer willingness to pay should be compared for the actual prices prior to launch.
Revenue
Community Kitchen UK’s primary revenue will come from online food orders placed through third-party delivery platforms initially, with an own-ordering channel developed over time. Customers will pay for meals, family bundles and optional extras. 
	Revenue assumption
	Year 1
	Year 2
	Year 3

	Average orders per month
	1,500
	3,000
	4,000

	Annual orders
	18,000
	36,000
	48,000

	Average order value
	£24
	£24
	£24

	Annual revenue
	£432,000
	£864,000
	£1,152,000

	Monthly average revenue
	£36,000
	£72,000
	£96,000


Calculation: Annual revenue = annual orders × average order value.
The forecast is based on a gradual growth, as the three virtual brands will receive more and more customer orders as they become aware of their existence. This makes sense, as the proposal states that a lack of a customer base and sales history are uncertainties. Revenue should be tracked against orders received per month, average order value, repeat order rates and platform sales and growth should only happen once it can be proven that there is demand.
Forecasts
The financial forecast should show the expected development of Community Kitchen UK over the first three years. The forecast is based on gradual growth in customer orders as the three virtual brands become established. The proposal itself highlights that demand, order frequency and repeat purchasing remain assumptions that need to be validated after launch. 
	Financial forecast
	Year 1
	Year 2
	Year 3

	Annual orders
	18,000
	36,000
	48,000

	Average order value
	£24
	£24
	£24

	Revenue
	£432,000
	£864,000
	£1,152,000

	Variable costs
	£270,000
	£540,000
	£720,000

	Contribution
	£162,000
	£324,000
	£432,000

	Fixed operating costs
	£240,000
	£252,000
	£276,000

	Operating profit/(loss)
	−£78,000
	£72,000
	£156,000



Break-even
The contribution per order is £9 (£24 selling price − £15 variable cost). With monthly fixed costs of £20,000, Community Kitchen UK needs approximately 2,223 orders per month to reach break-even.
	Break-even measure
	Calculation
	Result

	Selling price/order
	—
	£24

	Variable cost/order
	—
	£15

	Contribution/order
	£24 − £15
	£9

	Monthly fixed costs
	—
	£20,000

	Break-even orders/month
	£20,000 ÷ £9
	2,223 orders

	Break-even orders/day
	2,223 ÷ 30
	74 orders/day

	Break-even monthly revenue
	2,223 × £24
	£53,352



Cash 
Cash flow is particularly important because the business is expected to experience a loss during its initial trading period. The proposed £40,000 working-capital reserve is intended to support operations while order volumes develop.
	Cash-flow item
	Year 1 (£)

	Revenue
	432,000

	Variable costs
	(270,000)

	Fixed operating costs
	(240,000)

	Operating cash requirement
	(78,000)

	Working-capital reserve
	40,000

	Additional funding buffer required
	38,000



Sensitivity
Sensitivity analysis tests how changes in the most uncertain assumptions affect profitability. For Community Kitchen UK, order volume and contribution per order are particularly important because platform commissions and food costs directly affect contribution. The proposal also identifies customer willingness to pay, order levels, platform fees and supplier costs as major risks. 
	Scenario
	Orders/month
	AOV
	Variable cost/order
	Monthly revenue
	Monthly operating result

