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[bookmark: _Toc239967164]Chapter 1: Introduction
[bookmark: _Toc239967165]1.1 Background and context 
Changes in lifestyle, digitalisation, urbanisation and the growing appetite for convenience food have driven the growth of the UK food delivery market. In 2025 the market was valued at around £14.3 billion and over half of UK consumers made regular online food orders, with nearly 80% of these orders placed via mobile devices. Food delivery apps like Deliveroo, Uber Eats and Just Eat have revolutionized consumers' ability to order food from restaurants and helped spread the cloud kitchen concept. This delivery-only approach enables several virtual brands to share kitchen facilities, staff and equipment, resulting in reduced operating costs and increased scalability (Deliveroo, 2026). The opportunity is especially applicable to the UK Indian community which is over 1.8 million and has significant population density in Leicester, Southall, Birmingham and Wembley. Meanwhile, the pressure of rising commercial rents, coupled with a lack of labor force, inflation, and the developments of AI, GPS tracking, location intelligence and data analytics are transforming food delivery dynamics. The trends are favorable for a community-based, multi-brand cloud kitchen that will provide convenient, authentic Indian food, as well as enhance delivery efficiency and customer experience.
[bookmark: _Toc239967166]1.2 Problem or opportunity statement 
The food delivery sector in the UK is growing and many cloud kitchens still employ the same location strategies without taking into account the needs of fragmented ethnic populations. This could impact the UK Indian community – especially in Leicester, Southall, Birmingham and Wembley – with things taking longer to deliver, food quality may be inconsistent and Indian food available is not always of an authentic regional Indian cuisine. Meanwhile, the demand for convenient online ordering of food and rising operating costs, as well as the development of technologies that enable the use of location intelligence, usher in a chance to deliver more targeted meals. A multi-brand cloud kitchen, with community connections, could help to optimise delivery efficiency, customer experience and operational resource use near high-density Indian communities (Food Standards Agency, 2025a). There is a need for further research to assess the feasibility and business opportunity of this proposition.


[bookmark: _Toc239967167]1.3 Initial observation of demand 
Preliminary evidence indicates growing customer reliance on online food delivery, with more than half of UK consumers regularly ordering food online and almost 80% of orders placed through mobile devices. There are also established Indian food brands in the UK where the Indian community of over 1.8 million can be found such as Leicester, Southall, Birmingham and Wembley. Service gaps exist such as delayed orders, poor food quality, and lack of true regional Indian cuisine. The trends indicate a potential for a place-based, multi-brand cloud cuisine that caters to Indian consumers' tastes and delivery needs.
[bookmark: _Toc239967168]1.4 Aim, objectives and research questions 
Aim
To assess the feasibility of developing a community-based multi-brand cloud kitchen in the UK by strategically locating virtual restaurant brands near Indian communities to improve delivery efficiency, customer satisfaction and business scalability.
Objectives
1. To analyse the UK food delivery market and identify opportunities for a community-based multi-brand cloud kitchen targeting Indian consumers.
2. To evaluate the food preferences, purchasing behaviour and delivery expectations of the UK Indian community.
3. To assess suitable UK locations for establishing cloud kitchens using demographic and market characteristics.
4. To evaluate how a multi-brand cloud kitchen can improve operational efficiency and customer experience.
5. To develop a feasible and scalable business model that can provide competitive advantage in the UK food delivery market.


Research Questions
1. What market opportunities exist for a community-based multi-brand cloud kitchen targeting the UK Indian community?
2. What are the food preferences, purchasing behaviours and delivery expectations of Indian consumers?
3. Which UK locations are most suitable for establishing community-based cloud kitchens?
4. How can the proposed model improve delivery efficiency, customer satisfaction and operational efficiency?
5. How feasible and scalable is the proposed multi-brand cloud kitchen business model?
[bookmark: _Toc239967169]1.5 Scope and boundaries 
The proposal is based on the UK food delivery segment and Indian consumers and communities in Leicester, Southall, Birmingham and Wembley. It explores multi-brand cloud kitchen that provide authentic Indian cuisine for delivery services, focusing on consumer preferences, place suitability, delivery efficiency, customer satisfaction, and the scalability of the business. Secondary evidence will be the evidence used for the study, which will be available within the 16 week project period. Does not include primary consumer interviews or surveys, detailed restaurant construction plans, international markets, dine-in operations or full-scale long-term financial implementation in addition to the proposed business development assessment.
[bookmark: _Toc239967170]1.6 Structure of the report 
	Chapter
	Purpose

	Chapter 1: Introduction
	Introduces the business opportunity, research aim, objectives, research questions, background context, and scope of the proposal.

	Chapter 2: Company Description
	Presents the proposed cloud kitchen business, including its mission, vision, business model, and strategic objectives.

	Chapter 3: Literature Review
	Reviews the academic theories and business frameworks that underpin the proposed business development strategy.

	Chapter 4: Methodology
	Explains the research approach, data sources, analytical methods, ethical considerations, and study limitations.

	Chapter 5: Market Opportunity Analysis
	Evaluates market size, customer segments, consumer behaviour, demand trends, and market opportunities for the proposed business.

	Chapter 6: Competitive Environment Analysis
	Analyses competitors and the external business environment using relevant strategic frameworks to identify market gaps.

	Chapter 7: Business Strategy
	Develops the strategic direction through internal and external analyses, competitive advantage, and value proposition.

