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Executive Summary
GreenBite Tiffin Service is an environmentally-friendly food delivery start-up that provides marketplace customers with home-cooked, nutritious foods at the convenience of their homes, and through a subscription system. The business will be targeting the increasing demand for healthy, affordable, and environmentally friendly foods. Its key idea of selling has been fresh foods with biodegradable packages, which attracts consumers with eco-friendly approaches. Market research indicates that the demand is great due to the shift in lifestyles and more people resorting to online food delivery services. The marketing plan aims at online channels, low prices, and after-sales promotions to acquire and maintain its customers. The business has good financial potential and future expansion due to its low break-even point and an initial business start-up capital of £1700.
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Figure 1: Logo
(Source: Self-Developed)
The proposed business will be a home-style delivery system of fresh foods to students and young professionals through a sustainable eating service named GreenBite Tiffin Service. The service has a subscription-based model and provides affordable, healthy, and convenient meal plans daily, weekly, and monthly. Customers are able to order online using an easy-to-use, mobile-friendly site, and the food is delivered to their workplaces or homes.
The distinctive selling mechanism (USP) of the company is the blend of both home-cooked and healthy food with ecologically friendly packaging. Meals are made with fresh ingredients, and it is completely biodegradable, which is attractive to environmentally conscious customers. Moreover, according to Liu et al. (2024), the subscription service allows convenience and saves money as opposed to the standard takeaway services.
The business structure will be in the form of a sole trader as it is the right structure for a small start-up due to its simplicity and less administration. Decision-making and business operations will be in full control in this structure. It will involve the owner as the initial manager of the business and will handle the day-to-day running of the business, which includes the preparation of the food, managing suppliers, marketing, and customer services. With the expansion of the business, more employees, such as delivery employees and kitchen helpers, can be hired.
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	Factor
	Key Issue
	Example / Data
	Impact on Business

	Political
	Food safety regulations
	Governments enforce hygiene standards for food businesses (Chandimali et al., 2025)
	Requires compliance with hygiene laws, increasing costs, but ensuring customer trust (Chandimali et al., 2025)

	Economic
	Rising food prices & inflation
	Food price inflation then eased to 4.2% in November 2025 (Harari, 2026)
	Higher ingredient costs may reduce profit margins or increase pricing

	Social
	Demand for healthy lifestyles
	62% of consumers choose foods with healthier traffic light colours always/most times (Ipsos, 2023)
	Creates strong demand for nutritious meal services like GreenBite

	Technological
	Growth of food delivery apps
	Online food delivery market expected to grow (Statista, 2020)
	Opportunity to use digital platforms for ordering and marketing

	Environmental
	Sustainability awareness
	Increasing consumer preference for eco-friendly packaging
	Supports the USP of biodegradable packaging, attracting eco-conscious customers

	Legal
	Licensing and food standards
	Businesses must follow FSSAI regulations in India
	Requires legal registration, but improves credibility and trust


Table 1: PESTEL
The PESTEL analysis has revealed that the business is within a favourable business environment, especially in terms of good social and technological trends favouring healthy and convenient food services. Nevertheless, economic conditions like inflation can hike the cost of operation, and price strategies should be put in place. Legal and political considerations are also crucial because food safety regulations are critical to avoid fines and win the trust of customers. All in all, the business has more opportunities than it faces in the external environment, rather than threats.
[bookmark: _4p684tk47no6][bookmark: _Toc225544053](b) Competitor Analysis
	Competitor
	Strengths
	Weaknesses

	Local Tiffin Services
	Low prices, home-style food
	Limited branding, inconsistent quality

	Food Delivery Apps (e.g., Just Eat, Deliveroo, and Uber Eats)
	Wide variety, fast delivery, strong technology (Li et al., 2024)
	Higher prices, less focus on health and sustainability (Li et al., 2024)

	Cloud Kitchens
	Efficient operations, online presence
	Lack of personalisation and customer loyalty


