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	[bookmark: _Toc140446726][bookmark: _Toc140622443]Business Description
The cleaning service, hereafter referred to by the placeholder’s name of Spring Cleaning, will look to provide customers with an efficient and thorough cleaning of their spaces, whether they be official or residential. A dedicated team of professionals will carry out the deep cleaning processes from start to finish, with the whole process tailored specifically to the customer’s needs and the space that needs cleaning, whilst also incorporating meticulous attention to detail, and sanitization and disinfection processes.
[bookmark: _Toc140446727][bookmark: _Toc140622444]Mission Statement
The mission statement for Spring Cleaning is to create clean, fresh, and sanitized environments for homes and offices, providing customers with exceptional service and attention to detail. The service aims to leave no stone unturned and not a speck of dust found, whilst also being dedicated to disinfection and sanitization of all surfaces and areas. Incorporating the highest standards of professionalism, reliability, and eco-friendly equipment and processes, Spring Cleaning aims to let customers sit back and relax, knowing that all their cleaning needs will be handled meticulously.
[bookmark: _Toc140446728][bookmark: _Toc140622445]Relevance in the Post-COVID Market
Spring Cleaning would be emerging as a very relevant service in the post-COVID climate, as the added need for sanitization and disinfection in such a climate, as well as increased public awareness about these matters makes cleaning services such as Spring Cleaning not only viable but also in high demand among the general populace. Incorporating environmentally friendly products within the cleaning process also makes it a service that is up to date with the growing demand for sustainability and eco-friendliness among the mass public (Benton-Collins and Ghadge, 2021).
[bookmark: _Toc140446729][bookmark: _Toc140622446]Products or Services Provided
Spring Cleaning would mainly provide the service of thorough home or office space cleaning and disinfection whilst adhering to strict health and safety guidelines. The organization would provide various tiers of cleaning, each more extensive than the last, and would utilize hospital-grade sanitation products that also meet eco-friendly standards. Alongside this, Spring Cleaning would also provide a service where they sell various of their cleaning products for willing customers.
[bookmark: _Toc140446730][bookmark: _Toc140622447]Segmentation, Targeting, and Positioning
The consumer segmentation for Spring Cleaning would mainly be divided into residential clients and commercial clients, as these are two distinctly different fields that require different levels of expertise, processes, and resources. The target market for Spring Cleaning would be homeowners and businesses who value cleanliness and hygiene very highly and are willing to get professional aid to maintain their cleanliness. Spring Cleaning would position itself as a trusted solution to all hygiene and disinfection issues that aids in creation of healthy and clean environments to live or work in. Whether it's a busy household or a bustling office, Spring Cleaning aims to be the go-to choose for customers seeking top-notch cleaning solutions and a pristine living or working space (May and Pitt, 2012).
[bookmark: _Toc140446731][bookmark: _Toc140622448]Ownership Structure
Spring Cleaning would be a Private Limited Company or Ltd. It would be owned by a small team that started the whole operation, and the ownership team would assume all risks and liabilities arising from the activities of the organization.
A Private Limited Company allows the shareholders of the company limited liability protection, keeping personal assets and company assets separate, thus reducing some of the individual financial risks. On the other hand, a Private Limited Company’s assets are limited due to its restrictions on raising capital, as their capital is raised only from operations and owner financing, due to the inability to publicly trade shares (Hannigan, 2021).
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Using Porter’s Five Forces model, a company or organization can conduct an analysis of the industry and market they are trying to enter through the analysis of five competitive forces, which are threat of new entry, threat of substitutes, customer bargaining position, supplier bargaining position, and rivals in the market. Porter’s Five Forces analysis for the home and office cleaning industry is as follows (Fisher et al., 2020).
[bookmark: _Toc140446733][bookmark: _Toc140622450]Threat of New Entry – VRIO
The VRIO framework is a tool used for the analysis of an organization’s internal resources to find out the chances of the organization staving off any potential new threats that might attempt to enter its market. VRIO stands for Value, Rarity, Imitability, and Organization, and these are the four factors that determine whether the organization can fend off new entrants.
The VRIO analysis for Spring Cleaning is as follows:
Value: Spring Cleaning possesses an extremely extensive range of services spread across different tiers in order to find the right fit for each unique challenge posed by different living or office spaces. It also seeks to provide personalized solutions for any issues that may arise or have already arisen.
Rarity: Adoption of disinfection-based processes is a new strategy that is very befitting the post-COVID times of the present day, with an additional focus on eco-friendly cleaning practices using chemicals that are not harmful to the environment in the short or long term.
Imitability: The incorporation of environmentally friendly cleaning products and processes, and technologically advanced planning and organizing processes make the activities of Spring Cleaning hard to imitate.
Organization: Spring Cleaning will boast efficient operational processes and workflow management thus increasing the timeliness and consistency of the service. The internal coordination and communication will be strong allowing for superior teamwork and an increased level of customer responsiveness (Fisher et al., 2020).
[bookmark: _Toc140446734][bookmark: _Toc140622451]Threat of Substitutes
Despite its uniqueness, Spring Cleaning faces a moderate threat of substitutes in its industry. In an industry with few established and recognizable names, the primary substitute for Spring Cleaning would be the clients themselves taking matters into their own hands, something that is likelier to occur in residential spaces and especially for small spaces and cost-conscious people. On top of that, while there are no single large names in the industry, there are many local providers of the service that are likely to pose a competitive threat to Spring Cleaning. However, Spring Cleaning’s focus on the disinfection side of things and emphasis on eco-friendly practices makes it stand out from the pack, thus increasing the odds of it finding its own niche in the market (IBISWorld, 2023).
[bookmark: _Toc140446735][bookmark: _Toc140622452]Customer Bargaining Position
Consumers in this market have a relatively strong bargaining position. The main source of bargaining strength for consumers in the home and office cleaning industry is themselves, as they can simply choose to do the cleaning themselves, although it is unlikely to be as thorough as professional work, it would still be done to an acceptable degree for most. Another source of strength is the large number of alternatives allowing customers to compare prices, services provided, and quality of the services in order to find the best possible deal for themselves (Efilti and Merzali Celikoglu, 2022).
[bookmark: _Toc140446736][bookmark: _Toc140622453]Supplier Bargaining Position
Suppliers in this industry generally do not have much of a leg to stand on, as there are a huge number of substitutes for any given cleaning product from competing brands, allowing cleaning companies to easily make the switch whenever they need to. On top of that, generic cleaning chemicals are also widely available, further reducing the bargaining power of suppliers (IBISWorld, 2023).
[bookmark: _Toc140446737][bookmark: _Toc140622454]Competitive Rivalry
	Name of the Competitor
	Differentiation

