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Business Name: Fresh Bazaar
Business Owner: Md Jamal
Location: Bethnal Green, London E2
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Section 1: Business Concept & Market Analysis

1.1 Overview of the Business Idea

Business Name: Fresh Bazaar
Business Owner: Md Jamal
Location: Bethnal Green, London E2
Type: Independent grocery store

Md Jamal’s Fresh Bazaar will provide fresh fruits, vegetables, halal meats, international
groceries, and daily essentials to the diverse Bethnal Green community. The business
aims to become a valued local shop by prioritizing affordability, quality, and community
connection. Family-operated by Md Jamal, the store will support local suppliers and
foster positive neighborhood relationships.

Management & Legal Structure

Fresh Bazaar will operate as a sole trader business, enabling Md Jamal to retain full
control over decisions and profits while simplifying tax obligations and regulatory
requirements. Md Jamal brings five years of retail experience, including previous work
managing a convenience store in Tower Hamlets, alongside Level 4 Business Skills
qualifications. The management structure includes the owner-manager overseeing daily
operations, two part-time cashiers responsible for transactions and customer service,
and a stocker handling inventory management and deliveries. Staff policies include
formal contracts outlining duties, working hours, and pay rates in compliance with the
National Living Wage. All employees will receive training on food safety standards,
customer service excellence, and health and safety procedures. Legal requirements
include registering with HMRC as self-employed, securing appropriate premises
licenses, and adhering to the Food Safety Act 1990 and Health and Safety at Work Act
1974.

1.2 Environmental Analysis (PESTEL)



Factor Impact on Fresh Bazaar

Political Local council encourages small businesses and healthy lifestyles

Economic Mixed household incomes, high demand for budget-friendly groceries

Social Multicultural families, specific dietary needs (e.g., Halal), growing health awareness

Technological

Increased use of digital marketing and online grocery services

Environmental

Urban sustainability; waste management and responsible sourcing

Legal

Adherence to food safety, hygiene, and trading standards

The political environment in Tower Hamlets remains favourable for small businesses, with the
local council actively supporting independent retailers through business rate relief schemes and
healthy food initiatives. Post-Brexit supply chain adjustments have stabilised, although import
tariffs on European goods continue to affect pricing strategies. Economically, the cost-of-living
crisis has intensified price sensitivity among consumers, with inflation driving up supplier costs
while household budgets tighten. This creates both challenges and opportunities customers
seek value, but premium niche products remain attractive to specific segments. Socially, Bethnal
Green's multicultural demographic profile drives demand for diverse product ranges, particularly
halal-certified items, Asian spices, and international brands. Health consciousness is rising,
particularly among younger professionals seeking fresh produce and low-sugar alternatives.



Technologically, digital marketing through Instagram and Facebook offers cost-effective
customer engagement, while EPOS systems enable inventory tracking and contactless
payments. Environmental concerns are increasingly influential, with customers valuing
biodegradable packaging, reduced plastic use, and locally sourced goods. Legally, compliance
with the Food Safety Act 1990, Trading Standards regulations, and employment law (including
National Living Wage requirements) forms the operational baseline, with regular inspections
expected from Environmental Health Officers.1.3 Market Research

Bethnal Green'’s population is highly diverse, with large British Bangladeshi, South Asian,
and White British communities. Household sizes are above average, increasing the need
for affordable, family-friendly grocery options. Local foot traffic from students and
young professionals boosts demand for convenience foods and international products.

Demographic Group Percentage of Population Grocery Preferences

British Bangladeshi 25% Halal meats, Asian specialty produce
White British 40% Fresh, affordable, local produce
Students & Young Adults 21% Global snacks, ready meals

Other Communities 14% International/ethnic specialty items

Bethnal Green’s dynamic character and busy location give Fresh Bazaar, under Md
Jamal's leadership, significant opportunity to meet authentic community needs with a
culturally relevant grocery offering.

Competitor Analysis

Fresh Bazaar operates in a competitive landscape dominated by both chain stores and
independent retailers. Major competitors include Tesco Express (located 0.3 miles
away), which offers convenience, brand recognition, and competitive pricing but lacks
personalised service and niche ethnic products. Costcutter (0.2 miles) provides basic



groceries at low prices but has limited fresh produce and inconsistent stock. Local
independent stores, such as Rahman's Corner Shop, cater well to Bangladeshi
customers but have narrow product ranges and dated store environments. Fresh
Bazaar's competitive advantage lies in its combination of multicultural product diversity,
premium customer service, extended operating hours (7am-11pm), and community
engagement. According to IGD research, UK convenience retail reached £45.6 billion in
2024, with independents capturing market share through specialisation and local
responsiveness (IGD, 2024). Customer pain points identified through informal surveys
include limited late-night options, inconsistent product availability, and lack of healthy

ready-meal choices all areas Fresh Bazaar will address strategically.

Section 2: Marketing & Operations Strategy

2.1 Marketing Approach

Market Segmentation

Fresh Bazaar divides its market into customer groups based on:

Segment

Description

Needs

Multicultural Families

Local Bangladeshi, Asian, and mixed families

Halal, specialty foods, fresh produce

Professionals

Office workers, commuters, self-employed

Healthy lunch options, quick service

Students/Young Adults

University & college students

International snacks, ready meals

Seniors

Retired residents, elderly couples

Convenience, value, health focus




Targeting

Primary focus is on multicultural families and professionals, who account for most local
food purchases and require culturally relevant, affordable products. This segment is
selected due to high population percentages and spending patterns in Bethnal Green.

