[bookmark: _lmtfeschxr52]
[bookmark: _2je8gwi9udo0]
[bookmark: _h6x5kv7pauoi]






Programme of study: BA (Hons) Business Management
[bookmark: _imhmajbnu6id] Module name and code: LCBB5013, Entrepreneurship
[bookmark: _5jz23rv00s6o] Assignment title: Portfolio - 6 elements
[bookmark: _qn7r8wk7obbx]
[bookmark: _b1htve3lflfz]TASK 1: Business Plan Development
[bookmark: _ysbvjbi34dwc]
[bookmark: _kcusdxcrmd62]Student name: Anamaria Alondra Iladie
[bookmark: _ebw5qcngucbg]Student ID number: 2532554  
[bookmark: _13g7m0hfsc8r] Lecturer’s name: Balendran Kandasamy


Table of Contents
Task 1: Business Plan Development	3
Introduction	3
Element 1: Business Idea, Products/Services, Objectives & USP	4
Element 2: Business Environment & Competitor Analysis	7
Element 3: 4Ps, Market Segmentation & Marketing Strategies	10
Element 4: Financial Planning	15
Conclusion	19
Reference list	20


[bookmark: _anjkf5b5zepg]
[bookmark: _11ln1j3n3ngz]
[bookmark: _q79wgwk16d1]

[bookmark: _kwee8xaki0tx][bookmark: _Toc236151940]Task 1: Business Plan Development
[bookmark: _Toc236151941]Introduction 
Business development concerns the strategic process of creating long-term value through effective management of consumer needs, market trends and administering of relationships. According to Wanjari (2024), entrepreneurial ventures envisage to address existing market or consumer challenges to capitalise on opportunities through effective integration of business development practices. The current report aims to articulate a detailed business plan for “Home Green Solutions,” a sustainable home refurbishing business based in Birmingham, UK. The study discusses the merits of the business idea; its target customers using market segmentation approach, marketing strategies, competitor analysis, and financial feasibility to establish the viability of the proposed business venture idea.    


[bookmark: _Toc236151942]Element 1: Business Idea, Products/Services, Objectives & USP
Overview of business idea 
“Home Green Solutions,” will be based in Birmingham, UK and operate as a sole proprietorship business owned privately. The company’s mission is to fast-track UK’s commitment towards net zero emissions through active participation of communities and use of technologies. The business envisages popularising sustainable living and energy consumption by providing sustainable compliance and smart energy solutions to homeowners across UK. “Home Green Solutions,” will provide IoT-based energy audits of independent homes across UK, and based on it provide insulation advice and smart energy solutions to reduce individual energy consumptions and support sustainable living.
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Figure 1: Business Logo 
Overview of main products/Services 
“Home Green Solutions,” will provide IoT-based energy audit services to its customers enabling them to ascertain their net average energy consumption annually and monthly. In line with the data accumulated through the energy audit, the company will provide insulation and smart energy solutions for the homeowners. This includes retrofitting automated light sensors, installation of solar grid, insulation services, installation of smart thermostats, and a centralised home-energy management system. This enables them to reduce their overall energy consumption and carbon emissions, thereby actively contributing towards net-zero goals of UK, while also attaining monetary savings through reduced energy bills.  


Company’s objectives 
Short-term 
	Objectives 
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Time bound 

	To achieve first fifty  sales within a span of four months using efficient marketing and sales strategies 
	Achieve first fifty sales within four months 
	Tracking sales trends and volume per month 
	Deployment of efficient marketing and sales strategies 
	Essential for generating adequate  cash flow to cover business expenses 
	Four Months 

	To increase brand awareness of the company in UK through use of social media marketing channels in six months 
	Increase brand awareness and recognition across UK 
	Increase in brand visibility, website visits and volume of inquiry from prospective customers  
	Deployment of social media marketing, offline brand campaigns 
	Essential to enhance market outreach and drive business sales growth 
	Six months 





Long-term 
	Objectives 
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Time bound 

	To achieve 15% year-on-year growth in revenue from second year of operations 
	Revenue growth by 15% annually from second year 
	Tracking business revenue growth monthly and annually 
	Focus on brand outreach, building on customer experience and enhancing accessibility of services across UK
	Essential to increase market valuation of the firm
	Two years 

	To increase market share in UK smart energy market to 5% by the end of five years 
	Increase in market share to 5% 
	Improved performance against industry and competitor benchmarks 
	Emphasis on growth in market share through promoting user experiences to strengthen brand advocacy  
	Essential to enhance competitive position of the firm and boost its revenue propositions 
	Five years 