	Downside
	1,200
	£22
	£14.80
	£26,400
	−£11,360

	Base case
	1,500
	£24
	£15.00
	£36,000
	−£6,500

	Upside
	1,800
	£25
	£14.50
	£45,000
	−£1,100



[bookmark: _Toc239857283][bookmark: _Toc240733193]9.3 Marketing and sales plan
Segmentation
Community Kitchen UK has divided the market regionally, demographically and behaviourally and are targeting Indian communities who frequently order food online in Leicester, Southall, Birmingham and Wembley who appreciate authenticity, quality, convenience and affordability.
Target audience
The target audience is Indians living in high-density Indian communities and ordering food online for their families, themselves or a gathering who want to get authentic local Indian food that can be reliably delivered and are willing to pay a reasonable price (British Business Bank, 2025).
Positioning
Community Kitchen UK is a community-based multi-brand Indian cloud kitchen that is different than single-brand restaurants because of multiple virtual brands having one strategically placed kitchen, and provides authentic regional cuisine, variety and convenient delivery.
Messaging
The main message should be “authentic regional Indian food, more choice and convenient local delivery” and needs to convey the message of freshness, quality, variety and value; allow customers to explore and order from the various virtual brands.
Marketing mix
Product
Community Kitchen UK will deliver the authentic regional Indian cuisine via multiple virtual restaurant brands from a common cloud kitchen. This provides greater options for customers to choose from various regional cuisines of India while keeping in mind the quality of food, freshness and convenience. The multi-brand concept also helps the business strategy by enabling the sharing of kitchen spaces, staff and equipment.
Price
The pricing will be such that it is affordable and yet offers the added value of authentic regional Indian cuisine. The prices should be within the reach of the target community and should be adequate to meet the cost of food, packaging, platform and operating. The bundle, discounted prices for first-time customers and specific offers to promote repeat business can make it easier for customers to try the product and keep coming back without feeling like they are getting a steal on price (British Business Bank, 2026).
Place
Community Kitchen UK will deploy a community approach to location, with its cloud kitchens being set up near high density Indian populations, like Leicester, Southall, Birmingham and Wembley. The greatest volume of customers will come in via online delivery systems, and the location of the kitchen to customers will be able to enhance speed of delivery, freshness and reliability.
Promotion
Promotion will be centered on the digital, especially delivery, channels, social and community digital marketing. Authentic regional flavours and variety, convenience, food quality and reliable delivery will be emphasised in communications. Customer reviews, food images, offers or social media content can raise awareness and draw the attention of consumers to find and try the various virtual brands.
People
Staff are crucial to the successful implementation of the proposed differentiation – food authenticity and uniformity relies on appropriate skills in the kitchen and service behaviour. Food will be prepared by trained kitchen staff and quality will be controlled, along with the order and support for efficient fulfilment (DBT, 2026). Customer facing activities like complaint handling and service recovery should also be responsive to enable positive customer experiences to help maintain ratings and repeat purchase.
Process
The business will adopt a digital-first approach from online menu selection and ordering, payment, food preparation, packaging, delivery co-ordination and customer support. Standardised recipes, inventory controls, kitchen scheduling and quality checks will be important as several virtual brands will be located in the same kitchen. With effective processes, therefore, they can cut down on the complexity of their operations and facilitate correct orders, consistent quality and reliable delivery.
Physical Evidence
The physical evidence that will be created as Community Kitchen UK is mainly delivery-based, will exist through online menus, professional food photos, virtual-brand presentation, packaging, customer ratings and reviews. If you are a new business with no reputation, these are cues that will be visible to customers who will make their decisions based on the reviews, ratings, and product information that you provide.
Acquisition
The customer acquisition strategy will be based on delivering through platforms and social media and promote through community-based digital media to the Indian customers in selected locations. The use of images of the food, regional cuisine messaging, introductory offers and customer reviews, can lead to awareness and increase the first-order rate, whereas loyalty incentives can facilitate further orders (Deliveroo, 2025).
Sales process 
The sales process will be digital, starting from the place where the customer discovers the product; through the menu browsing; the order placement; electronic payment; through delivery and the feedback after delivery. Customer ordering information can be used to fine-tune the menu and promotion plans, and positive feedback and complaints can be used to help retain customers and encourage reorders.
Budget
Digital promotion, platform visibility, initial offers and community campaigns should be the primary focus for marketing expenditure and then be ramped up as a result of the positive outcomes of customer acquisition. Marketing spend of around £1,200 per month may be authorised, and monitored by orders received, customer acquisition, repeat purchases and promotional returns to cut down ineffective marketing activities.
[bookmark: _Toc239857284][bookmark: _Toc240733194]9.4 Human capital management plan
Structure
The organisational structure will be lean, with the founder/manager making strategic decisions, finance, marketing and overall operational decisions. The kitchen staff will be reporting to the operational lead and working in the various virtual brands. This common organization allows them to make the best use of employees and prevents duplication of roles (DWP, 2026).
Staffing
The initial staffing will be limited to the skills needed in food preparation, order processing, quality control and packaging and customer service. During the launch period a small core team will be used and employees will work across the three virtual brands where appropriate. Recruiting staff should only be done when there is an ongoing need for growth due to pressure on kitchen space or service quality.
Recruitment
Staffing will be based on staff who possess the necessary skills for cooking, food handling, kitchen and customer service. Technical skill, reliability, hygiene awareness, team working and the ability to follow standardised recipes to be assessed. It is especially significant as the consistent quality of food is at the heart of Community Kitchen UK's focused-differentiation approach to multiple regional brands.
Development
Staff will have structured induction and food safety training followed by training on recipes, menu knowledge, quality control and order accuracy and Customer Service. Indicators to use for ongoing development and performance feedback should include customer ratings, order accuracy, food waste and productivity (FSA, 2026a). This will help to ensure that the standards are the same with each increase in order volume and the number of virtual brands.
Rewards
Reward should be equitable and competitive, with opportunities for learning and development and recognition for good work. Rewards and/or career opportunities for employees who are reliable, who have high food quality standards and good customer service. The supportive work atmosphere and communication can also boost employee motivation and decrease unnecessary staff turnover.
Labour costs
Labour is one of the biggest operating costs that is important in that workers must be available to prepare and deliver orders, even in the early stages when demand is still in the process of developing. The financial plan assumes that salaries are about £12,000 per month, with employer employment costs of £12,000 per month (FSA, 2026b). Labour costs should be tied to order volumes and capacity to keep costs affordable as the business expands.
Compliance
Community Kitchen UK have to adhere to the proper employment contracts, minimum pay, working time, pension commitments, Right to Work and equality practices. Kitchen operations also need to incorporate health and safety requirements and training and development in food handling and hygiene to relevant staff members must be provided. These requirements will minimize legal and operational risk and provide for a safe and consistent service.
[bookmark: _Toc239857285][bookmark: _Toc240733195]9.5 Integration and conclusion
The financial, marketing and human capital plans are aligned with Community Kitchen UK's strategic approach of focused-differentiation, connecting with the real food that is available within the region and a community-centred positioning with customer acquisition, sales growth and the right people. The success of scalability will depend on the growth in order volumes, repeat purchases and the incremental introduction of virtual brands and direct digital channels over time. Key assumptions are: Customer willingness to pay, Average order value, Order volume, Platform fees, Food costs, Staffing. The main challenges faced are low demand, increased operating expenses, and platform dependency and unreliable quality. These should be tracked with the use of KPIs and customer feedback and implemented gradually based on the level of financial performance, capacity of operations, and market demand.