Table 2: Competitor Analysis
There is also the risk of the large food delivery platforms and the conventional tiffin services competing against the business. Tiffin dealers in the area are cheap but are not always consistent and branded, and this creates a gap to fill in terms of quality and reliability. Pretentious and famous platforms like Just Eat, Deliveroo, and Uber Eats are more convenient and varied, and usually pricier and less health and sustainability-conscious. The competitive strength of GreenBite is its healthy meals combined with environmentally friendly packaging and the subscription model, with all the convenience and value. This role allows the firm to focus on health-aware consumers with a view to finding cheaper and more sustainable meal services, which provides it with a niche in the market.
[bookmark: _rmptttuj1qcw][bookmark: _Toc225544054]3. Marketing Communications
The target and positioning of GreenBite Tiffin Service are built on the basis of the STP marketing model (Segmentation, Targeting, Positioning), and the 4Ps marketing mix, which is also structured and evidence-based.
Target Customers (STP Approach)
It targets the segmentation of the whole market on the basis of demographics and lifestyle, targeting 18-35 age groups, targeting university students, and young professionals. Such a population usually has time limitations, and they appreciate menus food that is easily accessible. Bennett et al. (2025) state that more than 65% of millennials living in cities actively use the services of food delivery, which is in high demand.
The company is aimed at health-conscious and environmentally-conscious consumers, especially those who want affordable, but healthy food. The company is aiming to position itself as a sustainable and healthy substitute to the traditional takeaway services. The significance of this is that the positioning of the brand is to differentiate in a competitive market where convenience is mainly focused on by many competitors, as opposed to health and sustainability.
Marketing Channels
Social Media
The key media will be social media platforms like Instagram and Facebook since more than 75 percent of young adults use social media on a daily basis (DataReportal, 2024). The contents will consist of menu pictures, reviews, and sustainability messages. This is successful as visual content affects food buying rates and constructs brand interaction.
Advertising
The targeted customers will be contacted with the help of paid online ads (Google Ads and social media ads) (Ahmadi et al., 2024). Digital advertising enables a company to focus on specific target markets, minimise wastage, and enhance ROI (Ahmadi et al., 2024). This matters in the case of a start- up having a small budget.
Website
It will have a mobile-friendly site, where orders and subscriptions can be easily managed. Keeble, Adams and Burgoine (2022) indicate that more than 70% of food orders are made through mobile devices, thus necessitating the accessibility of the online platform through which customers can conveniently and reliably express their orders.
Marketing Mix (4Ps)
Product
Nutritious home-cooked foods in biodegradable containers. This is in line with the rising consumer demands for sustainable products.
Price
It will apply a competitive pricing strategy (e.g., low-end subscription plans). This is given the fact that students are very sensitive to prices, and competitive pricing boosts market penetration.
Place
The service shall also be done online with local delivery to make it convenient and easily accessible.
Promotion
Discounts on first-time users, referral plans, and subscriptions are all promotional strategies. These strategies promote trial and loyalty to the customers, which is important at the initial level of the business. 
On the whole, the marketing plan will be structured to match the trends of consumer behaviour and the market statistics. GreenBite can maintain its target population through the use of a robust value proposition coupled with digital marketing platforms to gain and sustain target buyers and gain a competitive edge in the food delivery business.
[bookmark: _ae2o0auedfcb][bookmark: _Toc225544055]5. Financial Plan
Funding Requirements
	Source
	Amount (£)
	Reason

	Personal Savings
	800
	Provides initial capital without interest

	Bank Loan
	900
	Covers remaining startup costs and ensures sufficient working capital

	Total
	1700
	


Table 3: Funding Requirements
To initiate the business, around £1700 will be required. Financial risk reduction is achieved by the use of personal savings, whereas supplementary funds are obtained by taking a small loan from a bank. This format is appropriate because it is an independent combination coupled with the availability of adequate capital to operate effectively.
Startup Costs (Month 1)
	Expense
	Cost (£)

	Kitchen Equipment
	800

	Raw Ingredients
	300

	Eco-friendly Packaging
	200

	Marketing & Advertising
	150

	Website Development
	150

	Delivery Setup
	100

	Total
	1700


Table 4: Startup Costs (Month 1)
Such expenditures are critical to operational preparedness and a good entry into the market.
Cash Flow (Monthly Estimate)
	Category
	Amount (£)

	Revenue (50 meals/day × £5 × 26 days)
	6500

	Total Expenses
	4000

	Net Profit
	2500


Table 5: Cash Flow (Monthly Estimate)
The estimated revenue demonstrates great earning capacity as the demand for subscription meals remains consistent.
Break-even Analysis
	Item
	Value

	Fixed Costs
	£2000

	Selling Price per Meal
	£5

	Variable Cost per Meal
	£2

	Contribution per Unit
	£3

	Break-even Point
	667 meals/month


Table 6: Break-even Analysis
To ensure that all the costs are covered, 667 meals need to be sold each month by the business. Considering the goal of 50 meals per day, it can be within the first month, which means that it is financially feasible.
The financial plan proves it to be a viable business with comparatively low start-up capital and high potential revenue. Break-even is possible, and financial risk is minimized. Mixed funding will be carried out to ensure sustainability with a manageable level of debt.
[bookmark: _gft9l5irept3][bookmark: _Toc225544056]Conclusion
To sum up, GreenBite Tiffin Service is a good and innovative business opportunity with good market demand, competitive advantages, and financial forecasts, and it can be successfully established. The company has a chance to appeal to its target market because the aim will be to offer healthy food, sustainability, and convenience. Through cautious management and proper marketing, the business has a high growth and success rate in the long term.
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