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Company Concept

Company Name: SnapGrocery  

Concept Summary: SnapGrocery is a mobile app that makes getting fresh groceries from local stores super fast and easy, right to people’s doors within an hour. It’s aimed at busy people who need convenient options and like supporting their community by shopping local. SnapGrocery partners with neighbourhood stores and local drivers, so it’s more community-centred than big delivery apps (Barrow et al., 2021).


















Mission Statement

"Bringing local groceries to your doorstep in a snap, making life easier while supporting local businesses."

Unique Selling Point (USP):
Local partnerships: Supporting neighbourhood shops.
Sustainability: Reduced delivery miles mean fewer emissions (Hooley et al., 2020).
Speed: Groceries delivered within an hour.
Community focus: Competitive pricing that benefits local businesses.














Business Aims 
· Enhance customer experience by providing fast and reliable delivery.
· Support small businesses by increasing their customer base.
· Promote sustainability by reducing delivery miles.
SMART Objectives
· Partner with 50+ local stores within the first 12 months (Barrow et al., 2021).
· Achieve 20% monthly growth in app downloads over the first year.
· Hire and train 100+ freelance drivers within the first six months to ensure efficient service (Finch, 2022).
· Maintain a 95% customer satisfaction rate consistently over the first year (Williams, 2022).















Legal Identity

SnapGrocery will be set up as a Limited Liability Company (LLC). This structure protects personal assets and makes it easier to attract investors. It’s a good fit for a business handling food and deliveries, where risks can be higher.
Why choose an LLC?
It limits your personal liability to what you’ve invested, which is great for reducing risk. Plus, it’s flexible and easier to manage than other business types.
Downsides:
There are some drawbacks, though. LLCs can cost more to set up and run because of admin and legal fees. Also, raising funds might be harder than for a corporation, and you could face higher personal tax rates on profits.













Branding and Logo
SnapGrocery’s branding is vibrant but clean. The logo’s a simple shopping cart with a mango inside, and the app interface is user-friendly and memorable. Everything’s designed to make customers feel like the app is quick, reliable, and easy to use (Williams, 2022).
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Physical Location
Office Address
[image: ]-86-88 Adam Street, Cardiff CF24 2FN
Located nearby high demand areas, this shared workspace is cost-effective and accessible.







Human Resource Strategy

- Customer Support (2 staff): Handle questions and complaints, keeping customers happy.
- Drivers (100+ freelancers): Sourced locally with flexible schedules to handle demand at peak times.
[image: ]




- Marketing Specialist (1 staff): Runs digital campaigns and works on partnerships with local stores.




Marketing and PR Plan

Target Market:  Busy professionals, families, and elderly individuals seeking convenience.

Marketing Strategies:
1. Influencer Partnerships: Collaborations with local influencers.
2. Community Marketing: Engaging with events and community centres.
3. Referral Program: Discounts for referrals.
4. Social Media Campaigns: Focused on Facebook and Instagram to target local communities (Hooley et al., 2020).

https://www.tiktok.com/@snapgrocery?_t=8rkIlrCTZVQ&_r=1
https://www.facebook.com/profile.php?id=61569122073546
https://x.com/snapgrocery
[image: ][image: ][image: ]https://uowtsd-my.sharepoint.com/:w:/r/personal/2326076_student_uwtsd_ac_uk/Documents/leaflet.docx?d=w4b2e42a81373431caa7a64478348e8ed&csf=1&web=1&e=fJiDGU

Market Research

I’ve conducted a survey with our target audience and looking at competitors. The survey shows what people want, especially those without easy access to grocery stores. By being community-focused, SnapGrocery has a big chance to stand out in a crowded market.

key findings from the questionnaire:
Delivery preferences: Emphasise the high demand for 1-hour or 30-minute deliveries.
Top priorities: Highlight that speed, low fees, and product variety are the main factors.
Local store partnerships: Note that most respondents prefer services connected with local businesses.

