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Spotting the Opportunity for My Enterprise (Task 1)
Infographic 



                     Figure 1.1 – Crooked Smoothies Infographic
1.2 Approaches used to identify the opportunities for Crooked Smoothies

Entrepreneurship has been described by Basigalupo et al, (2016) as acting upon ideas and opportunities to further transform them into a financial, cultural, or social value for others.   
The opportunities for Crooked Smoothies were identified through the ‘Fast second’ and the ‘Replication’ approaches. A fast second strategy involves getting into the market by taking an already existing product or service and producing your own variant, with the aim of dominating the market (Markides & Geroski, 2008). The opportunities for Crooked Smoothies were also identified by the replication method, which has been described by Kleon (2012) as ‘Copying’ others’ ideas as nothing can be portrayed as original and stated that “every new idea is just a mashup or mix of one or more previous ideas” (Nieman, 2022).

The initial idea of creating a smoothie company occurred when seeing two firms in two different countries, both aiming to reduce food waste and increase awareness around sustainability. Smoothie Xchange is considered a successful company in Norway, using frozen fruits to make on-site smoothies ‘on the go’ (Smoothie Xchange, 2023). The company has 16 locations across Norway and has grown to be a well-established brand. Moreover, the Welsh juice company ‘Get Wonky’ saw a growing problem of food waste in South Wales. They were inspired by fruit too often being discarded due poor cosmetic standards, providing them with the idea of producing juices exclusively made from ‘wonky’, hand-picked fruits (Business Wales, 2023).

With reference to the infographic, Crooked Smoothies will operate as a ‘smoothie-bar’, producing smoothies, and smoothie bowls, solely utilizing frozen fruits and vegetables, to reduce as much waste as possible. It could be argued that the business would benefit from pre-making smoothies, however, this could ultimately result in waste, conflicting with the original idea behind this business, thus Crooked Smoothies will only produce on demand. All food used in production will be sourced from local farmers, to support local communities and lessen protentional food milage (Johnson, 2016). Both Smoothie Xchange and Get Wonky focus on sustainable packaging, however, do not offer refill options. Crooked Smoothies will therefore provide the option for consumers to bring their own refill cups to distinguish themselves and show a high level of commitment in sustainable packaging.
2.0 Using Creativity to Develop Enterprise (Task 2)
2.1 Screenshot of ‘Human Library of Creative Enterprise Case Studies’



Figure 2.1 – Screenshot of ‘Human Library of Creative Enterprise Case Studies’


Figure 2.2 – Screenshot of Personal Entry
2.1 Favourite Example of a peer’s Human Library Entry



Figure 2.3 – Example of peer’s Human Library Entry


2.2 SCAMPER Patagonia

Patagonia based the above advertisement on promoting ‘slow fashion’ as opposed to ‘fast fashion with the attempt to make consumers more concerned with sustainable buying. The company partnered up with eBay on the initiative to promote their best-selling product with a banner stating “Don’t Buy This Jacket”. They also created a marketplace for customers to buy and sell Patagonia clothing (Neren, 2012). 
The SCAMPER framework will demonstrate how the company came up with this idea and why it can be seen as both creative and value adding. 
The acronym SCAMPER refers to a framework used to innovate an already existing product or service (Dam & Siang, 2021). 

2.2.1 – Substitution
Patagonia substituted the “mainstream” way of advertising by showcasing their product in an untraditional way, encouraging consumers to make sustainable choices when purchasing clothing.  
2.2.2 – Combine
The company combined the idea of not only producing clothing for sale, but also providing a “rental” service for clothing. The purpose behind this idea was to prevent a clothing line ending up in a landfill (Patagonia, 2023). 
2.2.3 – Adapt
Patagonia have adapted their business not only by providing a “rental” service, but also by partnering up with eBay creating a marketplace encouraging second hand selling and buying as an alternative to buying new clothes. 
2.2.4 – Modify
They have tried to modify consumer behaviour by introducing the idea where products do not have to be used until its lost its value but can be passed on to someone else that still sees the value in it. 
2.2.5 – Put to Another Use
Patagonia also introduced a concept called “Care & Repair”, aiming to inspire and guide consumers to repair and recycle clothes, instead of throwing it away (Patagonia, 2023). 
2.2.6 – Eliminate
To their best ability, this company has tried to eliminate their contribution to waste by introducing clothing rental, the eBay marketplace as well as “Care & Repair”. 
2.2.7 – Reverse
Looking at their process backwards, Patagonia has considered at possibilities of not selling clothes, but buying them and as such, trading in a second-hand marketplace. 

3.0 Creating Value with my Enterprise (Task 3)

The meaning of value has been subject to confusion due to the difficulty measuring the actual worth of a product or service (Hallberg, 2017). 
As stated by Anderson & Narus (1998), it is essential for a supplier to have an accurate understanding of what value is for their customers in order to run a successful business. The drawing below aims to provide a demonstration of the values Crooked Smoothies is attempting to create for its customers.

