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Project Overview and Context
Shared Ownership Platform (SOP) is a solution to a major problem that consumers are facing today in the marketplace. Many of the useful products that consumers want to buy are too costly for them to purchase individually, but are not used frequently enough for an individual to justify ownership. Examples of these are: professional cameras, e-bikes, drones, laptops, video gaming equipment, and many types of tools that require a very high investment up front. This is especially true of students, freelancers, and young professionals, who have limited financial resources available to them.
For example, a college student who creates video content and needs a professional camera for their creative projects may only use that camera a few times per month. A young professional who is interested in using an electric bike for commuting to work occasionally may not have the ability to make that investment. A freelancer frequently needs access to very specialised equipment for short-term projects, but does not want the full ownership of that equipment. These types of examples demonstrate a gap between affordability and access to products.
The traditional alternatives to accessing products individually, such as renting a product, are only part of the solution to solving the access vs affordability issue. Although renting may provide short-term access to a product, renting usually becomes very expensive over time and does not allow for any of the benefits of owning that product. Purchasing products used second-hand may help reduce costs, but the individual who purchases the used product will have paid for the entire cost of the product. Sharing with a friend who is an informal sharer may work, but informal sharing often lacks the structure of rules, insurance and accountability. Therefore, if an item that has been shared is damaged, lost or returned late, there is often a dispute regarding that damage, loss or late return.

To address this problem, SOP will provide the solution by establishing a structured model for co-ownership of products. Users will have the ability to join co-ownership groups (users/groups will be able to establish co-ownership agreements), assist in the financial purchase of a product, and access the product by using a booking system. SOP will manage the collection of payments, the establishment of the co-ownership agreements, the creation of schedules for product usage, the establishment of maintenance records for the product, the purchase of insurance, and the sales of co-ownership shares. This will provide a more reliable and scalable way of consuming things together as a group.
Social innovation relates to the project because it offers an innovative approach to solving a common problem: access to resources at an affordable price. Social innovation intends to provide new and viable models for solving social or economic difficulties in a more efficient way than current models (Dionisio and de Vargas, 2020). Additionally, the platform supports the principles of the circular economy by enabling the increased use of products, thus decreasing the need to purchase products that are not needed (Popescu et al., 2022).
Initially, the target customer market will be students, freelancers, creators, hobbyists and young professionals living in urban areas. Universities will be an excellent starting point for the pilot as the students are a large population, most of whom have common interests, high digital engagement, and experience significant challenges regarding affordability. The first products to be offered will be in the camera and creator space (including cameras, lenses, microphones, tripods and lighting kits), which is a good fit because the products traditionally only cater to a limited number of customers due to high cost, so there is visible demand for usage, and usage is typically project-based.


Longevity Strategy
The Shared Ownership Platform will remain viable long-term if it can deliver substantial value, build trust, and build a prudent growth strategy for the business. In this context, the sustainability of the business plan means that it can continue to operate successfully from a financial viability perspective over the next two years and continue to provide a solution to a real customer problem.
Value Creation
There are multiple value propositions created through the platform. For users, the primary value proposition is affordability (i.e. instead of purchasing an item for the full price, users only pay for a portion of the total cost). The result is that customers can now afford premium products, instead of being unable to do so due to high purchasing prices. The platform offers new ways for product suppliers to reach consumers. Retailers can jointly provide higher-cost products to groups of individuals. Repair providers can count on ongoing maintenance demand due to the use of the platform. Insurers can use the platform to sell shared-asset coverage.
This multi-stakeholder value supports the concept of shared value, where businesses benefit from commercial opportunities while fulfilling a broader social and/or environmental purpose (Camilleri et al., 2023). Thus, while providing a convenient solution, the platform is fundamentally altering how we think about ownership.
Competitive Advantage
This venture has a competitive advantage through the combination of ownership, accessibility, and trust. Rental platforms enable access to products for a limited time; however, participants do not create any equity in the product while accessing it. Traditional ownership allows the participant to exercise full control over the product; however, it is often too expensive and inefficient relative to its use. Informal sharing allows for cost-effective usage but is not always reliable. The Shared Ownership Platform creates benefits associated with each of the forms of access to a product while limiting their negative aspects.
The difference is in the structure of the groups. Users are not just borrowing products from strangers; they are part of a formal, organised ownership group with clear guidelines about who can use what, who has the right to make changes to the group membership list, who is responsible for maintenance of products, and the exit process from the group. Creating a structure for the group and providing transparency regarding all aspects of co-ownership will mitigate users’ concerns regarding risk.
Revenue Model
Revenue will be derived by the venture through multiple revenue streams. The first is a monthly subscription user membership fee to access the platform. The second is a transaction fee when a user becomes a member of an ownership group. The third is a resale fee when a user sells his/her ownership share. 
Importance of Revenue Diversification
Delivering multiple forms of revenue allows for the reduction of reliance on a single source. For example, if subscription sales are slow, transaction/resale commissions will provide some level of revenue. Additionally, memberships will create a reliable revenue stream over the entire year to address any seasonality related to actual purchases.
Financial sustainability through resilient financial performance is imperative for the long-term success of a venture.