https://forms.office.com/Pages/ResponsePage.aspx?id=-REPTm4EBUWcuNshUjEeIXFP7g-IlD9HtXUEBC6IZLJUOVpRRDc4S1JCTDFJNkhPMlFJSFdGMDhIVC4u










Pricing Strategy
Approach: Competitive delivery fees with promotional discounts.
Revenue Streams:
· Delivery fees.
· Commissions from partner stores.
Profit Margins: Targeting 15% within the first six months, increasing as operations stabilise (Finch, 2022).
Profit Margins: aiming for around a 15% profit margin in the first six months, increasing as more people sign up and we hit a stable operation.
[image: ][image: ][image: ]survey results shows that 80% of respondents prioritise delivery speed and prefer to support local stores. Additionally, most users expect delivery fees under £3, suggesting a price-sensitive market.











The 7 Ps of Marketing

1. Product: Fresh groceries delivered within an hour.
2. Price: Affordable delivery fees with introductory discounts.
3. Place: Accessible through the app, with real-time tracking.
4. Promotion: Social media ads, local partnerships, and influencer marketing.
5. People: Friendly, responsive customer service team.
6. Process: Seamless app ordering and tracking.
7. Physical Evidence: Branded packaging and delivery tracking to build trust.




Financial Resources
Initial Investment:
£100,000 sourced from angel investors and small business grants.
[image: ]12-Month Cashflow Forecast 


RentCosts:
Based on serviced offices in Cardiff, rent for three staff members totals £750/month (£250 per person)​ (Williams, 2022).
Instant Offices
​
Office Hunt
​
Regus








Risk Analysis and Mitigation Strategy

Major Risks:
1. Big Competition: Larger grocery apps might offer aggressive promotions.
   - Solution: Keep focusing on our local partnerships and community-based marketing to build customer loyalty.

2. Delivery Costs: Rising fuel prices could make delivery more expensive.
   - Solution: Use route optimisation tech to cut down on delivery miles and adjust the pricing strategy as needed.

3. Vendor Reliability: Dependence on local stores for stock availability.
   - Solution: Build a backup network of suppliers and focus on partnerships with stores that can keep up with demand.











SWOT Analysis
Strengths:
Strong demand for quick, local deliveries.
Unique local focus and sustainability emphasis.
Personalised customer service (Hooley et al., 2020).
Weaknesses:
Dependence on smaller grocers may limit stock availability.
Small initial team might face challenges handling growth.
Opportunities:
Expand into neighbouring areas or cities.
Introduce premium or organic grocery options.
Partner with local farms for fresh produce (Baron & Hmieleski, 2018).
Threats:
Rising delivery costs due to fuel prices.
Larger companies entering the local delivery market.
[image: ][image: ]Potential supply chain disruptions (Williams, 2022).
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Appendix for SnapGrocery

Survey Results and Market Research Data
1. Preferred Delivery Services:
· Many respondents already use grocery delivery services either often or occasionally.
· Some are interested but haven't tried them yet, indicating a potential market for attracting new users.
2. Important Factors for Choosing a Delivery Service:
· Speed of delivery consistently ranks as the highest priority.
· Other important factors include:
· Variety of products
· Low delivery fees
· Customer service quality
· These preferences suggest that fast, cost-effective services with a broad product range would appeal to most users.
3. Preferred Delivery Wait Time:
· The majority prefer deliveries within 30 minutes to 1 hour.
· Same-day delivery is also acceptable, while next-day delivery is less favoured.
4. Local Product Preferences:
· Respondents prefer to buy fresh produce, dairy, eggs, and bakery items locally.
· Specialty foods (organic, vegan) also received interest.
5. Interest in Supporting Local Stores:
· A significant number of respondents indicated they would be more likely to choose a service that partners with local stores.
6. Delivery Fee Expectations:
· Most are willing to pay under £3 for delivery, indicating price sensitivity.
7. Incentives to Try New Services:
· Popular options include:
· Discounts on the first order
· Loyalty rewards
· Referral discounts
· Monthly subscriptions with free delivery were also appealing.
8. Current Shopping Satisfaction:
· Satisfaction levels vary, with many scoring their current experience as average (3 out of 5) or high (5 out of 5), suggesting room for improvement and differentiation.
Overall, people want:
· Fast, affordable delivery with a broad selection of products.
· Incentives like first-order discounts and loyalty rewards.
· Partnerships with local stores, especially for fresh and specialty items.