	The English Cleaning Company
	Incorporation of sanitization and disinfection in all cleaning processes as opposed to being a separate process that needs to be paid extra for.

	FastKlean
	Wider reach and availability as opposed to being locked into a few boroughs of London.












	[bookmark: _Toc140622455]Operations and Management Team
[bookmark: _Toc140446739][bookmark: _Toc140622456]Operations
· First, Spring Cleaning receives a request from an interested customer through either their phone or online channels. When a request is received, the company sets a date and time for the initial assessment.
· A team of experts is dispatched to the location at a time based on the company’s free schedule and the customer’s preferences to assess the situation, see what kind of work is needed and what the customer wants to be done, and provide a quote to the customer.
· When given the go-ahead by the customer, another date will be set for the cleaning process itself.
· The cleaning process takes place on the set date by a team of highly skilled and highly professional workers who take the utmost care of the situation, incorporating eco-friendly processes and materials, and hospital-grade cleaning equipment.
· To maintain operational excellence, Spring Cleaning invests in staff training and clear communication channels in order to ensure the quality and efficiency of the work being done.
· After the work is completed, the company allows the customer to assess the situation and request more services if required.
· Once all the customer’s requests are met, payment is received, and the request is marked as closed.
[bookmark: _Toc140446740][bookmark: _Toc140622457]Supply Chain
The supply chain for Spring Cleaning is extremely simple, as there would be supply deals in place with providers of hospital-grade and eco-friendly cleaning products, as well as with suppliers of both electric and manual cleaning equipment. There is also a significant chunk of overlap between these two resources, further streamlining the supply chain (Sprinkle, 2012).
[bookmark: _Toc140446741][bookmark: _Toc140622458]Profit Generation
· Providing a large and tiered system of cleaning services geared to both residential and commercial clients with pricing based on the scope and complexity of the tasks.
· Providing a unique selling point by focusing on disinfection and environmental concerns on top of the cleaning service allows for more opportunities than general cleaning services.
[bookmark: _Toc140446742][bookmark: _Toc140622459]Loss Prevention
· By incorporating Total Quality Management (TQM), Spring Cleaning can maximize its efficiency and provide the highest quality of work to the consumer, thus increasing consumer satisfaction and reducing the chances of loss of revenue.
· Using Lean Management practices to reduce waste and optimize its resources is in-line with the vision of the company whilst also bolstering the profit margins and preventing loss of revenue (Kotler, 2022).
[bookmark: _Toc140446743][bookmark: _Toc140622460]Management Team
	Position
	Skills
	Duties