	Chapter 8: Business Model Canvas
	Describes how the business creates, delivers, and captures value through the nine components of the Business Model Canvas.

	Chapter 9: Financial, Marketing and Human Capital Management Plan
	Presents the financial projections, marketing strategy, and human resource plan supporting business growth.

	Chapter 10: Operations Plan
	Explains the operational processes, supply chain, technology, location strategy, and regulatory compliance.

	Chapter 11: Feasibility Analysis
	Assesses the market, operational, financial, ethical, and strategic feasibility of the proposed business.

	Chapter 12: Implementation Plan
	Outlines the implementation timeline, milestones, resource allocation, KPIs, and monitoring mechanisms.

	Chapter 13: Conclusion and Recommendations
	Summarises the key findings, evaluates the proposal, and provides strategic recommendations for future implementation.

	Chapter 14: Reflection
	Reflects on the business development process, key learning outcomes, and areas for future improvement.





[bookmark: _Toc239967171]Chapter 2: Company Description 
[bookmark: _Toc239967172]2.1 Business identity and legal structure 
The new business, Community Kitchen UK, will be a new business that will operate as a community based multi-brand cloud kitchen for the UK Indian community. It will be a private limited company (Ltd) and will offer an appropriate structure for organising business activity, restricting the liability of the owners and for the future development and investment. The first business will be sited in a high-density Indian community with Leicester, Southall, Birmingham or Wembley being considered as possible sites. The business will be based on ‘virtual restaurant brands' from a common commercial kitchen, catering to authentic Indian cuisine and delivery via well-known online platforms. Later sections will discuss in detail the legal, regulatory and compliance aspects.
[bookmark: _Toc239967173]2.2 Product or service and the problem solved 
The business will feature a delivery-based, multi-brand cloud kitchen with a variety of authentic Indian cuisine in multiple virtual restaurant brands sharing a common kitchen. The service will be aimed at the Indian community in the UK who live in high-density areas including Leicester, Southall, Birmingham and Wembley. Customers will place their orders online via recognized food delivery services; common kitchen equipment, utensils and employees will enable the efficient preparation and delivery of meals. The idea caters to the identified market gaps such as longer delivery time, the inconsistency of food quality, and the availability of less regional authentic Indian food (Food Standards Agency, 2025b). The business is planning to have a kitchen as near to the target communities as possible to minimize the distance of the deliveries, and to ensure food freshness and reliability of service. The first, then, is that it offers a convenient, authentic and diverse Indian cuisine that could be potentially quicker and more consistent to receive than less location-specific offerings.
[bookmark: _Toc239967174]2.3 Founding idea and brief history 
The concept was born out of the opportunity to meet the needs of the expanding Indian population in the UK food delivery sector. The proposal noted that current methods of navigating the location of the cloud kitchen might not adequately account for the clustering of Indians or their desire for authentic cuisine from their hometowns, or for convenience and dependable delivery. Thus the idea emerged to open a multi-brand cloud kitchen in the vicinity of high-density Indian communities like Leicester, Southall, Birmingham and Wembley (Just Eat, 2026). The proposed business is new and has been driven by market trends and demographic changes, and the changing food habits and the rise of digital food delivery services.
[bookmark: _Toc239967175]2.4 Mission, vision and values 
Mission: To provide the UK Indian community with convenient, authentic and high-quality Indian cuisine through a community-based multi-brand cloud kitchen that delivers efficiently and reliably.
Vision: To become a scalable and customer-focused multi-brand cloud kitchen model recognised for serving Indian communities across the UK while improving delivery efficiency, customer satisfaction and operational performance.
Values and Principles:
· Authenticity: Offer diverse Indian cuisines that reflect regional tastes and customer preferences.
· Customer focus: Prioritise convenience, food quality, freshness and reliable delivery in business decisions.
· Efficiency: Use shared facilities, technology and location intelligence to optimise resources and delivery operations (Office for National Statistics, 2021a).
· Scalability: Develop flexible processes and multiple virtual brands that can support sustainable expansion into other UK communities.
[bookmark: _Toc239967176]2.5 Business objectives and goals 
The proposed business will establish the following initial SMART objectives:
· Launch the first cloud kitchen within 16 weeks of completing the business development and feasibility assessment, subject to suitable location, funding and regulatory requirements.
· Establish at least three virtual restaurant brands during the first year, offering differentiated regional Indian cuisine from the shared kitchen.
· Achieve 500 customer orders per month within the first six months of operation through digital delivery platforms and targeted community-based marketing.
· Maintain an average customer rating of at least 4.5 out of 5 during the first year by focusing on food quality, freshness and reliable delivery.
· Develop partnerships with at least two major food delivery platforms before launch to increase market accessibility and customer reach.
[bookmark: _Toc239967177]2.6 Alignment with trends and opportunity 
The suggested venture fits in with the expansion of online food delivery, driven by its customer base's desire for convenience and the rising adoption of kitchen-as-a-service (KaaS) models fueled by technology and the cloud. A target market is the UK Indian community of over 1.8 million people, who are clustered in areas like Birmingham's Southall, Leicester and Wembley. The digital ordering, location intelligence, GPS tracking and data analytics further facilitates the proposed community based operating model. This allows for multiple virtual brands to be used in a single kitchen, enabling the company to meet the demand for authentic Indian cuisine, optimize the use of resources, and enhance delivery efficiency. But subsequent market, competitive, operational and financial analysis should validate customer demand, location appropriateness, commercial viability and scalability.