Market Entry Strategy
The initial launch of the platform should contain a single category of products instead of attempting to launch across many categories. The suggested pilot category is camera and creation-related equipment; there are multiple benefits associated with this category of product. Equipment is costly. Users will typically need to rent these products for a project, and there are already identifiable communities of users who will utilise these products, such as photography clubs, media students, freelance creators, etc.
The pilot will occur in an urban area/dense concentration of potential users, either at a university or a similar surrounding city, to increase the rate of ownership share between users, which is required for booking and accessing the products as part of the shared ownership model. If potential users are too widely dispersed, it will complicate booking and using the product. Also, the more concentration of users for the pilot launch, the more economically efficient the marketing will be than a wider dispersal of users.
The first step will be to create a landing page with a waiting list. Allowing future users to register their interest in specific cameras/creation-related equipment and providing their desired rental price will provide valuable data regarding potential demand before any investment is made in the creation of the complete application. An example of effective business planning using this approach is to test the assumptions instead of simply producing a set of optimistic projections.
Building and Managing Trust and Risk
As trust is the most significant challenge in this venture, users may be apprehensive about trusting other users to not return items in damaged condition, to return them at all or to abuse their access. Therefore, from the very beginning, designing a platform that builds trust into its design must be important. Trust mechanisms include identity verification, deposits, insurance, digital contracts, user ratings, and condition reports. Users will upload pictures before and after using an item to document its condition. This document will establish proof in the event of damage. The platform will include clear guidelines for late returns, repairs, booking limits, and resale.
Social capital is key to creating trust-based relationships that foster entrepreneurship and community engagement. Therefore, the platform must incentivise responsible behaviour through reputation scores and rewards for reliable users.
Scalability
The business will be scalable using an asset-light strategy. The platform will not purchase most items. Instead, users can work together as a group to purchase ownership shares of items. Compared to rental companies, this will provide a lower capital requirement.
Nevertheless, scaling up must be managed. Initially, the platform could extend its offering from cameras to audio equipment, drones, e-bikes, and gaming technology. It is important to move any single category independently, as each has different risks. For instance, e-bikes will likely be more susceptible to theft than drones, and drones may have stricter usage guidelines.
Good resource management will be critical for an early-stage start-up due to the difficulties of rapid growth (Amini Sedeh et al., 2023). As a result, it is essential that the business only scale when the data on utilisation, satisfaction, and disputes reflect a strong trend.
Customer Retention
Customer retention will depend on whether the user feels that the platform is providing value in terms of saving money and providing access. To retain users, strategies such as providing loyalty incentives, granting reliable users priority booking, providing an easy method for reselling, and offering customised recommendations will be essential.
An example of a dashboard would compare how much someone spends on co-ownership (i.e., buying a part of an expensive product) versus when they own something outright, versus when they rent things repeatedly. Customer loyalty is based on perceived value, reputation, and service quality (Le 2023). The focus of the platform should, therefore, be on both financial value and quality of experience.
Adaptability
The new business must continue to have the ability to adapt. If users are looking for short-term access versus long-term ownership, the co-ownership model could be modified to allow people to co-own for a short period of time (hybrid rental option). If certain types of products fail to sell, then the company can pivot to selling different types of products. Additionally, if individual users are slow to engage with the platform, there is the option to target larger groups (clubs, societies, or small businesses).
Entrepreneurial businesses must continually learn from in-market user behaviour and evidence from the market (Yu, Cao, & Ren, 2023). That means that the platform should consider every decision made regarding expansion as an experiment, rather than assuming success.
Business Model Canvas
	Key Partners
	Key Activities
	Value Proposition
	Customer Relationships
	Customer Segments

	Retailers (cameras, tech)
	Platform development
	Affordable access to high-cost items
	Self-service platform
	Students

	Insurance providers
	User verification
	Shared ownership model
	Reviews and ratings
	Freelancers

	Repair/maintenance services
	Booking management
	Reduced financial barriers
	Customer support
	Content creators

	Universities & societies
	Dispute resolution
	Increased asset utilisation
	Loyalty incentives
	Hobbyists

	Payment providers
	Marketing & partnerships
	Sustainable consumption model
	Trust-based system
	Young professionals

	Key Resources
	Channels
	Cost Structure
	Revenue Streams

	Digital platform (app & website)
	Mobile app
	Platform development costs
	Membership subscriptions

	User database
	Website
	Marketing expenses
	Transaction fees

	Legal contracts & agreements
	Social media
	Operational costs
	Resale fees

	Brand & trust system
	University partnerships
	Customer support
	Partner commissions

