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[bookmark: _Toc102393778]Introduction
Lockdowns have already occurred as a consequence of the covid-19, which are having a severe influence on the general operations of the supermarket industry. As a result, this firm is attempting to develop an app that can be used to send things to customers. In order to capitalize on the increasing popularity of online grocery shopping, I suggest founding a company that would develop an app that would enable users to buy items and have them delivered straight to their door. This strategy can only be used after an app has been built and is thus not recommended. When the app is finished, the very first thing it will do is sell groceries. Customers will be able to purchase fashion and luxury things as long as the app's popularity continues to rise. The firm notion will be appropriate for this case if it is based on these alternatives.


[bookmark: _Toc102393779]Case of business
Customers may anticipate a higher level of service from this company than they would from most others. The distribution system, which is the most important component of the company's concept, would be managed using an app. The development of an app that can be utilized for distribution is the primary focus for this company. Green Food' warehouses will be utilized to provide groceries to the community. In my vision, I will create a company that will develop an app that will enable one to purchase groceries online and have them delivered straight to the doorstep. Consumers will find it more convenient to purchase food online, hence the company intends to sell food online (Doern et al., 2019). Initially, this method needs the development of an application. Beginning with the development of an app that will allow customers to place orders and have items delivered to their homes, the project will move forward. First and foremost, the software will enable users to make purchases from their local supermarkets using their smartphones. It will collect consumer information in order to compile a customer database of potential customers. Following the collection of consumer information, the information will be utilized for push advertising. Customers will be able to purchase fashion and luxury things as long as the app's popularity continues to rise (Drobyazko et al., 2019). The firm notion will be appropriate for this case if it is based on these alternatives. In our firm, there are more serious concerns to deal with than that.
[bookmark: _Toc102393780]Analysing industry
As a result of this software, delivery services will be available around the clock, seven days a week. Having the assurance that the delivery time will be shorter than one hour is comforting to know about. Users will be able to interact with the company and each other right away because to the app's dynamic nature. This method may be used to develop a company's unique selling proposition (USP) (Gupta et al., 2020). Green Food intends to produce an app that will allow for the maximum level of participation imaginable. These features might be very valuable to the company's marketing efforts. Green Food's competitive strategy is very important since it will help you better comprehend the present market. This leads us to the following component, which is about market research.
	Factors
	Analysis

	Bargaining power of buyers
	There will be a huge number of buyers for Green Food, which means that they will have a lot of negotiation power.

	Bargaining power of suppliers
	The suppliers' bargaining power is further constrained due to the large number of commercial food product providers.

	Threats of new market entrants 
	New market entrants pose a serious danger since launching an app for sale involves such a little investment (Zahra, 2021).

	Threats of competitors
	Since there have been so many competitors, the risk level has gone up.

	Threats of substitution product
	Supermarkets may be a convenient choice for consumers, but this raises their risk of substituting products and bears the risk.



These USPs and competition assessments may influence Green Food's operational decisions.
[bookmark: _Toc102393781]Managerial and operational plan
Green Food will follow a set of standard operating procedures over the course of its business operations. Green Food will be required to develop a comprehensive strategy as part of the standard operating procedure. Green Food may be needed to implement proactive operational measures as part of the strategy, and this is likely to be the case in this situation as well. An instruction manual of sorts would be required for Green Food. The suggestions in the manual would be followed to the letter, with no modifications permitted (Morozova et al., 2019). Using the app, customers may choose and place orders for the things that they need. Once the order has been completed, Green Food will contact the purchaser to confirm receipt of the purchase. Once orders have been approved, they are distributed to other departments by the executive office. The package will be given to the delivery team after the order has been completed. It is possible for customers to purchase things at any time of day or night, and they will get their order within 30 minutes to an hour after placing their order. For the second time, buyers will be able to pay for the goods using both electronic and cash payment options. Besides PayPal and credit cards, clients may make use of a variety of other payment alternatives. Because of this, clients will be able to make payments and participate in other connected activities with the greatest amount of simplicity possible. Following are the major components of Green Food's operating strategy. When this implementation plan is adopted and supported by other operational plans, it may be possible to show a comprehensive approach to quality assurance (Sergi et al., 2019). There will be a total of four members on the management team, including the CEO. Given my prior job experience at a supermarket, I am an excellent choice to serve as the CEO and president of the new company I am launching. When it comes to grocery management, I'm an excellent candidate since I previously worked in the supermarket inventory control industry. Following that, three other departments are formed: accounting, marketing and advertising, and administration. Creating the company's promotional materials is the responsibility of the marketing and business departments, while maintaining the organization's budget falls under the purview of the financial services division (Chowdhury et al., 2019). At the end of the day, operational divisions will be held responsible for the provision of services. Each of these divisions will be controlled by a manager, who in turn will supervise three subordinate managers in their respective areas of responsibility.
[bookmark: _Toc102393782]Promotional procedures
Equally important to Green Food's success is its marketing and advertising strategy. In other words, it'll let customers make more informed purchasing decisions. Paid advertising will be the first step in the sales strategy. Search engine marketing and other methods will be used by Green Food to reach its target audience. In order to make sales, an affiliate code and selling network would be used (Olanrewaju et al., 2020). As a result, Green Food will be able to make informed decisions regarding sales and other operations. This particular sales technique allows for the management and monitoring of a variety of operational views. Different marketing tactics, on the other hand, might be used. A marketing mix application will be necessary for marketing management. This is an example of a conventional marketing strategy.
	Factors
	Plans