[bookmark: _Toc239967178]Chapter 3: Literature Review
[bookmark: _Toc239967179]3.1 Introduction to the literature review 
The literature review is concerned with exploring the current literature relevant to the development of a community based multi-brand cloud kitchen for the UK Indian community. It highlights five main themes: the development of the food delivery and cloud kitchen market in the UK, consumer food preferences and consumer purchasing habits, location strategy and community-based market segmentation, multi-brand cloud kitchen models and operational efficiency, and the role of digital technologies in food delivery services. These themes directly align with the research goals and provide insights into customer needs, appropriate locations and the potential for shared kitchen operations to enhance efficiency and scalability. The review will also pinpoint areas of research that are lacking and will help the proposed business model.
[bookmark: _Toc239967180]3.2 Thematic review 
Theme 1: UK Food Delivery Market and Growth of Cloud Kitchens
The growth of the UK food delivery industry has been mirrored by the rise in the use of smartphones and the shift to digital ordering and lifestyles. According to the Sharma and Milan (2025), the cloud kitchen model has become a viable alternative to the classic restaurant model due to the savings it brings in terms of reliance on physical space and the ability to run delivery-based brands from shared facilities (Sharma and Milan, 2025). This model can reduce the fixed operating expenses and expand the market. But such benefits are not guaranteed (Office for National Statistics, 2021b). When there is a lot of competition between delivery-only businesses, cost efficiency can be a non-sustainable advantage. It is therefore essential that cloud kitchens have a clearly defined market positioning and know exactly what they want their customers to need. This may help to expand the delivery model from a generic one to a more community-based one for the proposed business, focusing on the needs of UK Indians.
Theme 2: Consumer Preferences and Purchasing Behaviour
Consumer behaviour is a key element of the proposed business as people's choices to access food will be influenced by a number of factors other than convenience. There is some existing evidence that indicates that factors such as food quality, authenticity, affordability, delivery speed and convenience are important determinants of food purchasing behaviour. Repeat purchasing and customer relationships may also be affected by digital reviews, promotions and loyalty programmes (Uber Eats, 2026). Consumer preference in the Indian community, however, should not be regarded as entirely uniform since regional preferences and expectations can vary. This provides a space for multiple virtual brands, for Indian cuisines, not just a standardised menu. The value of this strategy lies in its differentiation based on the customer, but it will only work if there is a demand for differentiated regional offerings and if customers are willing to pay for authenticity in something other than price and convenience.
Theme 3: Location Strategy and Community-Based Market Segmentation
For a delivery-only business, the proximity to the business can also affect the delivery time, the cost of the delivery, the freshness of the food, and the customer experience (Serrano-Malebrán and Molina, 2025). The literature indicates that this is the case with cloud kitchens – proximity to target demand is more important than availability of premises. This means that demographic and market segmentation can be used to create a more solid foundation for location decisions. The initial basis for investigating these areas is that there are Indian communities concentrated in certain areas, including Leicester, Southall, Birmingham and Wembley (White Rose Research Online, 2025). However, the concentration of the population is not enough to determine the final location. Other factors to consider are delivery demand, competition, property costs, accessibility and operational capacity. Location intelligence is therefore appropriate as it links the demographic demand with the operational efficiency, but it should not be assumed that the demographic data reflects the real ordering behaviour.
Theme 4: Multi-Brand Cloud Kitchens and Operational Efficiency
Multi-brand cloud kitchen is a cloud kitchen that has multiple restaurant brands that share common equipment, resources, and staff. The sharing of resources can minimize duplication and enable the business to operate multiple restaurant formats without building multiple physical establishments. It gives a good fit in terms of strategy of the proposed model as different regional Indian brands can be run from a single location. This method can also help to optimize resource use and offer flexibility in case of changing customer needs. But, if you're dealing with various menus, brands and orders at the same time, it could get quite complicated to operate. So, technology and inventory control, along with kitchen scheduling and quality management, become a factor (Babu et al., 2025). The model has great potential to be scaled up, but this requires effective coordination and consistent quality of service as much as the number of virtual brands.
Theme 5: Digital Technology, Scalability and Research Gap
Digital technology is an important enabler of cloud kitchen performance. Demand forecasting, operational coordination and customer service can be assisted by technologies such as online ordering platforms, kitchen management systems, inventory technologies, data analytics, and location intelligence. These technologies enable businesses to quickly adapt to evolving ordering trends and preferences (Chen, 2026). But in some instances, technology should be thought of as a tool to support rather than supplant good business strategy. Relying on third-party delivery networks could also diminish customer interactions and lead to commercial dependence. In conclusion, while the operational and technological advantages of cloud kitchens are well documented in the literature, the focus is less on location strategies aimed at particular ethnic groups within the UK. Demonstration of integrating demographic location analysis with multi-brand cloud kitchen model for the Indian community is also limited. This gap is an excellent foundation for the research to be proposed and then analysed for feasibility (Deng et al., 2026).
[bookmark: _Toc239967181]3.3 Chapter synthesis
The literature shows that the proposed cloud kitchen should consider the integration of customer demands, location strategy, operational efficiency and digital technology, and not treat them individually. The assessment of food quality, authenticity, affordability, convenience and delivery expectations will primarily be informed by consumer preference literature and location strategy will facilitate comparison of potential locations for Indian communities. These areas are complemented by multi-brand cloud kitchen literature, which provides an explanation of the utility of shared resources and virtual brands to enhance operational efficiency and scalability. Delivery coordination, demand analysis and customer service are also made easier with digital technology. While the literature offers some evidence of mixing community location strategies and multi-brand cloud kitchens in general, there is limited evidence for the use of mixed strategies in the UK Indian community. This gap needs to be critically evaluated and addressed by the BDP when deciding on the feasibility of the proposed model through evidence from the market, competition, operational and financial evidence.
[bookmark: _Toc238561260][bookmark: _Toc239967182]Chapter 4: Research Methodology
[bookmark: _Toc238561261][bookmark: _Toc239967183]4.1 Methodological approach and opportunity identification