[bookmark: _Toc239857286][bookmark: _Toc240733196]Chapter 10: Operations Plan
[bookmark: _Toc239857287][bookmark: _Toc240733197]10.1 Operating model, scope and frameworks
Community Kitchen UK will be a multi-brand cloud kitchen, serving authentic regional Indian cuisine online from a community kitchen. The operating model encompasses the preparation of meals, inventory management, quality control, technology, supplier management, delivery. The key assumptions are a single initial kitchen, three virtual brands and progressive growth in the volume of orders. The method of process mapping will be used, along with capacity planning and supply-chain concepts, to find out who is responsible for what in the process, what resources are needed, what is getting in the way and what are the risks to the process. They enable reliable delivery, quality consistency, efficient use of resources and scalability, and uphold the focused differentiation approach.
[bookmark: _Toc239857288][bookmark: _Toc240733198]10.2 Operational workflow and capacity
Customer orders will be placed via online delivery platforms and Community Kitchen UK will follow an ‘integrated workflow' which starts there. Orders will be confirmed and verified by computer systems and against ingredients before being passed to kitchen staff. The preparation team will be responsible for providing and cooking food according to standardised recipes and the operational lead will keep an eye on the preparation time and on the accuracy of the orders and food quality. Final quality and packaging testing will be done on completed meals before handed to delivery partners (FSA, 2026c). Customers payments and order sheets will be recorded electronically and customer feedback and recovery of the services used, if necessary. The process mapping approach is utilized to determine responsibilities, process steps and bottlenecks. This will be based on a small core team that work across the three virtual brands to optimise the use of resources. The planning assumption for Year 1 is about 1,500 orders a month - or roughly 50 a day - and the initial milestone is 500 monthly orders, which is a lower workload during the early stages. Cooking, packaging or availability of delivery partners can be key bottlenecks during peak time. Capacity will therefore be managed by observing order volumes, preparation times, accuracy of fulfilment and customers' ratings, and by adding more staff and/or resources when operational capacity starts to be reached.
[bookmark: _Toc239857289][bookmark: _Toc240733199]10.3 Location, facilities, equipment and technology
The location strategy is based on the need for access to high density Indian communities in Leicester, Southall, Birmingham and Wembley, with taking premises cost, delivery catchment, kitchen capacity and planning considerations into account when choosing a location for suppliers (UKHospitality, 2026c). A commercial kitchen should be adequate in size to ensure the workflow is not congested and sufficient preparation, cooking, storage and packaging areas to support the planned order volumes. The basic machinery required will be similar to that found in the start-up investment specified in Chapter 9: cooking equipment, refrigeration, preparation area, storage area and preparing packaging, etc. Technological solutions will enable the possibility of online ordering, payment processing, inventory control, order coordination and customer records. The digital system should be connected to delivery platform orders and kitchen system to prevent errors and speed up the fulfilment process (FSA, 2026d). The initial capacity will be based on a Year 1 assumption of around 1,500 orders per month, and will be subject to review as demand is increased. Extra space, technology or kitchen equipment can then be added incrementally instead of having to commit to large up-front costs at launch time.
[bookmark: _Toc239857290][bookmark: _Toc240733200]10.4 Supply chain, procurement, inventory and logistics
Community Kitchen UK will utilize a local and dependable supply chain for healthy ingredients, specialist regional Indian goods, packaging ingredients and other kitchen supplies. Quality, price, reliability, lead times and consistency will be used to evaluate suppliers and will uphold the business's differentiation through authenticity of food quality. Procurement will be planned based on anticipated orders and regular procurement of perishables and planned procurement of longer-life materials. The use of stock records, expiry-date monitoring and the first in, first out policy will be used for inventory management to minimise food waste, stock-outs and spoilage. Safety stock will be held for critical ingredients that could be needed in production and may be in short supply from the supplier. The supply chain will then balance availability and against un-necessary holding costs.
Inbound logistics will include receiving, checking and storing deliveries prior to ingredients entering production. Stock levels will be monitored on a regular basis and reorder levels will be set for frequently used stock. Food will be ready and quality checked before outbound logistics, which will be securely packaged and delivered to the delivery-platform partners for customers to be served (FSA, 2026e). Major factors are supplier availability, food costs and third-party delivery. Alternate suppliers will be part of contingency measures, as will flexible menu substitutions where appropriate and critical ingredient buffers. These methods ensure reliable service and minimize disruption and costs.
[bookmark: _Toc239857291][bookmark: _Toc240733201]10.5 Quality, compliance and operational controls
Community Kitchen UK will ensure that there is consistency of food quality, by using standardised recipes, food preparation methods, hygiene checks and end-of-order inspections. Employees in the kitchen will adhere to SOPs related to the handling of ingredients, cooking, portioning, packing and providing allergen information. The operational lead will keep track of the accuracy of orders, preparation time, customer ratings, complaints and food waste, and take corrective action when performance is not in line with the required standard. Consistency will be achieved through staff training and regular feedback between the three virtual brands.
Operational compliance will include appropriate food hygiene and allergen controls, workplace health and safety, risk assessments, employee training and required employment procedures. Before launch, requirements related to the premises will be discussed, such as fire safety, or planning or licensing requirements (HMRC, 2025). Customer-facing processes will ensure correct pricing in conjunction with ordering information, refunds and service recovery as needed. Online ordering and customer records will be kept safely, and protected as needed in regard to privacy. Businesses will use secure digital platforms to process payments, not unnecessarily storing payment information.
Records will be kept for Stock Movements, Suppliers Delivery, Cleaning, Food-safety checks, Staff Training, Incidents, Customer Complaints and Corrective Actions. These controls establish an auditable Operating System and effective identification of recurring issues. Operational KPIs will be reviewed regularly to make sure the quality, safety, compliance and customer-service standards stay on track with the business' focused-differentiation strategy as order volumes rise.
[bookmark: _Toc239857292][bookmark: _Toc240733202]10.6 Operational synthesis
It is proposed that the operating model will complement Community Kitchen UK's focused-differentiation strategy which involves providing authentic regional cuisine, reliable delivery and efficient shared resources across virtual brands. Some of the major issues are uncertain demand, dependence on the delivery platform, and reliability of suppliers, kitchen size, and quality control during high demand periods. These assumptions are primarily related to orders, staffing, supplier availability and operating costs. These will be tested at feasibility analysis prior to launch. Implementation should be incremental and costing, supplier arrangements and technology scaled up to customer need and financial results.







