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Introducing “GreenHarver – An organic vegetable producer and supplier in the UK”

Executive summary
GreenHarver is a small partnership firm that produces and supplies organic vegetables in UK. It uses a hired farmland and local labour also to come up with fresh and safe food products. The main customers of the business are retail stores and slight emphasis is made on direct sales. It targets the premium and average customers. GreenHarver would require a start-up cash outlay of about £30,000 and it is expected to break-even in a time span of one year. The business will aim at building a base of loyal customers and expand in the future. As the demand of organic food increases, GreenHarver has a great chances of growing and prosper in the market.


[bookmark: _Toc225088378]Introducing Business Concept
[bookmark: _Toc225088379]Business Description
GreenHarver is a partnership business though the size is small and it grows and markets organic vegetables within United Kingdom. This is because the company rents a farm land in the rural areas and utilises local labour to perform the farming. The partners do the planning, quality control and distribution (Wojciechowska-Solis et al., 2022). GreenHarver sells fresh vegetables to the urban retailers and organic stores and hopes that it will provide a dependable and constant supply at an affordable cost.
[bookmark: _Toc225088380]Product description
GreenHarver is a company that markets organic vegetables in their fresh form such as spinach, lettuce, tomatoes, carrots, and cucumbers. All products are grown without any usage of harmful chemicals, and it is organic. The harvesting of the vegetables is done, the vegetables are then packed and shipped so that they remain fresh (Fernández et al., 2022). The business will be mainly targeting retail stores and will entail small direct sales, which will be based on healthy, safe and affordable foods.


[bookmark: _Toc225088381]Business Objectives (SMART)
[bookmark: _Toc225088382]Short-term objectives
	O (Objective)
	S (Specific)
	M (Measurable)
	A (Achievable)
	R (Relevant)
	T (Time-bound)

	Build preliminary sales and customer base.
	Deliver organic vegetables to at least 3 local retailers.
	Break even in sales of at least £6,000 per month.

	Using rented land, local labour force, and small scale production (Ristanović et al., 2022).
	Helps the business to penetrate the market and win confidence.
	Within 4 to 6 months



[bookmark: _Toc225088383]Long-term objectives
	O (Objective)
	S (Specific)
	M (Measurable)
	A (Achievable)
	R (Relevant)
	T (Time-bound)

	Grow in bigger retail market.
	Distribute to bigger retail shops and domestic stores.
	Increase annual revenues to £150,000 and beyond.
	Gradual growth of production and successful teamwork (Chrobocińska and Lotkowska, 2023).
	Creates long term stability and brand value.
	Within 3-5 years



These objectives help in progressive growth of GreenHarver. The focus of the short-run period is on the establishment of loyal customers and maximisation of the sales to penetrate the market and win credibility (Kumar et al., 2023). The long term goal will be to grow the production and offer larger retail outlets. These are realist plans that are suitable to the magnitude of the business and will assist the business move indeed, acquire improved income and strengthen its standing in the market in the future.


[bookmark: _Toc225088384]Market analysis and marketing plan
[bookmark: _Toc225088385]Market Analysis
GreenHarver operates in a growing organic food market of the UK. The number of competitors is high as the retailers already have local organic farms, wholesalers, and large suppliers (Soni et al., 2022). Some of these large suppliers are good commanders of the market and better logistics. Small farms are not, however, usually consistent with supply. GreenHarver will have an opportunity to compete in the form of reliable and fresh products (Zhang et al., 2022). The retail outlets, the stores of organic goods, and small grocery chains are the key clients. The market segment will include health conscious people and families that prefer safe and natural food. These customers can afford an affordable price to quality (Chrobocińska and Lotkowska, 2023). It is one of the best opportunities that GreenHarver should take to enter and grow.
[bookmark: _Toc225088386]PESTEL analysis
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Figure 1: PESTEL analysis
Source: (Aidarova et al., 2022)
These conditions under which GreenHarver operates in UK will ensure that it can be able to sustain and engage in organic farming because the government policies are inclined towards the production of local food even though the regulations and trade regulation might change over time (Priyadarshi and Routroy, 2025). On the economic front, high price of labour and transport and inflation can reduce profit margins, but the demand of the organic vegetables is on the rise. Socially health and food safety consciousness are compelling more consumers to adopt organic diets (Nikonova and Nikonov, 2024). The efficiency is capable of improvement through technological advancements in the agricultural machinery, transportation, and online shopping at a high cost thus not all the small businesses are capable of affording it. The farming of organic products is environmentally friendly and it is highly sensitive to weather and climate (Ristanović et al., 2022). It also has legal requirements of strict organic certification and food safety and labour which have to be taken note of and in cases of failure punishment is given.
[bookmark: _Toc225088387]SWOT analysis
	Strengths
	Weaknesses

	Fresh and organic products
	Small production scale

	Lower cost from local labour
	It has limited financial capability (Habib-ur-Rahman et al., 2022).

	Flexible structure of partnership.
	Weak bargaining power

	Strong focus on quality and reliability (Kumar et al., 2023).
	Limited brand recognition

	Opportunities
	Threats

	High demand of organic food.
	The competition between large suppliers is high.

	Expansion of the retail stores (Sekhar et al., 2024).
	Retailer pricing pressure.