There is no primary research (surveys, interviews or focus groups) involved in the proposal, only secondary, qualitative research. The business opportunity was identified through the existing evidence of growth in the food delivery market in the UK, higher consumer demand for convenience and the know-how that the Indian population was mostly found in urban areas like Leicester, Southall, Birmingham, Wembley (Deliveroo, 2025a). The investigation is intended to verify the possibility to open a multi-brand community-based cloud kitchen that will enhance the operational performance, delivery efficiency and customer satisfaction. Secondary data will be obtained from academic literature, government publications, ONS Census data, industry reports, market research and food delivery platforms. It is appropriate as it allows the proposal to look at market trends, consumer preference, demographic trends, location appropriateness, and operational trends without collecting primary data. It also allows for the evidence-based identification and evaluation of the proposed business opportunity (Deliveroo, 2025b).
[bookmark: _Toc238561262][bookmark: _Toc239967184]4.2 Market insight and data collection
Secondary data will be collected from reputable academic, government and industry sources, to generate market insight. They will gather data from peer-reviewed journal articles, books, government documents, ONS Census information, industry and market research documents, company reports and publicly available documents from food delivery companies like Deliveroo, Uber Eats and Just Eat. The Academic sources will be accessed via databases such as Business Source Complete, Scopus, ScienceDirect, Emerald Insight, ProQuest, Google Scholar and SpringerLink. Some of the keywords will be cloud kitchen, ghost kitchen, virtual restaurant, food delivery, multi-brand kitchen, Indian community UK, consumer behaviour, location strategy, ethnic market segmentation and food delivery logistics (Deliveroo, 2025c).
The geographical area will include the UK, and will address the areas of Leicester, Southall, Birmingham and Wembley, where Indian communities are concentrated. Primary sources will be recent literature, mainly within the last ten years; earlier studies that are influential will be added if they are relevant from a theoretical point of view. Only peer-reviewed research, official statistics and recognised industry reports will be included and blogs, unsupported opinions and unverified online content will be excluded. No sampling of primary participants is conducted, the four locations serve as the starting point for market and location comparisons (Deliveroo, 2026).
[bookmark: _Toc238561263][bookmark: _Toc239967185]4.3 Quantitative and qualitative evidence
The business opportunity will be evaluated with both quantitative and qualitative secondary evidence. Data will be quantitative including the market size and growth of food delivery in the UK, demographic data on the Indian community, population distribution throughout the areas of Leicester, Southall, Birmingham and Wembley, delivery trends and market indicators. This evidence will help to make comparisons of potential locations and market demand assessment (EA, 2026a). The following areas of qualitative evidence will be considered: consumer food preferences, authenticity, affordability, convenience, delivery expectations, customer satisfaction, purchasing behaviour. Food delivery platform competitor information and industry reports will also be analysed to gain an understanding of competitor positioning, service offerings and operations. Evidence to support premises and operating requirements will include evidence related to cloud kitchen models, shared resources, technology, location strategies and operating efficiency (EA, 2026b). When combined these numeric and non-numeric sources will give a more comprehensive view of market attractiveness, customer needs, business feasibility.
[bookmark: _Toc238561264][bookmark: _Toc239967186]4.4 Data-analysis methods
The research will analyze the secondary evidences obtained by using descriptive, comparative and thematic analysis. Numerical information that is relevant to the description of the market in the UK for food delivery services, the demographic distribution and relevant market indicators will be organised and summarised using descriptive analysis. This will give you a clear picture of the need and the nature of the target market (FSA, 2025a). This will be achieved through a comparative analysis of the suitability of Leicester, Southall, Birmingham and Wembley based on a comparison of demographic concentration, market opportunities, delivery considerations and competitive conditions. This will help in determining the best possible site for the proposed cloud kitchen.
Qualitative academic literature, government and industry publications/reports will be used in the thematic analysis. The sources will be analysed and summarised by themes like consumer preferences, food authenticity, delivery expectations, location strategy, operational efficiency, multi-brand models and digital technology. Similarities and differences between the sources will then be determined and synthesized (FSA, 2025b). This approach is suitable as all the information used in the research is based on secondary information and the research is aimed at formulating an understanding of the customer's demand, location suitability and the feasibility of the business model.
[bookmark: _Toc238561265][bookmark: _Toc239967187]4.5 Application and integration of frameworks
The concepts and frameworks presented in Chapter 3 will be utilized to link the customer demand, location strategy, operational efficiency, and digital technology to the proposed cloud kitchen. Consumer behaviour evidence will be analysed to assess food quality, authenticity, food affordability, and convenience and delivery speed preferences (FSA, 2025c). Demographic and market data will be used to analyse the location strategy, looking at Leicester, Southall, Birmingham and Wembley, and taking into account delivery efficiency, competition and accessibility. The multi-brand cloud kitchen system will evaluate common resources, personnel, equipment, menu adaptability, and business coordination. Digital technology evidence will include online ordering, kitchen management, inventory systems, data analytics and location intelligence. They will be combined and not treated as distinct and they will be aligned with customer needs in determining where and how to operate, and they will help ensure efficiency and scalability through technology (FSA, 2025d). The integrated approach will result in a more substantial piece of evidence to examine feasibility of the proposed business model.
[bookmark: _Toc238561266][bookmark: _Toc239967188]4.6 Reliability, validity, limitations and ethics
Research will be based on peer-reviewed academic studies, government documents, data from the ONS Census, recognised industry reports and credible sources in the market, which will help to strengthen the reliability and validity of the research. The relevance, publication date, authority and consistency of sources will be checked before they are included (FSA, 2025e). Triangulation will be performed through comparing evidence of various academic, government and industry sources, and consistency checks will be used for identifying conflicting findings, duplicated information, or significant differences in the information reported on market evidence.
Secondary data may not be complete, timely, or gathered for the purpose of this study, however. Comparisons may be affected by differences in geographical coverage, definitions and reporting methods and may require assumptions to be made when interpreting evidence from the market and the demographics. Systematic thematic analysis, critical analysis of several sources and the guidance by the supervisor will diminish researcher bias.
Ethically there are no participants or personal data involved in the study. Appropriate use of copyrighted and licensed material will be followed; appropriate citation and referencing used. Data will be kept on a password protected device and approved cloud system and access will be limited as appropriate (FSA, 2025f). The research will follow the UWTSD Research Ethics and Integrity Code, Academic Integrity Policy, Research Data Management Policy, UK GDPR and Data Protection Act 2018.