[bookmark: _Toc240733203]References
Babu, D.S., Sharma, A. and Ashok (2025) ‘Examining the impact of service quality on customer satisfaction in online food delivery: A SERVQUAL study of Swiggy users in Vijayawada, India’, European Economic Letters, 15(3), pp. 3065–3071. Available at: https://www.eelet.org.uk/index.php/journal/article/view/3749 
Chen, K. (2026) ‘From VRIN to Velocity: Integrating Resource-Based View and Dynamic Capabilities for Competitive Advantage in AI-Accelerated Markets’, International Theory and Practice in Humanities and Social Sciences, 3(1). Available at: https://www.wisvora.org/index.php/itphss/article/view/282 
Deliveroo (2026) – Restaurant Partners UK
https://restaurants.deliveroo.com/en-gb
Deliveroo (2026) Restaurant Partners UK. Available at: https://restaurants.deliveroo.com/en-gb 
Deng, W., Tang, Y., Liu, Y. and Yang, T. (2026) ‘Digital visibility, physical obscurity: Uncovering the location strategies of ghost kitchens in platform urbanism’, Journal of Retailing and Consumer Services, 91, 104766. Available at: https://www.sciencedirect.com/science/article/pii/S0969698926000469  
Food Standards Agency (2025a) – Food and You 2: Wave 9 – Chapter 5: Online Platforms
https://www.food.gov.uk/research/fy2-wave-9-chapter-5-online-platforms 
Food Standards Agency (2025b) – Food and You 2: Wave 9
https://www.food.gov.uk/research/food-and-you-2/food-and-you-2-wave-9 
Just Eat (2026) Partner with Just Eat. Available at: https://www.just-eat.co.uk/partners 
Office for National Statistics (ONS) (2021) Census 2021. Available at: https://www.ons.gov.uk/census 
Office for National Statistics (ONS) (2021a) – Census 2021
https://www.ons.gov.uk/census 
Office for National Statistics (ONS) (2021b) – Census Area Profiles
https://www.ons.gov.uk/visualisations/censusareachanges/ 
Serrano-Malebrán, J. and Molina, C. (2025) ‘What leads users to recommend, not just use? Unpacking service quality, labor perceptions, and conscious consumer choice in food delivery apps’, Frontiers in Sociology, 10, 1666695. Available at: https://www.frontiersin.org/journals/sociology/articles/10.3389/fsoc.2025.1666695/full 
Sharma, A. and Milan, R. (2025) ‘Consumer perceptions and satisfaction with online food delivery services: A regional study from Uttar Pradesh’, European Economic Letters, 15(1), pp. 3840–3850. Available at: https://www.eelet.org.uk/index.php/journal/article/view/2787 
Uber Eats (2026) Merchant Platform UK. Available at: https://merchants.ubereats.com/gb/en/ 
Deliveroo (2025a) Deliveroo 100: 2025. Available at: https://deliveroo.co.uk/more/news-articles/deliveroo-100-2025  
Deliveroo (2025b) Deliveroo Restaurant Awards winners 2025. Available at: https://deliveroo.co.uk/more/news-articles/deliveroo-restaurant-awards-winners-2025  
Deliveroo (2025c) Deliveroo and KFC partnership. Available at: https://deliveroo.co.uk/more/news-articles/kfc-partnership  
Deliveroo (2026) – Restaurant Partners UK
https://restaurants.deliveroo.com/en-gb
Deliveroo (2026) Major product updates. Available at: https://deliveroo.co.uk/more/news-articles/deliveroo-major-product-updates  
Deliveroo (2026) Restaurant Partners UK. Available at: https://restaurants.deliveroo.com/en-gb
White Rose Research Online (2025) What are ‘dark kitchens’? A consensus definition. Available at: https://eprints.whiterose.ac.uk/id/eprint/231299/ 
 Environment Agency (2026a) Packaging waste data reported by reprocessors and exporters. Available at: https://www.gov.uk/government/publications/packaging-waste-data-reported-by-reprocessors-and-exporters  
Environment Agency (2026b) Public register of reprocessors and exporters of UK packaging waste. Available at: https://www.gov.uk/government/publications/public-register-of-reprocessors-and-exporters-of-uk-packaging-waste 
Food Standards Agency (2025a) Food and You 2: Wave 9 – Chapter 5: Online platforms. Available at: https://www.food.gov.uk/research/fy2-wave-9-chapter-5-online-platforms  
Food Standards Agency (2025b) Food and You 2: Wave 9. Available at: https://www.food.gov.uk/research/food-and-you-2/food-and-you-2-wave-9  
Food Standards Agency (2025c) Food and You 2: Wave 9 – Executive summary. Available at: https://www.food.gov.uk/research/fy2-wave-9-executive-summary  
Food Standards Agency (2025d) Food and You 2: Wave 9 – Chapter 1: Food you can trust. Available at: https://www.food.gov.uk/research/fy2-wave-9-chapter-1-food-you-can-trust  
Food Standards Agency (2025e) Food and You 2: Wave 9 – Chapter 2: Concerns about food. Available at: https://www.food.gov.uk/research/fy2-wave-9-chapter-2-concerns-about-food  
Food Standards Agency (2025f) Food and You 2: Wave 9 – Chapter 3: Food security. Available at: https://www.food.gov.uk/research/fy2-wave-9-chapter-3-food-security  
Food Standards Agency (2025g) Food and You 2: Wave 9 – Chapter 6: Eating at home. Available at: https://www.food.gov.uk/research/fy2-wave-9-chapter-6-eating-at-home  
Food Standards Agency (2025h) Food and You 2: Wave 9 – Annex A. Available at: https://www.food.gov.uk/research/fy2-wave-9-annex-a  
