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Element 6: Reflection

Developing the GreenBite business idea helped me understand that entrepreneurship is not only about creating an attractive product. It is about checking whether the idea solves a real customer problem, whether the market is competitive and whether the numbers are realistic. At the beginning, the idea seemed simple: sell healthy lunches to busy people. However, applying business planning tools showed that the idea needed clearer positioning, a specific target market and a realistic financial plan.
One key learning point was the importance of market segmentation. I initially described the target market too broadly as “people who want healthy food.” This was not specific enough because different customers have different budgets, eating habits and reasons for buying. By using demographic, geographic, psychographic and behavioural segmentation, I developed a more focused target customer: students, young professionals and hybrid workers in London who buy lunch regularly and value convenience. This helped me design the product, price and promotion more logically. For example, a subscription bundle makes sense for repeat lunch buyers, while social media and local sampling are suitable for students and young professionals.
Another important learning point was that a USP must be more than a slogan. GreenBite’s USP became “affordable healthy meals with local delivery and transparent nutrition.” This was developed after comparing the business with recipe-box companies, delivery platforms and high-street lunch competitors. The competitor analysis showed that GreenBite cannot compete with supermarkets purely on price or with Deliveroo on choice. Instead, it must compete by combining convenience, nutritional clarity and routine-based subscriptions. This made the idea stronger because it identified a specific gap rather than assuming that customers would buy simply because the meals are healthy.
The most challenging part was financial planning. Estimating revenue, start-up costs and break-even for a new business involved uncertainty because there is no previous sales history. I had to make assumptions about meal price, monthly sales volume, ingredient costs and fixed costs. At first, I underestimated costs such as delivery, insurance, packaging and marketing. After revising the forecast, I realised that even if the business makes a small monthly profit by month six, it may still take around 11 to 14 months to recover start-up costs. This was a useful learning experience because it showed that a business can look attractive creatively but still fail if cash flow is not controlled.
A second challenge was balancing sustainability with affordability. Compostable packaging, local sourcing and healthier ingredients support the brand image, but they may increase costs. If prices become too high, students and young professionals may choose cheaper alternatives. I addressed this by making sustainability gradual rather than absolute. GreenBite would begin with recyclable or compostable packaging where affordable, use seasonal ingredients to reduce cost and waste, and avoid overpromising. This is more realistic for a start-up because sustainability must be financially sustainable as well as ethical.
The planning process also showed the value of using theory practically. SWOT helped identify internal weaknesses such as low brand awareness and limited funding. The 4Ps helped connect product design, pricing, distribution and promotion. Segmentation helped link customer needs to marketing decisions. These tools were useful because they forced me to justify decisions rather than simply describe them. For example, the decision to sell through a direct website is not only a technology choice; it supports customer data collection, avoids some platform fees and allows subscriptions.
If I developed the business further, I would improve it through primary research. I would survey at least 100 target customers, run a small tasting stall and test three menu items before launch. I would also compare willingness to pay with actual competitor prices and collect feedback on packaging, portion size and delivery times. This would reduce risk because the financial forecast currently depends on assumptions. I would also create a more detailed cash-flow forecast including VAT, tax, supplier payment terms and possible equipment replacement.
Overall, the process taught me that entrepreneurship requires creativity, research and discipline. The strongest part of the GreenBite idea is that it responds to a clear customer need: convenient healthy food for busy people. The main risk is that the business operates in a competitive and price-sensitive market. If the idea were developed further, success would depend on testing demand early, controlling costs and building repeat customers before expanding too quickly.
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