	Partner network
	Influencer marketing
	Insurance setup
	Maintenance/insurance partnerships



The Business Model Canvas shows the venture is an asset-light platform business. The main resources of the venture are not physical products; rather, they are trust, technology, legal structure, and partnerships. This enhances the viability of the business as the business has less cost to keep large amounts of inventory. The two areas of greatest importance to the business's success are customer relationships and key partnerships because users need to be able to trust the system, and partners need to support the insurance, repair and supply. 
Customer Journey Map
Awareness → Sign-up → Join group → Book item → Use item → Review → Resell


Two-Year Roadmap
	Phase
	Activity

	0–6 months
	MVP + pilot

	6–12 months
	Test and refine

	12–24 months
	Expand






The roadmap represents a controlled approach to growth for the platform. The roadmap focuses on establishing meaningful evidence (e.g., to showcase willingness to use the platform's services) in the first six months of launch, as opposed to traditional growth through scale (which would have relied on assumptions about trust, demand and willingness to pay). Expanding beyond the pilot will only occur after it is confirmed that participants repeatedly use the platform's services, that their bookings have minimal disputes and that revenue is increasing.
Viability/Financing/Resources
The Shared Ownership Platform is developed within a low-cost, scalable business model, unlike traditional rental businesses, which require a large scale of financial investment in inventory. Rather, all inventory purchases are funded directly by users, resulting in significantly less financial risk. 
Cost structure
Cost for initial development costs include:
· Platform Development £20,000 - £30,000
· Marketing: £3,000 - £5,000 per month.

Operational costs
Revenue: Assume 300 active users per month and £10/month subscription = £3,000/month
There will also be other forms of revenue, such as transaction fees, partnering with schools and other organisations, etc.
Break-even within 12 to 18 months.
Resources
· Development Team.
· Marketing Specialist.
· Partners.
· Efficient resource allocation is vital.
Implementation and Learning Loop
The implementation strategy will use the Build Measure and Learn method, as this venture contains too many assumptions to test prior to scaling. For instance, does the user have faith in co-ownership, is willing to pay membership fees, and can items be borrowed and shared without many conflicts? The use of MVP (Minimum Viable Product) allows the entrepreneur to test core assumptions before investing significant resources (Lortie et al., 2025).
Phase 1: Research and Validation Months 0-3
The first phase will test the viability of this venture location with minimal effort before further resources are utilised in developing the complete platform. The method in phase 1 will be creating a landing page that defines the concept and allows users to sign up for a waiting list for specific items. In addition, studies and interviews will be conducted with university students, creative freelancers, and creators to determine what items are most wanted, how much they will pay per month, and their level of trust in the co-ownership concept.
Success will be measured by the following: 
· Number of sign-ups.
· Willingness to pay.
· Number of deposits.
If demand for this venture is initially weak, the model will be modified before any investment in development.
Phase 2: MVP Development Months 4-6
The MVP will consist of registration, identity verification, creation of ownership groups, payment processing, booking of calendar equipment, and review features. The focus of the MVP will be just on camera equipment. The Company will create the necessary legal contracts and be involved in the insurance process.
MVP should be simple. The main function of the MVP is to determine whether the core shared ownership concept is feasible.
Phase 3: Pilot Testing Months 7-12
The Pilot will consist of creating between 5 and 10 ownership groups and collecting data about the number of bookings, the use of equipment, the number of disputes, the number of repairs needed and the level of user satisfaction (by surveying users immediately after each use).
When measuring the number of bookings, it will be necessary to make major adjustments to the number of users in the group or the pricing if bookings are low. If the number of disputes among users is high, then the verification and deposit procedures may need to be substantially improved. When user satisfaction is high, the model will be able to expand.
Phase 4: Controlled Scaling Months 13-24
In Year 2 of the Company's operations, the focus will be on adding additional product categories and entering one additional geographic market. The criteria for when it would be appropriate to expand will depend on what was learned during the pilot program. Each new category of product will be considered an experiment by itself, since there will be different levels of demand and risk for each category.
This learning loop provides a way to decrease the risk of the business and supports the use of proven evidence to make decisions as opposed to optimistic assumptions about how the business will perform.
Conclusion and Recommendations
The Shared Ownership Platform has the potential to be a viable entrepreneurial, innovative business due to addressing affordability, under-utilised assets and sustainable consumption through a structured digital model. The best opportunity lies in using the economic benefit of cost-sharing in addition to utilising contracts, verification and insurance.
It is recommended that the Company develop an initial pilot program of focused camera equipment at a university setting; establish trust mechanisms at the beginning of the venture; validate the demand for the venture before developing fully all necessary programs and; on a gradual basis, add new categories of products and new geographic markets after having proven evidence of the existence of a prospective market for the products to be sold. If the platform has strong repeat use and a low number of disputes among users, it has the potential to expand to other product categories and markets over the next two years.
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