Food Standards Agency (2025i) Allergen checklist for food businesses. Available at: https://www.food.gov.uk/business-guidance/allergen-checklist-for-food-businesses  
Food Standards Agency (2025j) Download your allergen icons and posters. Available at: https://www.food.gov.uk/business-guidance/download-your-allergen-icons-and-posters 
Food Standards Agency (2026a) Allergen guidance for food businesses. Available at: https://www.food.gov.uk/business-guidance/allergen-guidance-for-food-businesses  
GOV.UK (2025a) Business rates relief: 2025/26 retail, hospitality and leisure scheme. Available at: https://www.gov.uk/guidance/business-rates-relief-202526-retail-hospitality-and-leisure-scheme  
GOV.UK (2025b) Business rates relief information letter 01/2025. Available at: https://www.gov.uk/government/publications/012025-publication-of-business-rates-relief-information/012025-publication-of-business-rates-relief-information  
GOV.UK (2025c) Budget 2025: retail, hospitality and leisure factsheet. Available at: https://www.gov.uk/government/publications/budget-2025-retail-hospitality-and-leisure-factsheet/budget-2025-retail-hospitality-and-leisure-factsheet 
GOV.UK (2025d) Treating food waste where the food was served and consumed. Available at: https://www.gov.uk/government/publications/treating-food-waste-where-the-food-was-served-and-consumed-rps-229/treating-food-waste-where-the-food-was-served-and-consumed-rps-229  
GOV.UK (2026a) Business rates multipliers: qualifying retail, hospitality or leisure properties. Available at: https://www.gov.uk/guidance/business-rates-multipliers-qualifying-retail-hospitality-or-leisure  
GOV.UK (2026b) Local authority collected waste management: annual results 2024/25. Available at: https://www.gov.uk/government/statistics/local-authority-collected-waste-management-annual-results/local-authority-collected-waste-management-annual-results-202425 
HM Revenue & Customs (2026) Rates and thresholds for employers 2026 to 2027. Available at: https://www.gov.uk/guidance/rates-and-thresholds-for-employers-2026-to-2027  
House of Commons Library (2025) Government support for the hospitality sector. Available at: https://commonslibrary.parliament.uk/research-briefings/cdp-2025-0147/  
House of Commons Library (2026) Hospitality: statistics and policy. Available at: https://commonslibrary.parliament.uk/research-briefings/cbp-10333/
Just Eat Takeaway.com (2026a) Britain's independent takeaways serve up £28 billion boost as platform hits 2 billion orders. Available at: https://newsroom.justeattakeaway.com/en-GB/263537-britain-s-independent-takeaways-serve-up-28-billion-boost-as-platform-hits-2-billion-orders/  
Just Eat Takeaway.com (2026b) Just Eat launches AI voice assistant to help UK customers decide. Available at: https://newsroom.justeattakeaway.com/en-GB/260037-what-do-you-want-for-dinner-just-eat-launches-ai-voice-assistant-to-help-uk-customers-decide/  
Just Eat Takeaway.com (2026c) Just Eat reveals the celebrities, films and sports stars influencing Britain's 2025 orders. Available at: https://newsroom.justeattakeaway.com/en-GB/259778-just-eat-reveals-the-celebrities-films-and-sports-stars-influencing-britain-s-2025-orders/
Low Pay Commission (2026) The National Minimum Wage in 2026. Available at: https://www.gov.uk/government/publications/the-national-minimum-wage-in-2026  
Lumina Intelligence (2025a) UK food delivery market: growth, share and size statistics 2025. Available at: https://www.lumina-intelligence.com/blog/foodservice/uk-food-delivery-market-growth-share-size-statistics-2025/  
Lumina Intelligence (2025b) UK food-to-go trends 2025. Available at: https://www.lumina-intelligence.com/blog/food-to-go/food-to-go-trends-2025/  
Lumina Intelligence (2026) UK food consumption trends 2026: delivery, convenience and eating out. Available at: https://www.lumina-intelligence.com/blog/uk-food-consumption-trends-2026-delivery-convenience-eating-out/
Office for National Statistics (ONS) (2025a) Population estimates by grouped country of birth and nationality, UK: 2024. Available at: https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/adhocs/3063populationestimatesbygroupedcountryofbirthandnationalityuk2024  
Office for National Statistics (ONS) (2025b) Population estimates. Available at: https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates  
Office for National Statistics (ONS) (2025c) Indian population in the UK. Available at: https://www.ons.gov.uk/aboutus/transparencyandgovernance/freedomofinformationfoi/indianpopulationintheuk 
Office for National Statistics (ONS) (2026a) Consumer price inflation, UK: June 2026. Available at: https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/consumerpriceinflation/june2026  
Office for National Statistics (ONS) (2026b) Consumer price inflation, UK: March 2026. Available at: https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/consumerpriceinflation/march2026  
Office for National Statistics (ONS) (2026c) Consumer price inflation, UK: December 2025. Available at: https://www.ons.gov.uk/economy/inflationandpriceindices/bulletins/consumerpriceinflation/december2025  