Company’s Unique Selling Point (USP)
“Home Green Solutions,” unique selling point reflects in its end-to-end sustainable service offerings and focus on individual homeowners. As mentioned by Burns (2022), USP entails the business with market differentiation, clarity in terms of customer value and supports competitive advantage. As per estimates UK low or 1-bedroom houses consume around 1800 kWh of electricity annually on an average. The average annual consumption for a medium 3-bedroom house is 2,700 kWh, and a high or five-bedroom house is 4,100 kWh annually (British Gas, 2024). The company would perform individual audits of homes and provide energy saving solutions that tailor to their interests and needs. The company’s unique approach of relying on informed practice of energy audits to guide tailored solutions development enables individual homeowners to avail the services at an affordable rate, while attaining sustainable compliance and energy savings. The business envisages addressing the access of the smart energy solutions across UK households and developing a community-wide effort to foster sustainable alignment with national goals of net zero emissions by 2050. The company does not merely function as an energy consultancy business that performs audits and provides advice to curb energy consumption challenges. It takes a holistic approach of mapping energy needs of the individual homeowners, identifying avenues through which energy consumption can be curtailed through smart technology-based solutions. This includes replacing energy intensive home appliances with better sustainable rating appliances along with providing insulation support that caters to sustenance of optimal room temperatures through natural ventilation. 
[bookmark: _Toc236151943]Element 2: Business Environment & Competitor Analysis
SWOT analysis
Strengths 
· The strengths of “Home Green Solutions,” reflect in its efficiency in providing end-to-end sustainable energy solutions.
· The company’s ability to offer smart technology-based solutions provides it with an edge in responding to consumer needs.
· Its individual and tailored solutions can enable the company to improve customer satisfaction rates. 


Weaknesses 
· The company lacks adequate financial resources to cater to the large UK urban households market. 
· The business lacks adequate experience in the energy market and balancing the operational expenses against profit metrics can be challenging for the firm.
· The primary focus on urban households, limits the company’s market outreach and revenue capabilities.
Opportunities 
· “Home Green Solutions,” can consider integration of AI to enhance the robustness and personalisation of its energy solutions services.
· The business can consider expanding its services to mid-urban and rural households for enhanced revenue propositions and market share growth.
· The company can publish sustainable compliance certificates to individual homes based on the energy solutions they have adopted to improve consumer engagement and achieve transparency.   
Threats 
· The products of the firm can face market resistance as UK households are facing a cost of living crisis, which can defer their intent of adopting sustainable energy solutions.
· High-competition in the smart and sustainable energy solutions market, where large firms like Octopus Energy Services hold resource advantage, presents a challenge for the firm. 
· UK households have limited awareness about government grants towards integration of sustainable energy solutions for households, which limits the firm’s market outreach and consumer awareness. 
Competitor analysis 
A competitor analysis relates to the practice of identifying business rivals, their strengths, and weaknesses along with their pricing and marketing strategies to identify gaps in the market. The competitor analysis of “Home Green Solutions,” accounts for these merits in its purview to ascertain the business’s position in the market and reflect its unique strategic positioning that differentiates it from its competitors. 


Direct competitors 
Smart Energy Solutions and Octopus Energy Services are direct competitors of “Home Green Solutions,” as they provide similar sustainable energy services to UK households. Octopus Energy Services provides green tech installations and home decarbonisation products such as heat pumps, electric vehicle chargers and smart meters (Octopus Energy, 2024). The company’s focus is on providing sustainable energy technology those appeals to the mass market and relies on the use of an agile pricing approach to maintain transparency in its business practices. On the other hand, Smart Energy Solutions focus is on providing solar rooftop installations, maintenance, and monitoring services to ensure sustainable transition of UK households (Colman, 2024). The company’s pricing approach reflects adherence to competitive pricing to ensure consumer affordability and financial viability of its operations. “Home Green Solutions,” differentiates its service offerings from its direct competitors by offering tailored solutions to meet individual household needs. As discussed above, the UK household’s energy consumption reflects variance in terms of the house size and individual needs, energy solutions that cater to the mass market might not prove effective. Moreover, the company’s focus on delivering simulation support, alternative energy solutions and other services based on energy audits, entrusts it with an end-to-end energy solutions provider, which differentiates it from its direct competitors. 