3.1 Five Forms of Value – SCAMP Framework Drawing



Figure 3.1 – Five Forms of Value Drawing

3.2 Five Forms of Value for Crooked Smoothies 
3.2.1 Enjoyment Value
The enjoyment values of this company can be derived from various factors. However, the enterprise will focus on creating a wide range of healthy smoothies with an appealing presentation. Furthermore, the chosen locations will provide customers with a pleasant and welcoming atmosphere with comfortable seating and friendly staff to make the experience more enjoyable. The customers will also have the option of customising their own personalised smoothie, by picking their own fruits or vegetables, adding protein or other supplements, enhancing the overall customer satisfaction. 

3.2.2 Economic Value
Crooked Smoothies aspire to offer competitive pricing by making their smoothies accessible to a wider range of customers. This will be done by not only providing affordable products, but also environmentally friendly products. Moreover, by sourcing fruit and vegetables from local farmers, the enterprise will contribute to economic growth within its local communities. It is also worth mentioning that energy efficiency by for example implementing water – saving equipment has been considered as effective to minimize operational cost over time. 

3.2.3 Influence Value
Providing the public with information on the advantages of sustainable food sourcing and food waste reduction will inspire customers to apply similar practices to their own businesses or even personal lives. Croocked Smoothies aims to be the industry leader and aspires to change customer behaviour by being a part of an overall transformation within the beverage industry by offering a more sustainable alternative to any traditional and less eco-friendly option. 

3.2.4 Harmony Value
Sustainable packaging using biodegradable materials or offering customers a loyalty program, providing them with their own personalized “re-fill” cup is part of the Harmony Values of this enterprise. It is especially important for Crooked Smoothies to encourage the public to be more mindful of wasting food and will therefore also implement energy-saving equipment and solely source their ingredients locally, supporting the ‘nearby’ agriculture and reducing emissions caused by transportation. 
3.2.5 Social Value
The company will engage with local communities in events, as well as partnering up with other local organisations supporting and promoting health and sustainability, further fostering a social connection with the local community. Collaborations with like-minded organisations will additionally allow Crooked Smoothies to contribute to an overall positive change. The enterprise also values the well-being of its employees, creating a positive work environment by providing the opportunities for each induvial to growth. 
4.0 My Vivid Vision for My Enterprise (Task 4)

4.1 Vision Mind Map



Figure 4.1 – Vivid Vision Mind Map

4.2 The vision of Crooked Smoothies 

At Crooked Smoothies, our long-term vision is to be leading the way within the smoothie industry by providing healthy, nutrient, and flavorful smoothies while inspiring our local communities to live a sustainable lifestyle. We have already achieved a solid footprint in the smoothie industry and will continue to achieve our goals by offering a diverse menu to our customers, fitting whatever preference or need they might have. Our loyalty program will not only provide you with your own re-fill cup, but also allow you to name your own favourite smoothie combination in our app. Making sure your favourite smoothie or soup is no more than one click away! Our app will additionally let you pre order your drink or soup which will be prepared and ready for pick up at your preferred time. 
We take a lot of pride on the way we source our goods with sustainability being at the core of this company’s values. We solely collect fruit and vegetables from local framers that would otherwise be discarded due to not fitting the expected esthetic standard. To show our appreciation to those who believe sustainability is of importance, we provide rewards in the form of “customer points” or coupons to be exchanged for any of our products. 
We will never stop implementing innovative and eco-friendly practices as we strive to create a positive impact on the environment. By engaging with our communities and other like-minded organisations, we want to continue to make educated choices, promoting a vibrant but also sustainable future for the generations to come. Moreover, we actively use social media to engage with the public and spread awareness on the importance of sustainability. However, to reach a broader audience, we also work with online profiles and influencer who value environmentally friendly organisations. Crooked Smoothies will not be able to continue its growth without dedicated employees. That is why we choose our staff wisely. As a company, we are efficient workers who aim to provide exceptional staff training, in order to be operating with individuals who can answer questions, inspire others, and provide important knowledge to the public.






5.0 B-Corp Application (Task 5)

5.1 Screenshot of submission for B-Corp


Figure 5.1 – Screenshot of Submission for B-Corp


5.2 Email to Co-Funder

Hi, 
I hope this email finds you well. I came across your work on sustainable beverages, noticing that your ideas are very much alike mine. I was truly inspired by you and your drive for a positive change and therefore believe our shared passion for the environment could make us a dynamic team in perusing the future towards a more sustainable world.