Human resource strategy

1. Customer Support Team (2 Staff Members)
Role Overview:
Responsible for ensuring customer satisfaction by addressing inquiries, resolving complaints, and providing assistance throughout the ordering process.
Responsibilities:
· Respond to customer queries via phone, email, and in-app chat.
· Resolve complaints efficiently, ensuring a positive customer experience.
· Track and follow up on delivery issues or delays.
· Maintain customer support records and log recurring issues for process improvements.
· Collaborate with the delivery team to resolve logistical problems quickly.
· Conduct post-delivery feedback calls to improve service quality.
Key Skills Needed:
Strong communication, problem-solving skills, empathy, and familiarity with CRM systems.
2. Marketing Specialist (1 Staff Member)
Role Overview:
Develops and implements marketing strategies to increase brand awareness, app downloads, and customer retention.
· Responsibilities:
· Plan and execute social media campaigns on platforms like Facebook and Instagram.
· Build partnerships with local influencers and community groups.
· Design promotional offers and referral programmes to attract new customers.
· Create content for blogs, social media, and newsletters to engage users.
· Analyse marketing data to measure campaign effectiveness and adjust strategies.
· Manage relationships with local stores for joint promotions.
Key Skills Needed:
Digital marketing expertise, content creation, data analysis, and relationship-building.
3. Freelance Delivery Drivers (100+ Local Freelancers)
Role Overview:
Ensure timely delivery of groceries to customers while maintaining service quality.
· Responsibilities:
· Pick up orders from local stores and deliver them within the promised timeframe.
· Use the SnapGrocery driver app for route navigation and updates.
· Maintain a professional and friendly attitude with customers.
· Handle customer feedback and report any issues to customer support.
· Ensure compliance with food safety and delivery protocols.
Key Skills Needed:
Good time management, navigation skills, customer service, and reliability.





Recruitment Timeline (Cardiff Focused)
Month 1-2: Preparation and Job Posting
· Finalise job descriptions for each role.
· Post job listings on platforms like Indeed, LinkedIn, and local Cardiff job boards.
· Reach out to local driving schools and community centres for freelance driver recruitment.
Month 3-4: Candidate Screening and Interviews
· Screen applicants based on experience and suitability.
· Conduct interviews for customer support and marketing specialist roles.
· For drivers, organise group interview sessions and practical driving assessments.
Month 5: Hiring and Onboarding
· Offer positions to selected candidates.
· Conduct background checks for freelance drivers.
· Confirm start dates and issue contracts for all roles.
Month 6: Full Team Operational
· Customer support team and marketing specialist start with full onboarding.
· Freelance drivers begin deliveries with staggered start dates to manage training.

Onboarding Plan for Freelance Drivers
Day 1: Orientation
· App training: Detailed walkthrough of the driver app—order management, route navigation, and reporting.
· Food safety and handling: Basic training on safe food transportation practices.
Day 2-3: Practical Training
· Route simulations: Practice deliveries around Cardiff with experienced staff.
· Customer interaction: Role-playing sessions to handle various delivery scenarios.
· Safety briefing: Emphasis on road safety and emergency procedures.
Day 4: Assessment and Certification
· Practical assessment: Ensure drivers can use the app and deliver within timeframes.
· Issue SnapGrocery driver badges and branded gear.
Ongoing Support:
· Weekly check-ins: Address challenges and share best practices.
· Monthly performance reviews: Highlight top performers and address any concerns.
· Driver feedback sessions: Gather input to improve processes and address issues.
[image: ]12-month cash flow forecast