Indirect competitors 
The indirect competitors of “Home Green Solutions,” are EON Next and EDF Energy that is prominent energy services providers across UK. EON Next supplies electricity and gas services to UK households and has significant market share in the industry, along with a strong brand reputation, which puts it at an advantage. Similarly, EDF Energy is developing clean energy solutions that envisage replacing carbon emissions at the source through nuclear and solar energy services (EDF, 2024). The focus of EDF energy is different as compared to “Home Green Solutions,” as the latter company aims to cultivate sustainable awareness and provide tailored solutions, while the former builds on a capital-intensive approach to reduce carbon emissions at source. Indirect competitors shift consumer spending, cap pricing power and erode market share affecting the competitive position of a business (Kotabe and Helsen, 2022). On the other hand, EON Next market share and strong consumer relations provides the business with an advantage over “Home Green Solutions,” in terms of market outreach, however low-switching costs can enable the firm to strengthen its competitive position. 
[bookmark: _Toc236151944]Element 3: 4Ps, Market Segmentation & Marketing Strategies
Company’s market segmentation and target customers
The market segmentation of “Home Green Solutions,” is to illustrate the target customers that the company envisages to deliver its products and services. As stated by John, Shobayo, and Ogunleye, (2023, p. 810), customer segmentation is crucial in marketing as it helps businesses to understand and meet consumer demands by fragmentation of the intended market into groups according to the shared traits reflected by them. Segmentation of “Home Green Solutions,” follows along the lines of demographic, psychographic, and geographic variables. It enables the firm to identify its target audience based on the attributes of age, income, family size, household energy consumption, urban regions, and sustainability awareness. The market segmentation practice enables the company to narrow down its market niche and develop communication strategies that respond to the identified target audience group. 


Target Market 
	Demographic 

	Age 
	26-55 year olds 

	Income 
	Low to Middle income groups 

	Family size 
	1- 5 people 

	Average annual household energy consumption
	1600 kWh to 2500 kWh

	Geographic 

	Region 
	Urban UK households 

	Psychographic 

	Sustainability Awareness 
	Moderate to High 

	Lifestyle 
	Budget conscious consumers, seeking avenues to reduce monthly expenditures 


The target audience of “Home Green Solutions,” will be households that are budget conscious and reflect sustainability awareness in their beliefs. The concerned consumer groups belong to urban households and have an average annual household energy consumption in the range between 1600 kWh to 2500 kWh. The business will offer them affordable energy solutions to ensure that they can contribute towards UK’s national commitment of achieving zero carbon emissions. 
Positioning  
The company’s positioning reflects a focus on low pricing to ensure affordability, while maintaining high quality of its products and services. The business adheres to an Economy pricing approach in its premise to maintain affordability and accessibility of its products and services to its target consumer base. 
[image: ]
Figure 2: Positioning Map
4Ps of Marketing
Product 
“Home Green Solutions,” would offer a wide range of energy solutions products to its target customers including IoT-based energy audits, energy saving thermostats, centralised home energy management system and insulation support. The products are tailored to respond to its target consumer needs of end-to-end energy solutions. The energy audits and insulation support are a part of the suite of products that the company offers to its target audience in the urban households of UK. The products offered by the company are to have strong sustainable accreditations and reflect high-ratings in terms of energy consumption to highlight their quality and support towards meeting the consumer needs. The home management systems will support mobile interfaces for enhancing user experience and navigation for catering to monitoring needs. 


Price 
The pricing approach of “Home Green Solutions,” reflects resemblance to the economy pricing strategy in its premise. As stated by Misztal (2025, p. 154), economy pricing strategy enables businesses to reduce expenses and provide goods or services at affordable prices. The approach enables the company to reflect affordability in its pricing strategy, which is essential to cater to the interests and needs of its target audience. The budget conscious consumer base, that are seeking avenues to reduce their monthly expenditure and carbon footprint can avail the products easily as the low-prices align with their purchase traits. 
Promotion 
The promotional approach of “Home Green Solutions,” will reflect adherence to online mediums of marketing using social media channels such as Facebook and Instagram. Email and promotional campaigns on social media will inform the company’s digital marketing strategy. UK has approximately 55.5 million active social media users, with Facebook and Instagram as popular social media services (Slotta, 2026). The use of influencer marketing and personalised communications entrusts the business with the ability to connect with the target audience and present them with affordable energy solutions to encourage their participation towards broader net-zero carbon-emission goals. Email marketing campaigns enable the company to build relationships with customers and reflect personalisation in its approach to drive sales and revenue growth. 
Place 
“Home Green Solutions,” will operate from Birmingham, UK and reflect the application of exclusive distribution strategy within its premises. The consumers need to reach out to the company through website, physical inquiry, and social media channels to avail its products and services. It enables the business to reflect a direct-to-consumer approach of operations within its purview, mitigating the risks of quality or price variance due to involvement of intermediaries. 