Office for National Statistics (ONS) (2026d) Inflation and price indices. Available at: https://www.ons.gov.uk/economy/inflationandpriceindices  
Uber (2025) Uber Eats and Allergy UK. Available at: https://www.uber.com/gb/en/newsroom/uber-eats-and-allergy-uk/ 
Uber (2026) Hottest Bites 2026. Available at: https://www.uber.com/gb/en/newsroom/hottestbites-2026/  
Uber (2026) Tracking corporate cuisine: 2026 food delivery trends. Available at: https://www.uber.com/gb/en/business/articles/tracking-corporate-cuisine-2026/ 
Valuation Office Agency (2025) How restaurants are valued for business rates. Available at: https://www.gov.uk/guidance/how-restaurants-are-valued-for-business-rates
Ahmed, S., Saad, A.T., Chowdhury, S.R., Sobhani, F.A., Hassan, M.S. and Islam, M.A., (2024). Impact of marketing mix elements on the brand equity of online food delivery services: an emerging economy perspective. Cogent Business & Management, 11(1), p.2380018.
Alturkey, Y.A., (2024). The gig economy: Insights into worker experiences in the UK and Saudi Arabia. Open Journal of Business and Management, 12(3), pp.1766-1799.
Ametowobla, D. and Kirchner, S., (2025). Varieties of platform capitalism? Competition, regime types and the diversity of food delivery platforms across Europe and North America. Socio-Economic Review, 23(2), pp.899-931.
Bennett, R., Keeble, M., Zorbas, C., Sacks, G., Driessen, C., Grigsby‐Duffy, L., Adams, J., Burgoine, T. and Backholer, K., (2024). The potential influence of the digital food retail environment on health: a systematic scoping review of the literature. Obesity Reviews, 25(3), p.e13671.
Bennett, R., Sacks, G., Zorbas, C., Huse, O., Wood, B. and Backholer, K., (2025). Exploring the commercial determinants of health in the online food delivery sector: a case study of Uber Eats in Australia. Critical Public Health, 35(1), p.2469776
Boldureanu, D., Gutu, I. and Boldureanu, G., (2025). Understanding the dynamics of e-WOM in food delivery services: A SmartPLS analysis of consumer acceptance. Journal of Theoretical and Applied Electronic Commerce Research, 20(1), p.18.
Bonhomme, M. and Muldoon, J., (2025). Racism and food delivery platforms: shaping migrants’ work experiences and future expectations in the United Kingdom and Chile. Ethnic and Racial Studies, 48(10), pp.1897-1920.
Cummins, S., Kalbus, A.I., Cornelsen, L., Adams, J., Boyland, E., Burgoine, T., Law, C., de Vocht, F., White, M. and Yau, A., (2024). Social inequalities in the use of online food delivery services and associations with weight status: cross-sectional analysis of survey and consumer data. BMJ Public Health, 2(2).
Da Cunha, D.T., Hakim, M.P., Alves, M.M., Vicentini, M.S. and Wiśniewska, M.Z., (2024). Dark kitchens: Origin, definition, and perspectives of an emerging food sector. International Journal of Gastronomy and Food Science, 35, p.100884.
Groves, H., Clarkson, D., Boyland, E., Shaw, N., Lake, A.A., Bradford, C., Chang, M., Townshend, T., Lloyd, S., Tindall, E. and O’Malley, C., (2026). Identifying online only delivery food outlets in the North of England using data from food delivery apps. BMC Public Health.
Gupta, A., Sacks, G., Cameron, A.J., Huggins, C.E., Peeters, A., Backholer, K., Vanderlee, L., White, C.M., Scapin, T., Gomez-Donoso, C. and Bennett, R., (2024). Use of online food delivery services among adults in five countries from the International Food Policy Study 2018–2021. Preventive Medicine Reports, 43, p.102766.
Islam, S.A., Jones, R.P., Akhi, A.A. and Talukder, M.S., (2024). Do food delivery apps influence food waste generation? A stimulus-organism-behavior-consequence (SOBC) exploration. British Food Journal, 126(2), pp.879-897.
Janatabadi, F., Newing, A. and Ermagun, A., (2024). Social and spatial inequalities of contemporary food deserts: A compound of store and online access to food in the United Kingdom. Applied Geography, 163, p.103184.
 Jia, S.S., Todd, A.R., Vanderlee, L., Farrell, P., Allman-Farinelli, M., Sacks, G., Gibson, A.A. and Partridge, S.R., (2024). Offline to online: a systematic mapping review of evidence to inform nutrition-related policies applicable to online food delivery platforms. BMC medicine, 22(1), p.542.
Johnstone, A.M. and Lonnie, M., (2024). Tackling diet inequalities in the UK food system: is food insecurity driving the obesity epidemic?(The FIO Food project). Proceedings of the nutrition society, 83(3), pp.133-141.
Lee, B.Y., (2025). More than a transaction: Workplace dignity and psychological contract in platform-based food delivery work. Economic and Industrial Democracy, p.0143831X251380951.
Yang, Y., Barnes, H., Yang, B., Onofrei, G. and Nguyen, H., (2024). Food waste management for the UK grocery retail sector—a supply chain collaboration perspective. Production Planning & Control, 35(15), pp.1961-1974.
Leschke, J. and Scheele, L., (2024). Predictability and transparency of working conditions for food delivery platform workers across selected EU countries. Social Policy & Administration, 58(4), pp.638-657.