Assumptions:
1. Initial Revenue: Starts at £8,000, reflecting initial customer acquisition and awareness.
2. Revenue Growth: Increases steadily due to marketing campaigns, local partnerships, and user referrals.
3. Expenses:
· Marketing (£4,000 - £5,500): Social media ads, influencer partnerships, and community outreach.
· Human Resources (£6,000 - £8,000): Salaries for customer support, marketing specialists, and onboarding freelance drivers.
· Office and Operational Costs (£4,000 - £5,000): Rent, utilities, software subscriptions, and insurance.
4. Break-even Point: Achieved in Month 5 with net positive cash flow.
5. Cumulative Profit: By the end of Year 1, SnapGrocery generates a surplus of £299,500.
REFLECTION
Module Name – BMSW4011 – Managing Enterprise
Module Lead: Mel Squire
Reflection on Developing the SnapGrocery Business Plan


Name: Rosalina ivanova 
Student ID: 2326076

New Business Skills and Knowledge Gained
Working on the SnapGrocery business plan taught me a lot about starting and running a business. One of the biggest takeaways was how important market research is. I conducted surveys and looked into competitors, which helped me understand what customers really want. For instance, I found that most people care about fast and affordable delivery. This shaped our idea of offering one-hour delivery with low fees, making it a key part of our unique selling point (USP).
I also picked up skills in financial planning, especially when creating the cash flow forecast. It was tricky at first, but it made me realise how crucial it is to plan for costs and revenue. Another key learning was about legal structures. I decided on a Limited Liability Company (LLC) for SnapGrocery because it protects personal assets and is flexible—ideal for a food delivery business.
My Entrepreneurial Strengths
This process helped me discover some strengths I didn’t know I had. One of them is adaptability—I found I could juggle different tasks like market research, financial planning, and human resources quite well. I also realised I’m good at strategic thinking. For example, I identified local partnerships as a way to stand out against bigger companies and saw how sustainability could be a unique selling point.
Communication was another strength that shone through. Whether it was explaining ideas to my peers or getting feedback, it all helped me improve the plan. Practising presentations also boosted my confidence in public speaking, which I know will be crucial when pitching to investors or partners in the future.
Challenges and How I’ll Tackle Them
Of course, there’ll be challenges when launching SnapGrocery. The biggest one is probably competition from established grocery delivery giants. To tackle this, we’ll focus on our local community angle, something big companies often overlook. Building strong relationships with local shops and promoting this to customers will help us stand out.
Another challenge will be managing deliveries as we grow. Hiring and training over 100 freelance drivers in six months is ambitious, but I’ve planned a thorough onboarding process. Regular check-ins and performance reviews will keep quality high and sort out any issues quickly.
Keeping costs down while offering competitive prices is another worry. Using route optimisation technology should help reduce fuel costs, and strategic promotions will bring in early customers without eating into our profit margins too much.
Final Thoughts
Creating the SnapGrocery business plan has been an eye-opening experience. I’ve gained new skills, from market research to financial planning, and learned a lot about what it takes to be an entrepreneur. I know there’ll be challenges ahead, but I feel much more prepared to handle them. This project has given me a solid foundation, and I’m excited to see where it takes me next!


Page  of 
Page  of 


Page 1 of 16



image4.png
SNAPGROCERY ( @ Get verified

Fresh. Fast. Convenient.

B Jo

1Fol 0 ers

Edit profil




image5.png
"

SNAPGROCERY
@snapgrocery

d'TikTok




image6.png
Note.

Snap Grocery

Edit profi

Posts  Photos  Reels

Details
# Lives in Cardiff

Q From Cardiff





image7.png
O




image8.png
9. How much would you be willing to pay as a delivery fee?

® Under £3 8
® £3-£5 0
® £5-£8 3

® More than £8 0
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5. Rank the factors are most important to you when choosing a grocery delivery service. 1 being the highest.

1 1. Speed of delivery

2 4. Variety of product

3 2. Low delivery fees

4 6. Customer service quality

5 3.Supporting local businesses

6 5. Ease of use
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8. Would you be more likely to choose a delivery service that partners with local store:

® VYes, definitely 6
@® Maybe, if the prices are reasonable 5

® No, i prefer larger supermarkets 0
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SnapGrocery Organisation Chart