[bookmark: _Toc238561267][bookmark: _Toc239967189]Chapter 5: Market Opportunity Analysis
[bookmark: _Toc238561268][bookmark: _Toc239967190]5.1 Scope and market definition
This chapter specifically examines the food delivery market in the UK, particularly the community based multi-brand cloud kitchen, offering real Indian food with virtual brands and delivering it via community. Indian consumers and communities in the UK with a strong focus on high-density localities such as Leicester, Southall, Birmingham and Wembley are the target audience. Hence, the geographical scope is the UK and the four locations are the key comparison basis. The main channel to distribution is online food delivery via the existing digital platforms including Deliveroo, Uber Eats and Just Eat (FSA, 2025g). Evidence will be analysed up to the end of the project period of 16 weeks with reference to relevant and recent secondary data and existing market information. This chapter aims to evaluate the size of the market, customer demand, consumer behaviour, location opportunities, and the growth potential of the business, to assess its attractiveness for a proposed business.
[bookmark: _Toc238561269][bookmark: _Toc239967191]5.2 Market size and growth
Proposed community-based multi-brand cloud kitchen is a gigantic and expanding market in the UK food delivery sector. The market is estimated to be around £14.3 billion in 2025 and is forecast to grow by 3.1% year on year. This is nearly 87% higher than in 2019, reflecting the continued growth in delivery-led food consumption over time. According to a separate forecast, the UK foodservice delivery market will be worth £13.87 billion in 2024 and is expected to reach £15.8 billion by 2028 (FSA, 2025h). The numbers are an indication of ongoing demand, but there are variations as different market reports employ different definitions, data and methods.
If the definition of online food delivery is extended to include all online and mobile food delivery platforms, Grand View Research projects that revenue will reach US$37.51 billion by 2030, representing a CAGR of 7.9% annually from 2025 to 2030 in the UK market (FSA, 2025i). The disparity from the £14.3bn estimate is not necessarily at odds as the former estimates a wider online delivery market, whereas the latter is estimating foodservice delivery.
The £14.3bn estimate for 2025 is adopted as the key size indicator for this proposal, being the most suitable for the proposed restaurant delivery model. Predictions are based on the assumption that the market will continue to grow slowly, bolstered by online ordering, the use of smartphones and convenience demand, along with the use of delivery platforms. But future growth may be held back by inflation, household budgets, and platform fees and competition (FSA, 2025j). As such, the market figures should be assumed as indicative opportunity estimates and not expected revenues for the proposed business.
[bookmark: _Toc238561270][bookmark: _Toc239967192]5.3 Segmentation and target customer
The proposed business will be broken down into UK food delivery market segments based on geographic, demographic, behavioural and psychographic characteristics. The area of priority is geographically in Leicester, Southall, Birmingham and Wembley where the proposal has identified a significant concentration of the UK Indian community (FSA, 2026a). Demographically, this core consists of Indian consumers living in these high density groups, and the broader market of consumers who want to find Indian food that's actually Indian. Otherwise, the desired target customers are those who use the internet to order food regularly, appreciate convenience, speed of delivery, and quality of food, freshness and service reliability. In terms of the customer, they will appreciate authenticity, Indian regional preferences, affordability and diversity over just the standardised Indian menus (GOV.UK, 2025a).
So it is Indian consumers in Leicester, Southall, Birmingham and Wembley who do buy food regularly via digital methods and it is these consumers that are the priority segment. The proposal does not specify the number of residents in the UK Indian community by city, but cites an over-1.8 million potential customer base (GOV.UK, 2025b). The segment is justified due to the available evidence which indicates customers will make purchase decisions for a variety of factors including food quality, authenticity, and price, ease of shopping and delivery speed. Multiple virtual brands supplying Indian specialties can also be a possibility due to regional preferences.
Primary expectations of the target customer are digital ordering, repeat buying and responding to reviews, promotions and loyalty programs. This will enable business to offer regional diversification from a single kitchen, while highlighting the service on the basis of convivial, authentic and credible delivery (GOV.UK, 2025c).
[bookmark: _Toc238561271][bookmark: _Toc239967193]5.4 Pain points, unmet needs and demand
The primary customers' pain points listed in the proposal are longer lead times, variable food quality, lack of menu diversity and shortage of authentic regional Indian cuisine. Leicester, Southall, Birmingham and Wembley residents in India face these issues in particular. The scheme seeks to minimise distance from delivery, better food freshness and better service through a proposed community based location strategy (GOV.UK, 2025d).
Clients are likely to buy based on food quality, authenticity, affordability, and convenience and delivery time. Digital reviews will be another factor that customers are likely to take into account when purchasing, including when deciding between competing delivery options, as will be promotional offers or loyalty programmes (GOV.UK, 2026a). The regional diversity in the Indian community presents an unmet demand for differentiated menus which offer authentic cuisines and not one standardised Indian food offering. This need is being tackled through the proposed multi-brand model, which sees a number of virtual restaurant brands with their own distinct regional Indian cuisine cook from the same kitchen.
The available proposal does not include quantitative evidence of customer switching rates, price elasticity and/or trading down behaviour or seasonal demand. These factors thus cannot be considered as proven outcomes. But the price tag is evident as a crucial buying factor, meaning that shoppers might weigh the cost of food, delivery rates and promotions before placing an order (GOV.UK, 2026b). When customers are dissatisfied with the quality of their food, the delivery of their order, choice of food or value for money, they can go to another competitor.
There are a number of factors that might affect demand and business outcomes, such as the level of competition, reliance on third party delivery platforms, the cost of suitable premises, the complexity of operation and ensuring business quality across a range of brands. Having various menus, ingredients and orders may lead to extra quality control and scheduling issues and management of inventory. All in all, the greatest possibility lies with a combination of authenticity, variety, affordability, convenience, quality and reliable delivery. However, additional market analysis will be necessary to confirm price sensitivity, switching attitudes and seasonality (HMRC, 2026).