Wu, M., Gao, J., Hayat, N., Long, S., Yang, Q. and Al Mamun, A., (2024). Modelling the significance of food delivery service quality on customer satisfaction and reuse intention. Plos one, 19(2), p.e0293914.
Mendonça, P. and Kougiannou, N.K., (2025). ‘We are not all the same’: the capacity of different groups of food delivery gig workers to build collective and individual power resources. Work, employment and society, 39(2), pp.311-335.
Milbourne, P., (2024). Beyond'feeding the crisis': Mobilising ‘more than food aid’approaches to food poverty in the UK. Geoforum, 150, p.103976.
Mouloudj, K., Aprile, M.C., Bouarar, A.C., Njoku, A., Evans, M.A., Oanh, L.V.L., Asanza, D.M. and Mouloudj, S., (2025). Investigating antecedents of intention to use green agri-food delivery apps: Merging TPB with trust and electronic word of mouth. Sustainability, 17(8), p.3717.
Olarewaju, T., Dani, S., Obeng-Fosu, C., Olarewaju, T. and Jabbar, A., (2024). The impact of climate action on the financial performance of food, grocery, and supermarket retailers in the UK. Sustainability, 16(5), p.1785.
Pirina, G., Della Puppa, F. and Perocco, F., (2024). The time-space-energy nexus in the gig economy: the work and everyday lives of migrant food delivery ‘walkers’ in Venice. Journal of Ethnic and Migration Studies, 50(15), pp.3822-3838.
Wang, Q., Chen, Y. and Yang, Y., (2024). Unpacking the legal status of platform workers in China: an empirical analysis of judicial attitudes and challenges in the food delivery sector. Asia Pacific Law Review, 32(1), pp.149-171.
Shukla, V., Kumar, J., Rana, S. and Prashar, S., (2024). Navigating the adoption landscape of blockchain in food delivery: a UTAUT perspective. British Food Journal, 126(8), pp.3113-3133.
Warner, J., (2024). From a" job for life" to a gig economy: An exploration of food delivery couriers in the UK (Doctoral dissertation, University of Kent (United Kingdom)).
Siddiqi, K.O., Rahman, J., Tanchangya, T., Rahman, H., Esquivias, M.A. and Rahman, M.H., (2024). Investigating the factors influencing customer loyalty and the mediating effect of customer satisfaction in online food delivery services: empirical evidence from an emerging market. Cogent Business & Management, 11(1), p.2431188.
Uddin, J., Zanib, S.A., Reyes, F.E., Atchuthen, M.T., Rashid, W., Iqbal, N., Dar, A.A. and Peer, M.A., (2026). The Role of Online Ordering Platforms on Sales of Restaurants and Takeaways in the UK. In Enhancing Business Efficiency Through Technology: Sustainability, CSR, and Governance (pp. 151-163). Cham: Springer Nature Switzerland.
Weber, M., Remus, U., Geiger, M. and Cram, W.A., (2026). Between proactive and reactive coping: How food delivery workers cope with algorithmic management threats. European Journal of Information Systems, 35(3), pp.375-403.
British Business Bank (2025), Small Business Finance Markets Report 2025. Available at: https://www.british-business-bank.co.uk/about/research-and-publications/small-business-finance-markets-report-2025 
British Business Bank (2026), Small Business Finance Markets Report 2026. Available at: https://www.british-business-bank.co.uk/sites/g/files/sovrnj166/files/2026-03/report-small-business-finance-markets-2026.pdf
Department for Business and Trade (DBT) (2026), National Minimum Wage rates. GOV.UK. Available at: https://www.gov.uk/national-minimum-wage-rates
Deliveroo (2025), Deliveroo Restaurant Awards 2025. Available at: https://deliveroo.co.uk/more/news-articles/deliveroo-restaurant-awards-winners-2025 
Department for Work and Pensions (DWP) (2026), Workplace pensions: employer duties. GOV.UK. Available at: https://www.gov.uk/workplace-pensions-employers/how-to-enrol-staff 
Food Standards Agency (2026a) Allergen guidance for food businesses. Available at: https://www.food.gov.uk/business-guidance/allergen-guidance-for-food-businesses  
Food Standards Agency (FSA) (2026a), Food business registration. GOV.UK, updated 25 June 2026. Available at: https://www.gov.uk/guidance/food-business-registration 
Food Standards Agency (FSA) (2026b), Starting a food business. GOV.UK, updated 19 August 2026. Available at: https://www.gov.uk/guidance/starting-a-food-business 
Food Standards Agency (FSA) (2026c), Running a food business: guidance and resources from the Food Standards Agency. GOV.UK, 3 September 2026. Available at: https://www.gov.uk/government/collections/running-a-food-business-guidance-and-resources-from-the-food-standards-agency 
Food Standards Agency (FSA) (2026d), Allergen guidance for food businesses. Available at: https://www.food.gov.uk/business-guidance/allergen-guidance-for-food-businesses 
Food Standards Agency (FSA) (2026e), Food Hygiene Rating Scheme: guidance for businesses. Available at: https://ratings.food.gov.uk/en 
UKHospitality (2026c), What's on the horizon for hospitality in 2026?. Available at: https://www.ukhospitality.org.uk/whats-on-the-horizon-for-hospitality-in-2026/ 
HM Revenue & Customs (HMRC) (2025), Rates and thresholds for employers 2025 to 2026. GOV.UK. Available at: https://www.gov.uk/guidance/rates-and-thresholds-for-employers-2025-to-2026
2