I am exploring the possibilities of pursuing a B-Corp certification, however, I wanted to discuss some challenging aspects of the application process. The process of getting this certification requires a comprehensive assessment of how our businesses operates, structure of governance, our environmental impact as well as employees, communities, and customers. I believe one of the main challenges is to gather and analyze the necessary data and meet the strict rules set by those who provide the certification. 
I believe we would be able to overcome this challenge by doing the following:

Research thoroughly and understand the B- Corp framework by studying previous successful applications and understanding the requirements. By doing this we can anticipate potential barriers.
I also believe getting a diverse team of experts together, involving experts in sustainability, finance, law/operations we can understand and leverage each other’s strengths in order to address different components of the assessment allowing a complete and comprehensive application. 
I appreciate that obtaining a B-Corp certification is an ongoing commitment and by setting goals that are measurable and implementing audits will foster a culture of continuous improvement. 
Lastly, I believe we can seek external support if needed by exploring partnering up with sustainability advisors who have experience with B-Corp certifications and the process it requires. Their guidance could possible help navigate the complex requirements and offer insights in our pursuit of becoming a certified B-Corp. 

I would very much like to discuss this opportunity with you to explore how we can combine our skills and visions. With your expertise and my curiousness, I think we could form a powerful alliance. 

Thank you for your time and considering this opportunity. I look forward to possibility of working together!

Best regards, 
Line Elvira Rosenskiold





6.0 Presentation of Crooked Smoothies 
6.1 Video Presentation

https://flip.com/s/pb2nSDxgUWhs 


6.2 Feedback of Video Presentation

Feedback on Crooked Smoothies by Line Elvira Rosenskiold

The video starts off very informative regarding key notes about the amount of fruit that is being thrown away each year. Crooked Smoothies is a niche concept, just like the two companies she mentions in the video; Smoothie Exchange and Get Wonky. She has made sure the mind map is aligned with her personal vision, so it does not go against what she believes in. There is a great focus on inspiring local communities, which is as important as being sustainable and environmentally friendly. Line also mentions having a loyalty programme, which is not unusual for this type of business but will be beneficial for the company long term. This loyalty programme will most likely draw more customers as it has benefits that is seen as more on the exclusive side, e.g., personalized refill cups. 
Crooked Smoothie has a clear idea when it comes to supporting local communities by partnering up with local farmers, which we can see more and more companies are trying to do. By doing this, Crooked Smoothies ensures that the profit of the company stays within and helps the local community. Fruits that are deemed “not good enough” for regular shops, will be used in Crooked Smoothies and therefore the company will help reduce waste. This idea is brilliant. Even though they are not good enough to sell, doesn’t mean it can’t be used at all. 
Crooked Smoothie has a vision of collaborating with online profiles and influencers, which is a good idea, however, I believe that the company would need to have a stronger online profile itself before influencers are contacted. It’s hard competition between companies who wants to use influencers to promote their product as these influencers have so much power over their audience. I believe a substantial amount needs to be put in marketing with this business idea, as its competitors are a leading force in this concept already and has been for many years. 
Regarding employees, I do believe it’s of most importance to invest such great deal in to hiring the right candidates. The employees are the face of the business and is key to make this successful. By investing in them and their workplace, Crooked Smoothie will also benefit from this long term. It is to be noted that the turnover rate for similar businesses is high, so Line and her team needs to have a clearer idea on the hiring criteria. 
Overall, I think the business idea is good, however, as it is a niche concept it could potentially be more difficult to market this to a larger audience. As mentioned, there needs to be a clear marketing strategy put in place that also aligns with the business’ vision board. It’s doable with hard work, dedication, and time. 

Feedback by Silje Marie Aas Grønn
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Earth Day Ice Cream

WWF (World Wildlife) is the leading conservation organisation in the world, operating in
approximately 100 countries. The organisation develops and deliver solutions that are
innovative and protective of wildlife (WWF, 2023). To honour the largest environmental
movement, Earth Day, WWF introduced this creative advertisement as a juxtaposition of the
earth placed on top of an ice cream cone. The Earth is shown as a scoop of ice cream that
melts down the sides, suggesting that the planet is fragile and currently ‘melting’.
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Promoting "Slow" Fashion

In a plea to get consumers thinking more about
sustainability, Patagonia marketed their latest apparel with
a caption that states "Don't Buy This Jacket". Considering
the company is based in America (where cultural identity is
closely linked to consumerism), the advert received a
significant amount of attention.

Patagonia often advocates against fast-fashion culture. In
2015, they partnered up with eBay to create a marketplace
for their customers to buy and sell unwanted Patagonia
apparel. The partnership was nicknamed the “Common
Threads Initiative”, and provided its customers with advice
on how to repair their clothes as to reduce waste.

In the nine months following the ad, sales increased by
approximately 30%. Some people attribute this to positive
brand awareness, whilst others say it's basic reverse
psychology.
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