[bookmark: _Toc238561272][bookmark: _Toc239967194]5.5 Economic and geographic conditions
The proposed cloud kitchen is affected by economic and geographic conditions, which affect the affordability of the customer, the demand for the product, operating costs, accessibility and market reach. Other economic factors, including inflation, increased commercial rents and labour costs, can impact consumers' disposable income and also drive up costs for those food delivery businesses. The proposal highlights increased commercial property and labour expenses as a key driver for businesses to consider scalable delivery-only models that have lower fixed operating costs (HCL, 2025). Affordability is also a key purchasing consideration for customers, and increased financial stress may lead to increased price, promotion and delivery charge shopping.
The proposed business is geographically targeted at Leicester, Southall, Birmingham and Wembley where the proposal has highlighted the significant Indian community within the UK in these areas. Kitchens which are located in proximity to these communities can help to minimize delivery distances, enhance delivery times, help to maintain food freshness and improve service reliability (HCL, 2026). But simply looking at the population concentration does not necessarily give the final location. Accessibility, delivery demand and operational capacity are also factors to consider in the competition, property costs.
More sophisticated market conditions, such as the growing reliance on smartphones, digital ordering, location intelligence, GPS tracking and data analytics, can help open up more markets and enable more efficient delivery operations. Meanwhile, third-party sites can lead to business dependence. In general, the best chance for success will be in markets where the concentration of customers is high enough, the potential customer base is large enough, the premises are affordable, and efficient delivery coverage is available (JET, 2026a).
[bookmark: _Toc238561273][bookmark: _Toc239967195]5.6 Research findings and synthesis
The research results suggest a potential yet contingent scenario for establishing a multi-brand community kitchen in the UK via the cloud kitchen model. No primary research was conducted, so the opportunity assessment is done solely from secondary sources from academic literature, government publications, demographic data, industry reports and food delivery sources. This is a general market overview, but it doesn't give direct information on customer intent (JET, 2026b).
The evidence suggests that the UK food delivery market is supportive of delivery-only business models and that the Indian community is concentrated in Leicester, Southall, Birmingham and Wembley, offering opportunities for geographically-targeted services. Consumer evidence focuses on food quality and authenticity, affordability, convenience and delivery speed as important factors to purchase. Moreover, the literature indicates that multi-brand cloud kitchens can increase the efficiency of kitchen resources by sharing kitchen facilities, staff and equipment; and enable each business to provide differentiated regional cuisine. But for these benefits to be realised, an effective inventory management system, kitchen scheduling, technology and a consistent quality control must be implemented.
The opportunity looks like it has a good commercial value but needs to be further validated. The idea of select items in the community, authentic regional food, and to digital (or shared) operations looks like it might offer a good value proposition. However, the evidence presented does not necessarily confirm customer willingness to pay, switching behavior, seasonal demand or actual local order volume (JET, 2026c). Hence, a detailed competitive, operational and financial feasibility study should be done prior to implementation.
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[bookmark: _Toc238561275][bookmark: _Toc239967197]6.1 Scope, frameworks and competitive set
This chapter looks at the UK food delivery and cloud kitchen sector, and specifically at those that the proposed business wishes to target, namely Leicester, Southall, Birmingham and Wembley in the Greater Birmingham area. The competitive analysis takes into account companies that are competing with customers looking for easy-to-order, authentic Indian cuisine online. The core frameworks will evaluate the competitive landscape, market positioning, customers' needs and industry attractiveness to generate opportunities and threats to the proposed model. The direct competitors are existing Indian restaurants, delivery-only Indian brands and Multi-brand Cloud kitchens that serve similar kinds of food on digital platforms. Indirect competitors are restaurants that serve other foods that are being spent on the same food delivery system. For example, home cooking, takeaway collections and dine-in restaurants can meet similar meal needs and are a form of substitute. Competitors will be analysed based on menu variety, authenticity, and price, convenience of delivery and service quality and position in the customer.
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Based on the research several key success factors come to light which are directly related to the customer expectations and the economics of the proposed cloud kitchen. Fresh meals, authentic regional Indian cuisine, consistent quality is important to food quality and authenticity as customers value fresh meals. They can be captured in customer ratings, complaints, review scores, repeat orders or feedback on the food-quality.
The faster and more reliable the delivery speed and reliability of the product, the more likely the proposed model is to succeed in finding kitchens in target communities. Average delivery time, late-order rates, delivery distances and customer satisfaction scores are thus some of the indicators used to measure performance (LPC, 2026). Other factors that are not limited to the population concentration should also be taken into account in effective location selection, which include competition, accessibility and operating capacity.
Competitive pricing and affordability is key, as it can affect purchasing decisions and customers might be able to compare food prices, delivery charges and promotions. Measured by average order value, competitor price comparison, promotional response and repeat-purchase rates. Another critical factor is operational efficiency which is important because sharing kitchen facilities, staff and equipment should minimise duplication and maximise use of resources. These are Orders per Kitchen, Staff Productivity, Food Waste, Resource Use and Operating Costs.
Lastly, customer satisfaction, diversity of menus and digital accessibility will help to retain customers and drive business growth. Repeat orders, platform ratings, number of virtual brands on the platform, number of digital orders can be tracked to measure if the business is going to achieve the desired competitive position (LI, 2025a).
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	Competitor
	Type & Target Market
	Market/Positioning
	Key Strengths
	Key Weaknesses / Gaps
	Value–Price Position