	Direct sales to customers (B2C)
	Weather and crop risks

	Branded market in the future.
	High costs of transport and labour (Aidarova et al., 2022).



[bookmark: _Toc225088388]4Ps of marketing mix
GreenHarver Product Mix has fresh goods which are registered as organic such as spinach, tomatoes, and carrots (Bonanno and Çakır, 2022). All the products are grown without using any toxic and are organic and the focus is put on the quality, freshness and safe foods by the proper handling and packing of the products (Fernández et al., 2022). The Price Mix uses competitive mix strategy where the prices are slightly higher than the ordinary vegetables, yet cheaper compared with the high ranking organic brands so that the medium and advanced market customers can prefer it. Place Mix is focused on the supply of local retail stores, organic stores, and small groceries and more that will be expanded with large retailers and online delivery (Wojciechowska-Solis et al., 2022). The Promotion Mix is founded on a simple branding, social media and local partnership with the help of which the awareness and trust are created.
[bookmark: _Toc225088389]Management team
[bookmark: _Toc225088390]Management team and their background
GreenHarver has two partners whose knowledge in farming and business practise is at the elementary level. One of the partners will be involved in farm management and production and the other in sales, finance and distribution (Soni et al., 2022). The two partners work together to ensure that there are quality, efficiency and daily running of the business.
[bookmark: _Toc225088391]Organisational chart
GreenHarver is a straight forward form of organisation. The decision making in both partners is at the top. Beneath them are farm workers, which are concerned with production, and a delivery worker, which is concerned with transport (Zhang et al., 2022). It is a low level structure which helps in rapid decision making, better control and low cost of management.
[bookmark: _Toc225088392]Key milestones
The performance targets that should be achieved are to attract at least three retail customers within six months, sales of £6,000 monthly and consistent level of production. These are the business goals within a year; 5 clients and £10,000 sales every month, increased regularity of supplies, and consumer satisfaction.


[bookmark: _Toc225088393]Financial plan of first year
[bookmark: _Toc225088394]Sources of finance
	Source
	Amount (£)
	Description

	Partner Investment
	20,000
	Initial capital from both partners

	Bank Loan
	10,000
	Small business loan for setup costs

	Total
	30,000
	Total start-up funding



[bookmark: _Toc225088395]Cash flow forecast
	Month
	Cash Inflow (£)
	Cash Outflow (£)
	Net Cash Flow (£)

	Jan
	5,000
	7,000
	-2,000

	Feb
	6,000
	6,500
	-500

	Mar
	7,000
	6,500
	500

	Apr
	8,000
	7,000
	1,000

	May
	9,000
	7,500
	1,500

	Jun
	10,000
	8,000
	2,000



[bookmark: _Toc225088396]Sales forecast
	Month
	Expected Sales (£)

	May
	5,000

	June
	6,000

	July
	7,000

	August
	8,000

	September
	9,000

	October
	10,000



[bookmark: _Toc225088397]Cost of production forecast
	Cost Item
	Monthly Cost (£)

	Labour
	3,500

	Seeds & Inputs
	1,500

	Transport
	1,500

	Packaging
	500

	Miscellaneous
	1,000

	Total
	8,000



[bookmark: _Toc225088398]Breakeven analysis
	Item
	Value (£)

	Fixed Costs (monthly)
	5,000

	Average Selling Price
	2 per unit

	Variable Cost per Unit
	1 per unit

	Break-even Output
	5,000 units





[bookmark: _Toc225088399]Operations and management plan
[bookmark: _Toc225088400]Production of good and service
GreenHarver is a business that grows organic crops using farmlands that are rented and using natural methods of farming. Goods are grown, ploughed and loaded. They are then transported to the city shops to be sold (Chrobocińska and Lotkowska, 2023). It is oriented to the maintenance of quality, freshness and constant supply to meet the needs of customers.
[bookmark: _Toc225088401]Technology plan
The company deals with basic irrigation and agricultural machinery. Mobile and online communication and order tracking is also called upon (Priyadarshi and Routroy, 2025). GreenHarver will also adopt the use of better farming equipment and simple software to increase the production and reduce the wastage as the business grows.
[bookmark: _Toc225088402]Human resource plan
People of the community are employed by GreenHarver to work in the farm on a daily basis. Simple methods of organic farming and crop control are taught to the employees. The partners are in charge of supervision and planning (Nikonova and Nikonov, 2024). The business has low number of employees to manage its costs without going through excessive labour to avoid inconvenience.
[bookmark: _Toc225088403]Expansion plan
In the future, GreenHarver would possess a bigger farm land and production. The company will be oriented on serving more retail stores and occupying larger markets (Ristanović et al., 2022). It is also able to develop partnerships with farmers within the area to increase supply. In addition, GreenHarver will also enlarge its B2C channel, and apply online delivery services (Kumar et al., 2023). The expansion will help in increasing the degree of revenue, brand value, and gaining a more competitive market in organic foods.


[bookmark: _Toc225088404]Conclusion
GreenHarver is a simple and effective business idea and possesses a positive growth prospect. It has been in a position to fulfil the ever-increasing need of organic food and also encourages local agriculture. Simultaneously, as long as there is proper planning, constant supply and the appropriate goal setting business will be capable of developing step by step. It presents moderate level of risk and opportunity thus making it to be a perfect investment plan.
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