	Strategic Level - CEO
	Leadership, future sight, planning, decision-making, communication, problem solving
	Leads the overall strategic direction and growth of the company,

	Management Level - Managers
	Management, leadership, decision-making, scheduling, recruitment, financial acumen, customer handling
	Oversees the day-to-dau operations of the organization.

	Operations Level – Ground Staff
	Cleaning expertise, experience in the industry, analytical skills
	Performs the day-to-day activities of the organization.
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The marketing mix for Spring Cleaning will be expressed through the 4Ps of marketing: product, price, placement, and promotion.
[bookmark: _Toc140446745][bookmark: _Toc140622462]Product
Spring Cleaning provides comprehensive cleaning solutions for both residential and commercial spaces, with an added emphasis on disinfection and sanitization against germs and other disease-carrying bodies whilst also using eco-friendly products and machinery to do so, ensuring an efficient and thorough cleaning of any space.
[bookmark: _Toc140446746][bookmark: _Toc140622463]Price
Spring Cleaning adopts a tiered pricing strategy on the basis of the depth and scale of the work that needs to be done, and the size of the space that needs to be cleaned. The pricing for each of these tiers is competitively viable in the greater market but tends a bit more on the higher end due to the increased costs of hospital-grade disinfectants and eco-friendly cleaning products.
[bookmark: _Toc140446747][bookmark: _Toc140622464]Placement
Spring Cleaning would operate across the UK, with an emphasis on major cities, serving both homes and businesses alike. By maintaining an optimized schedule with a decent amount of wiggle room, they can ensure that each consumer gets their service timely and efficiently.
[bookmark: _Toc140446748][bookmark: _Toc140622465]Promotion
Spring Cleaning would engage in mostly online promotion, targeting social media channels of advertisement. Alongside that, it would also focus on providing other forms of online advertising, customer testimonials, and a referral system to increase its customer network. It would also place an emphasis on promoting its points of differentiation over its competitors (Kotler, 2022).
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[bookmark: _Toc140446750][bookmark: _Toc140622467]Sources of Funding
· Owner funding
· Angel investors
· Love money i.e., contribution from friends, family members, and well-wishers of the ownership team
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	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue
	20,000
	24,000
	26,000
	32,000
	35,000
	38,000

	Fixed Costs
	7,000
	7,000
	7,000
	7,000
	7,000
	7,000

	Variable Costs
	6,000
	6,500
	7,000
	7,500
	8,000
	9,500

	Profit
	7,000
	11,000
	12,000
	17,500
	20,000
	21,500



Fixed Costs: Base of operations, rent and utilities, maintenance, etc.
Variable Costs: Cleaning equipment, cleaning supplies, salaries, travel costs, etc.
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[bookmark: _Toc140446753][bookmark: _Toc140622470]Primary Research
Primary research will be done by surveying people in the target market and customer segment about their preferences in cleaning services, thoughts on the market, what gaps in the market need to be filled, what their thoughts on a disinfection-based approach are, what they think of sustainable cleaning services, etc (Kotler, 2022).
[bookmark: _Toc140446754][bookmark: _Toc140622471]Secondary Research
Secondary research will be done by reading relevant research media, journal articles and historical data in order to know more about the market and find any trends to be exploited.
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