	Deliveroo restaurant partners
	Direct; customers ordering Indian and other cuisines online
	Broad digital food-delivery platform with extensive restaurant choice
	Strong platform reach, convenience, established ordering system and delivery infrastructure
	Customers choose from many competing restaurants; delivery distance, food consistency and authenticity depend on individual restaurants
	Medium to premium

	Just Eat restaurant partners
	Direct; local takeaway and delivery customers
	Broad online marketplace connecting customers with restaurants and takeaways
	Wide restaurant coverage, established digital ordering and local accessibility
	Similar dependence on individual restaurant locations and operating quality; limited differentiation for regional Indian cuisine
	Low to medium / premium

	Uber Eats restaurant partners
	Direct; digitally active food-delivery customers
	Technology-led delivery platform offering restaurants and virtual brands
	Strong digital accessibility, delivery network, convenience and broad choice
	High platform competition and dependence on third-party delivery infrastructure
	Medium to premium

	Traditional Indian restaurants and takeaways
	Direct; customers seeking Indian food
	Local Indian cuisine through dine-in, collection and delivery
	Established reputation, local relationships and potentially strong cuisine authenticity
	Higher physical-premises costs; may have limited regional variety and less flexible delivery coverage (LI, 2025b)
	Medium to premium

	Other cuisine delivery businesses
	Indirect; customers choosing alternative cuisines
	Compete for the same online meal expenditure
	Wide cuisine variety, promotions and established customer demand
	Do not specifically target the unmet need for regional Indian authenticity identified in the proposal
	Low to premium

	Home cooking, dine-in and collection
	Substitute; customers seeking alternatives to delivery
	Alternative ways of obtaining or consuming meals
	Potentially lower cost, greater control over food or different dining experience
	Less convenient than doorstep delivery and may involve preparation or travel time
	Low to medium

	Community Kitchen UK
	Proposed direct competitor; Indian consumers in Leicester, Southall, Birmingham and Wembley
	Community-based, multi-brand cloud kitchen offering regional Indian cuisine
	Shared resources, multiple virtual brands, location-focused strategy, potential delivery efficiency and differentiated regional menus
	New business without established reputation; demand, location suitability, financial viability and platform dependence require validation
	Affordable to medium, with differentiated value





[bookmark: _Toc238561278][bookmark: _Toc239967200]6.4 Porter’s Five Forces
	Force
	Strength
	Analysis and implication

	1. Competitive rivalry
	High
	Fiercely competitive as there are a number of established platforms in the UK food-delivery market such as Uber Eats, Deliveroo and Just Eat, as well as numerous restaurants and takeaways. The market was estimated to be worth £14.3bn in 2025, rising by 3.1%, and delivery was estimated to have contributed about 10.9% to eating-out turnover (LI, 2026). There was a very competitive landscape for hospitality businesses in the UK; with approximately 176,685 businesses in 2025. So Community Kitchen UK should be unique in providing genuine Indian cuisine, local, on time and multi brand choice, not only in terms of price.

	2. Threat of new entrants
	Moderate–High
	It might be easier to begin a delivery-only restaurant than a dine-in restaurant, as the cloud kitchen doesn't need a customer service area. There is also an existing delivery infrastructure on digital platforms. But there is still a need for entrants to have appropriate facilities, food safety requirements, equipment, employees, working capital, and customer development (ONS, 2025a). Nearly 100% of the sector's small-business and order volume skews suggests that smaller operators can play a role, but there are challenges in developing brand recognition and order volumes.