Critical evaluation of the company’ online marketing strategies, explaining how these attract and retain customers
Online marketing strategies enable businesses to deploy a range of digital and measurable tactics to connect and engage with consumers and contribute towards business sales growth. “Home Green Solutions,” will use social media and email marketing strategies to enhance brand awareness and connect with its target audience base. As asserted by Chan (2022, p. 85), social media marketing promotes efficient exchange of information between businesses and customers, accompanied by a sense of responsibility that fosters consumer trust and helps build brand loyalty. The company’s use of influencer marketing enables the business to engage with its target audience, contribute towards sustainable awareness, and advocate for building long-term relationships. Similarly, email marketing supports business in reflecting personalisation in its foray to reflect the manner in which its products address consumer concerns (Ijomah et al., 2024, p. 09). It enables the business to depict affordability as an attribute of its USP to drive its sales growth. The marketing campaigns and influencer collaborations enable the firm to engage, convert, and foster consumer trust that drives its business success. 


[bookmark: _Toc236151945]Element 4: Financial Planning
Projected financial figures
[image: ]
Figure 3: Breakdown of start-up costs 
The above figure lists the key avenues of start-up cost, which would be incurred by the business. The total start-up costs amount to £21,000 where key expense categories are technology and hardware sourcing, software installation, office accessories and equipment purchases. 
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Figure 4: Fixed costs per month of the business 
The fixed costs refer to the constant expenses that the business is to incur periodically as a part of its operations and functionality. It is estimated that the company is to incur a monthly fixed cost of £5,000 against the attributes of rent, wages and salaries, interest, legal and audit compliance. 


[image: ]
Figure 5: Financial forecasts of the company 
The financial forecasts of the company reflect the total expenses incurred by it per month by accounting for fixed and variable costs, which includes marketing and logistics expenses. In line with the forecasts, the business expects to achieve a net positive cash flow at the end of six months of its operations by building upon its continued growth in sales volume. 
Break-even analysis
Investment needed = Total Start-up cost + (Operations cost - Revenue up to the break-even point)
Investment needed = £21,000 + (£43,800- £22,900) = £41,900
The break-even analysis of the firm requires mapping its revenue trends against the total operational expenses and start-up costs. As stated by Candio and Frew (2023, p. 4), break-even analysis relates to the point where the revenue earned and expenditure incurred are equal reflecting a scenario of no profit or loss. As per the financial forecasts, the company would achieve its break-even target by the end of the five months of its operations, which affirms its viability and financial feasibility of operations. 


Proposed funding source(s) for the business idea and justification for selection 
The “Home Green Solutions,” will reflect application of debt-funding and self-infused funds to meet its financing requirements. The debt-financing mechanism involves borrowing an amount of money with finance that is paid back with interest over an agreed period (British Business Bank, 2024). The concerned funding strategy enables the business to access funds for its start-up and operations at low interest rates from the British business bank that offers start-up firms with low-interest bank loans. The approach carries lower risk, and enforces strict compliance, which can help the business to build credibility and trust among its stakeholders including consumers and suppliers. 
Relevant risks or limitations
The risk matrix below depicts the potential uncertainties that “Home Green Solutions,” can face in its operations and the strategic interventions it should adopt to address the challenges. 
	Risks 
	Occurrence probability 
(1=Low; 5=High)
	Impact severity 
(1=Low; 5=High)
	P*I 
	Mitigation strategy 

	Financial risks 
	3
	5
	15
	Optimise resource allocations, streamline operations to reduce operational costs  

	Technological risks 
	2
	4
	8
	Ensure system integration, create back up using cloud services and support consumer data integrity 

	Operational risks 
	2
	3
	6
	Continuous monitoring and providing employee with opportunities for continual learning 

	Market risks 
	2
	3
	6
	Forecast planning and undertaking demand based operational planning. 





[bookmark: _Toc236151946]Conclusion
“Home Green Solutions,” will provide smart energy solutions through its suite of products to low and middle income group households across UK. The company will deploy social media and email marketing strategies in its purview to communicate and engage with its target audience. The focus will be on influencer collaborations and personalised marketing to acquire and retain customers that contribute towards its long-term sustenance. The financial forecasts reflect the viability of the business idea as it estimates to achieve break-even within the first six months of its operations. 
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Start Up Costs

[Technology and hardware sourcing | £8,000)
Software installation cost £4,000]
Office Accessories £3,500]
Equipments purchase £5,500]
[Total £21,000)
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Fixed costs Per Month
Rent £1,200]
[Wages and salaries £2,500]
Legal and audit compliance £450)
Interest £850)
[Total £5,000]
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