Positioning

Fresh Bazaar’s unique value proposition is its ability to offer both authentic multicultural
groceries and family-friendly service. Unlike chain stores, it delivers personalized,
relatable shopping fresh, affordable, and perfectly matched to Bethnal Green's tastes.

2.2 Channels & Promotion Tactics

Channel Tactic Example/Goal
Social Media Local Facebook groups, Instagram Announce offers, build engagement
Print/Flyers Hand out in schools, mosques, businesses Reach non-digital residents

Community Events

Food tastings, cultural festivals

Gain trust, samples, feedback

Promotions

Loyalty cards, “grand opening” discounts

Encourage repeat business

Table: Key Marketing Channels & Actions

Channel

Specific Actions




Instagram/Facebook Weekly product posts, recipe ideas, contests
WhatsApp Group messaging for offers
Flyers/Posters Distributed locally

Google Business

Keep hours/products updated for searchers

The marketing strategy prioritises digital channels for cost-effectiveness and measurable
engagement. Instagram and Facebook will host daily content showcasing product arrivals,
recipe inspiration using store ingredients, and customer testimonials, using targeted local
hashtags such as #BethnalGreenEats and #E2Community. Paid social media advertisements
will target users within a 1-mile radius aged 18-45. Launch promotions include a grand opening
event featuring free samples of halal street food, live cooking demonstrations, and a "spend
£10, get £2 off next visit" voucher. The loyalty programme, managed via a digital stamp card
app, rewards customers with discounts after every ten purchases. Community partnerships with
local mosques, schools, and the Bethnal Green Community Centre will build trust and visibility.
Print flyers distributed door-to-door and at transport hubs will capture non-digital audiences,
particularly seniors. According to Mintel's 2025 research, convenience stores that integrate
community engagement and digital promotion achieve 23% higher customer retention than
those relying solely on traditional marketing (Mintel, 2025).

2.3 Operations Overview

e Products: Fruits, vegetables, halal meat, fish, Asian & international groceries,

sundries

e Staffing: Md Jamal (owner/manager), 2—-3 shop assistants, one full/part-time

cashier

e Hours: 7 days/wk, core hours 8am—-8pm to serve commuters & families



e Suppliers: Local farmers and wholesale distributors for fresh and exotic stock
e Technology: EPOS systems, basic website or social media presence for
communication

Day-to-day operations emphasise efficiency, customer satisfaction, and regulatory
compliance. Opening hours from 8am to 8pm cater to both morning commuters and
evening shoppers, with potential extension to 10pm based on demand patterns. Stock
replenishment occurs three times weekly from local wholesalers (New Spitalfields
Market) and daily for fresh bread and dairy from smaller suppliers. The EPOS system
tracks sales patterns, identifying fast-moving products and minimising waste through
automated reordering alerts. Staff scheduling ensures at least two employees on-site
during peak periods (lunchtime, after 5pm) to handle queues efficiently. Customer
service protocols emphasise friendliness, cultural sensitivity, and product knowledge
staff receive training on halal certification standards and dietary requirements. During
Ramadan and cultural festivals such as Eid, extended hours and special product ranges
will cater to heightened demand. Waste management follows environmental best
practices, with food waste donated to local charities and packaging recycled through
Tower Hamlets council schemes.

Section 3: Financials & Funding

3.1 Startup Funding and Sources

Fresh Bazaar’s initial funding will cover rent, interior setup, licenses, first stock order,
equipment, and marketing. Funding sources may include personal savings, small
business loans, and local development grants.

Item Estimated Cost (£) Funding Source

Shop Rent (1 month) 2,000 Loan/Savings

Renovation & Fittings 4,000 Grants/Personal




Stock (Initial Order) 6,000 Loan/Suppliers (credit terms)
Equipment (EPOS, fridge) 2,500 Savings

Licenses & Insurance 500 Savings/Loan

First Month Marketing 500 Savings

Staff Wages (month 1) 3,000 Loan/Savings

Contingency 1,000 Savings

Total 19,500

3.2 First Month Startup Expenses

Expense Category Cost (£) Notes
Rent 2,000 Shop unit, Bethnal Green
Utilities 300 Electricity, water, internet




Stock replenishment 4,000 Ongoing fresh goods

Marketing 200 Flyers, social media ads
Staffing (2 assistants) 2,400 Part/full time, minimum wage
Owner salary 600 Md Jamal, part-time initially
Miscellaneous 300 Cleaning supplies, wastage, etc.
Total 9,800

3.3 Expected Revenue and Expenses

Week Estimated Sales (£) Main Expenses (£) Net Gain/Loss (£)
1 2,000 2,300 -300

2 2,400 2,400 0

3 2,700 2,250 450




4 3,200 2,850 350

Month 1 10,300 9,800 500

With strong opening offers and efficient marketing, Fresh Bazaar aims for a small profit
margin in the first month, expecting growth as the customer base expands.

Conclusion

Fresh Bazaar represents a viable and socially valuable business opportunity, combining
commercial potential with community benefit. By addressing gaps in the local market authentic
multicultural products, extended hours, personalised service the venture positions itself
competitively against both chain stores and dated independent retailers.
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