	Product
	Deliveries to customers' homes will be made possible via the usage of an app developed by this business. For my first business, I want to create an app that allows people to order groceries and have them delivered right to their front door. As a result, Green Food plans to adopt this service idea.

	Price
	Green Food will employ competitive pricing, thus the service may cost anything from £1 to £2,000. The aggressive rates used by Green Food may be used to create appropriate pricing for its products.

	Place
	As a first step, Green Food will focus on the Play Store and App Store to control the location (Nambisan et al., 2019). For users who want the maximum freedom, an internet-based version of the program will be made available.

	Promotion
	Online and in-person approaches will be used by Green Food to advertise its goods. Paid advertising, search engine optimization (SEO), and other techniques will be used in the promotion of the website. Offline apps will mainly rely on print and broadcast media. It'll help you get in touch with the right people.

	Physical evidence
	As a concrete evidence, Green Food used the marks and insignias. Green Food would be in charge of using these trademarks and emblems to promote their products as their own. This is how Green Food intends to meet the demands of its customers.

	Process
	Green Food has been keeping track of product information from beginning to finish, method by technique. Gathering information is essential before drawing conclusions (Lipset, 2018). Therefore, Green Food may collect data and make decisions based on this novel marketing strategy. 

	Peoples
	Green Food assures that each and every member of the marketing team is well qualified. Green Food's activities are conducted in a manner that is consistent with the training of its employees.



This means that Green Food can handle marketing and maybe other operational communications well. It is Green Food's marketing strategies that determine how well the company does in making decisions. With the support of this precise time, Green Food may also achieve a certain purpose.
[bookmark: _Toc102393783]Financing and funding strategies
In order to run Green Food, the owner would have to use his or her own money and resources. £75,000 will be used to support Green Food's regular operations, which will be financed by the seed cash. However, there is one aspect of profit that merits particular emphasis. As a consequence, the following are the financial statements.
Income statement
	Details 
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Sales revenue forecasted
	24000
	24000
	24000
	24000
	24000
	24000

	Direct sales expenses
	7000
	7000
	7000
	7000
	7000
	7000

	Profit before taxes
	31000
	31000
	31000
	31000
	31000
	31000

	Expenses
	

	The expense of administration
	3000
	3000
	3000
	3000
	3000
	3000

	The price of rent
	4000
	4000
	4000
	4000
	4000
	4000

	Bills to be paid
	2000
	2000
	2000
	2000
	2000
	2000

	Total outgoings
	9000
	9000
	9000
	9000
	9000
	9000

	Profit after taxes (Before tax)
	22000
	22000
	22000
	22000
	22000
	22000



[bookmark: _Toc102393784]Contingency and risk management plan
Contingency plans for entrepreneurial roles and obligations might be implemented with the help of risk and response planning. Risks and contingency plans are included in Green Food's business endeavors. As a result of Green Food's actions, there have been several risks. A major finding was that Brexit has hampered development in Eastern Europe. Importing goods from other European countries had been problematic (Doern et al., 2019). Under light of technological breakthroughs, Green Food is in risk again again. This has made it more difficult for Green Food to complete the necessary processes in the United Kingdom. Law enforcement efforts are likewise being radically adjusted in order to satisfy stakeholder demands. Green Food's standard operating procedures are also being impacted by the new legal possibilities. Green Food has a lot of negotiation power since they routinely deal with a huge number of clients. In contrast, there are numerous competitors, which raises the risk of competition. In addition to these dangers, it seems that there are a number of other techniques to think about.
[bookmark: _Toc102393785]Conclusion
An ongoing program of market surveys by Green Food would be necessary, according to the data. If Grocery can do market research, they will be able to better understand their customers' needs and desires. So, as a result, it will play an important role in battling various threats. Green Food would establish a physical location if the concepts don't work out. Green Food will become a superstore, and the genuine shop will supply groceries. In order for Green Food to continue functioning, a contingency plan should be created and executed in the most relevant areas.
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