image3.png
Q) EVIDENCE & STRATEGIC STUATION

© crosen sTraTeGY

(Strategic Cholce)

© use & vaLuE PROPoSTION
valus Lo

© sz & success rAcToRs
How Wo Wi Succee)

Priorty Customer Opporturity
Growing domand for authrtc,

comariant ndianfood

 High densiy o Indian commrits
inLeicester Southal, Beminghar
and Worbiey

 Noed forvariety,qualty fast devery
and goodalve

Extornal Prossures
* Itansecompetionfom resturonts
and dolvery platiorme
- Riing oo, lbour and delary st
 Dependence on thic pary platarms
- Changiog cutomer reforunces.
and i senice expectatons

Internal Capabiltes
dl - Cooobrm rosavan e
il b
- Strong nowedge ofIndan cusines
- Fleible operaans s digta arderng.
* Focus on uaity, ygiene and

Koy SuccessFacors

@  Aaertc e constot sty

Pt ek dulry
 Grersior ey b cot ot
" Seorg ooty b

 Uswof tachncloy & dta sighs

CONDITIONS, FEEDBACK & ADAPTATION (Ensuring Strategy Stays on Track)

ridial Assumptions.

[T RS ———
+ Comtiued acces 1o dohery o
[P —

Resources & Capabilies
pr————
| - Stndardiod ecpes & roceses

 Technoogy fo rders,kchen
cperstons & cata amiics
| - Qualtysupplers and ngrodints

Organisation
+ Laan cloudkitchenstructure
« Central opertions with

Success-Factor Mechanisms
| - Quaity contol  sudits
| « kPt rckin i, aualty, cost,

satisfction, epeat rders
+ Customer feedback loop

y 5 s il
( Optont: Cot Leadership FOCUSED DIFFERENTIATION i Soing Prposiion 5P
Sngie-brand cloud kcnen | vouon Communy Soses e ——
focusedanlowprices MtBrand Cloud Kichen om i il b,
 Simplecperations prepaedincommuntyacted
* Loverprices conbtchons i ered
» Wesk afretintion st reshr sndmore
| Cowlong term advatage G
Targt Scope Partners
Option 2 Focmed Difremition Indan corsumers sty Value roposition + Delverypaform partnrs
SR = R commriie eiceser S, R o s e i)
Cosakacran St Wbl cre steric o oo + et
© ety bccomnonce. = | 01908 - e -> i b
<2 proeraion e ey
- Comuniy ety postioning i e
 Shard ressces . oficincy Authanerogiora i cukine,
 Stongacntomer v e choces,deered oter
© Bent it cusomer needs o ichonscosr o
e Customer Outcome
Bosis of Advantage Eroyadhentc taseof e brandteams
Antcty  Rogore Varity resor e, comeence
3 HyridDigtl Growth - Prtormance-dive clure
Opst ek hohi ComemuiyProsindty « Opweators sty and s00d v | ST
Offrsntesforg el Eficoncy Rl Dy omrytine
pattorm & cxpanin
 Highscabity potentl Entry/ Growsn path
~ Ostacrvangrowtn St key octionswit selocted CommercalOutcome.
 Hoher vesmnt & complnty i brands Bl customer Vihar cusomer saisaction,
x Chalinging o oy soge o & processes — Add more repeatarders, svong beand
brands and loations. » Strongthen Hoapebii Lot e
it g channes & yaty: s

A

Key Risks Measures (KPls) A\ Foeback & Adatation Pt
+ Itnse competion  hvrsge devery tme R n——
 Riing oo, bour & delvery cots: « Cutomer g cactoction | "+ ok cipramrme
 Dependenceanthicparty s presm— ey
+ Iconsstont cualty sros brncs - Gossmarg prorder Vo meond g =

Opctracamty s o P ——

A ——————
e

- Continuous improvement

INTENDED ADVANTAGE & OUTCOMES

+ St compattnssvarta i s,
ey, oty and fcency

- Lopscustomorbace s stong rand esenco
et commontin

T ————

- Scasbie oo for e exparionarss o UK




image1.png
The Value Proposition Canvas — Community Kitchen UK

Value Propositior

Authentic Regional Indian Cuisine, Delivered Fresh from
Community-Based Cloud Kitchens.

Gain Creators

e v
e
e
e
Products « Fast delivery from kitchens
and Services close to you
e S L

Customer Segment:

Indian Consumers in Leicester, Southall Birmingham and Wembley
Who order food online.

Gains.

©

+ Enjoy authenti taste of home
+ Wide varety ofregionsl cuisines

+ Converient ordering & fastdelivery
+ Good qualty, fresh & hygienic food
Value for money

Order tasty, uthentic
Indian meais online

-
+ Mot-brand cloud Kitchen
e 0y
o) COMMUNITY
+ Oriie ordering vi webite,
260 8 celvery platiorms KITGHENINC

T Tton o

+ Contactiess delivery

+ Customisation options

+ Safe, hygienic &
high-quality food

Pain Relievers

\/
¢
« Reduces long delivery times
with nearby kichens
« Elminates need to cook
— saves time & effort
+ Affodatie meas with reat taste
Relabe service and on-time delvery
+ Acdvesses lackof authentic regional
Indian ood options

We bring the best ofIndia to your neighbourhood with Q
‘multipl rogional cuisines,fastor delivery and greater dn
converience - al from kitchens that care.

Community
Focused

Authentic
& Fresh

+ Get food delivered quickly
and rliably

+ Choose from a variety
of regional cuisines

+ Feed family and fiends

- e
Eaan
® el

Limited avalabilty of authentic

regional Indian food

« Long delivery timos from far
away restaurants

Inconsistent food qualty

High delivery charges & hidden fees

Lack of varety in one restaurant

s 0 COMMUNITY
Fast & Reliable Exsy Ordering KITCHEN UK
e foe o St .




image2.png
High Price

(Premium)
s DISHOOM
Uber Eats Premium Dining
veroo i
Delivery Platform Delivery Platform gl
(igher fees) (Higher fees)
Gymkhana BOMBAY
bt BRASSERIE
e o [—
M sustear ety g i)
Dever iior
Vigher s indigo
[——
g pce)
Low Quality > High Quality
(Basic) P 5 o - (Premium)
| COMMUNITY |
& | KITCHEN UK !
i T i g, |
e v
Domino’s | (afordaeprice Nghualty, |
FastFood Chain FastFood Chain | authentic regionalIndianfood) |
Cowpre betcauaty)  Lowprice,bsc i) P d
TASTY P
woian  Chaivei
SUBWAY" o oo i sood i)
McDonald's
ot Food Chain )
Lowpric,bosc qusity) ke BIRYANI indi-go!
BruEs RS
s
V Womecomam (et goosq
Low Price

(Budget)