	3. Bargaining power of suppliers
	Moderate
	Suppliers moderate power since they need ingredients, packaging, kitchen equipment, technology and labour for the proposed business. Price fluctuations in food can have a direct impact on food margins; prices for food and non-alcoholic beverages rose 2.2% in the 12 months leading up to May 2026 (ONS, 2025b). Community Kitchen UK can mitigate supplier reliance by using more than one supplier, in bulk and standardising inventory management across its virtual brands.

	4. Bargaining power of buyers
	High
	Customers can easily switch from restaurants to delivery services, and easily compare prices, reviews, delivery time and food quality on different platforms. The UK population uses delivery services approximately 10.6% of the time in an average week, mainly focused in people from urban areas and those aged 25–34. Bad service can thus lead to instant churn. Pricing, ratings, delivery and regional menus need to be competitive, high, and reliable (ONS, 2025c).

	5. Threat of substitutes
	High
	Home cooked meals, supermarket ready meals, takeaway collections, alternative cuisines or dine-in restaurants are all acceptable options. As such, customers are able to meet the same meal requirement without employing the proposed delivery service (ONS, 2026a). Convenience, authenticity, variety and reliable doorstep delivery should be emphasised to minimise substitution in the business.
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[bookmark: _Toc239967201]6.5 PESTLE and external change
Political: Food businesses in the UK are regulated and subject to the rules of food safety, hygiene and allergen management. Food businesses must also ensure that they provide allergen information; food businesses and new food businesses must register with the relevant local authority (ONS, 2026b). Compliance is a key priority for Community Kitchen UK, given that a lack of compliance would prevent trading and impact on reputation. So the regulatory burden is not only a limitation but also it is a factor of customer trust.
Economic: The economy directly influences purchase power and profitability. The UK food price index rose 38.6% during the period from November 2020 to November 2025, despite the slowdown in food and non-alcoholic beverage price inflation to 1.7% in June 2026. Additionally, the National Living Wage will rise to £12.71 per hour from April 2026, putting additional strain on kitchen costs. This is a very powerful, ongoing factor that may lead to price sensitivity and margin erosion (ONS, 2026c).
Social: The market is well suited with a large Indian community and a well-established demand for Indian food in the target market. In 2021, the largest number of people born in India was in England and Wales, at 920,000. This helps to highlight the need of this proposal for Indian communities, primarily Leicester, Southall, Birmingham and Wembley (ONS, 2026d). The impact is high and moderately reliable, though there may be some variations in terms of authenticity and regional diversity and value across communities.
Technological: Demand forecasting, order coordination and delivery efficiency can be boosted through digital ordering, delivery platforms, GPS, location intelligence, kitchen-management systems and data analytics. According to the UK food-delivery market was expected to grow to £14.3 billion by 2025, showing that the market has a huge digital delivery system (Uber, 2025). Technology is thus a high opportunity trend, but it has its share of third-party uncertainty with regard to fees and customer ownership.
Legal: The food-safety and allergen requirements that food businesses have to comply with include information regarding 14 regulated allergens. This adds a level of high-risk ‘must comply' regulation. The following procedures, training of staff and accurate menu information will therefore be of the essence (Uber, 2026a).
Environmental: The kitchen philosophy of a delivery kitchen may minimise the need for a premises kitchen but packaging use, food waste, energy usage and delivery emissions are relevant. Environmental expectations are likely to increase over the medium term, creating moderate uncertainty. The business can respond by having efficient routing, waste reduction and appropriate packaging.
[bookmark: _Toc238561280][bookmark: _Toc239967202]6.6 Industry attractiveness, gaps and synthesis
While the industry looks moderately to highly attractive, this opportunity is likely to face strong competition and cost pressures. According to the UK food-delivery market, the total size of the market is estimated at £14.3 billion in 2025, growing at a rate of 3.1% in this period, and another market estimate estimates the total value of the UK online food delivery at US$23.18 billion in 2024, and US$37.51 billion by 2030, thus growing at a rate of 7.9% per year. It is worth noting that the various estimates do not necessarily contradict in terms of the demand trend, but rather, in terms of market definition (Uber, 2026b). 
The cloud-kitchen segment is another growth opportunity as well: the revenue of the cloud-kitchen segment in the UK is expected to reach US$2.43 billion by 2025 and is anticipated to grow at a CAGR of 11.6% during the forecast period 2026–2033. However, it is seen that the competition is strong. Essential platforms like Uber Eats, Just Eat and Deliveroo saw 27.2%, 25.2% and 16.2% of delivery occasions respectively in 2024, showcasing their dominance.
This is not just an empty claim that “cloud kitchens are on the rise” since this is what the food service industry is doing today. The true missing link offered by this idea is not simply that “cloud kitchens are expanding.” This is what the food service industry is doing now. Available data indicates that currently, dark kitchens account for around 15% of all online food retailers on the biggest food delivery platforms in England. The second narrower gap is the weak evidence-based combination of community-based location selection and regional Indian food and a multi-brand cloud-kitchen system. This is consistent with the identified gap in research within the proposal (VOA, 2025).
In general, the concept could work but must be established at the location level in terms of demand, competitive differentiation, delivery economics and customer willingness to pay, not just because of overall market growth.
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