



ASSESSMENT#01

BMBS5000 Enterprise Development and Commercial Innovation

Title:
MoveLoop: A Pre-Matched Student Move-Out and Move-In Essentials Reuse Service

Student Name: Khalil Ullah
Student ID: 2508657
Submission Date: 10/10/2026




[bookmark: _Toc242480202]AI Statement 
I confirm that no AI tools were used in preparing or completing this assignment. All work is my own.



Table of Contents
AI Statement	1
1.	Overview of Business	3
1.1	Business Concept and Purpose	3
1.2	Customer Problem and Market Opportunity	3
1.3	Innovation and Competitive Differentiation	3
1.4	Business Objectives	3
2.	Value Proposition Canvas	4
3.	Business Model Canvas	5
4.	Business Opportunity Development Mind Map	6
5.	Opportunity Screening	7
6.	Buyer Persona	8
7.	Conclusion	8
8.	References	9



[bookmark: _Toc242480203]Overview of Business
[bookmark: _Toc242480204]Business Concept and Purpose
MoveLoop is a proposed circular-economy service connecting departing and incoming university students through reservations of reusable household essentials. The service would first run in Swansea, where unwanted kitchenware, desk accessories and other appropriate items could be dropped off, followed by inspection of their condition, temporary storage and the provision of essentials to the new students which had been pre-reserved. Based on the business-model approach by Osterwalder and Pigneur (2010), MoveLoop aims to develop value by aligning together the previously unconnected supply and demand and making a profit by selling low-cost pre-assembled kits of essentials.
[bookmark: _Toc242480205]Customer Problem and Market Opportunity
The movement of students provides two reciprocal issues: items that can be sold become unnecessary at the time of leaving the country, and newcomers have to spend more money on purchases. According to Save the Student (2025), the average maintenance loans are already 502 less than the living costs of students on a monthly basis, and this reflects financial strain. In addition, according to the University of Exeter (2025), in 2024 its reuse initiative diverted 8,554 items, which showed the presence of recoverable household goods.  At the local level, there is an existing collection infrastructure in Brynmill, with Environment Centre Swansea (2026) running a student move-out donation programme.  The business need for pre-booked necessities is not tested, however.
[bookmark: _Toc242480206]Innovation and Competitive Differentiation
MoveLoop suggests the pre-arrival matching, condition verification and planned collection service-process and business-model innovation. In contrast to the donation-based program implemented in Swansea, the offered service will enable incoming students to book certain items before coming. However, Quinones et al. (2023) already deliver checked household items via free shops, which puts the argument of technological novelty to the test. Therefore, the competitive proposition of MoveLoop hinges on whether guaranteed reservations will be convenient enough to be worth paying a fee.
[bookmark: _Toc242480207]Business Objectives
· Validate demand through 20 incoming-student interviews.
· Pilot 30 pre-reserved essentials kits in Swansea.
· Assess unit profitability and accommodation-partner feasibility.
[bookmark: _Toc242480208]Value Proposition Canvas 
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Figure 1: MoveLoop Value Proposition Canvas (Source: Self-made)
The Value Proposition Canvas (Figure 1) explains the ways in which MoveLoop will solve the financial and logistical problems that incoming university students have to deal with. Kenyon (2025) underlines that proper value propositions match customer jobs, pains and gains with applicable solutions. In this regard, MoveLoop provides pre-reserved, condition-verified essentials of the home to lower the cost of buying, transportation challenges, and doubt over the availability of the item. Moreover, reservations and scheduled collection increase convenience and facilitate sustainable consumption. 
However, these benefits are just assumptions and not the customer results. Compared to Ramli, Kalid, and Ahmad (2021), who point to the opportunities of student reuse initiatives, the fact that there are already free distribution programs implies that MoveLoop will have a challenge with commercial differentiation. As a result, its suggested competitive advantage is determined by whether students attach a high level of worth to assured availability and convenience to pay for the service. Therefore, customer interviews, sensitivity testing of prices and small-scale pilots are very much needed to identify whether there is real problem-solution fit prior to commercial implementation.
[bookmark: _Toc242480209]Business Model Canvas 
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Figure 2: MoveLoop Business Model Canvas (Source: Self-made)
Figure 2 of the Business Model Canvas shows the business model proposed to be used at MoveLoop, and it involves nine elements that are interdependent. Krukowski (2024) hypothesises that the viability of a business depends on the value creation, correlation of delivery and revenue generation. In this regard, MoveLoop will target new students of the university with low-priced, pre-ordered household products, supported by the digital booking system and ordered delivery. In addition, agreements with accommodation organisations and reuse organisations can help to reduce the sourcing costs and strengthen operational effectiveness. However, MacMillan, Zemann and Subbanarasimha (2022) emphasise the presence of realistic resource and financial analysis in the feasibility of entrepreneurship. 
Although there is a commercial opportunity in the revenue from the necessary kits and optional delivery, seasonal demand, storage expenses and erratic purchasing behaviour are challenges to profitability. Moreover, Woldeyes, Muffatto and Ferrati (2025) point out that environmental advantages and sustainable business models must be coupled. Nevertheless, the value creation does not guarantee value capture, as the authors of the article Wang et al. (2023) suggest. Therefore, prior to commercial implementation, MoveLoop has to confirm pricing, reliability of partnership, and unit economics.
[bookmark: _Toc242480210]Business Opportunity Development Mind Map
Figure 3 shows the incremental growth of MoveLoop in terms of opportunity identification, innovation, Design Thinking and market validation. Brown (2008) defines Design Thinking as a phenomenon which integrates the needs of customers with the notion of practicality, which assists MoveLoop to visualise the unarranged communication among students and integrate it into the structure of reservations and temporary storage. Furthermore, Aagaard (2024) focuses on the importance of aligning the process of value creation and operational capabilities. Nevertheless, current university reuse programs pose a threat to the competitive differentiation of MoveLoop, and seasonal demand and storage expenses jeopardise financial sustainability. Sjodin et al. (2020) claim that value creation does not necessarily mean profitability. Therefore, customer interviews, pilot testing and unit-cost analysis will still be necessary prior to commercial implementation.
[image: ]
Figure 3: Mind Map (Source: Self-made)
[bookmark: _Toc242480211]Opportunity Screening
The opportunity screening analyses the customer desirability, operational viability and business potential of MoveLoop. As Pauer, Matzler and Herrmann (2024) stress, systematic evaluation of the entrepreneurial opportunities is essential prior to committing resources. Based on this, six criteria are analysed using the screening framework of the module.
Table 1: Preliminary Opportunity Screening Matrix for MoveLoop
	Criterion
	Score / 5
	Critical justification

	Problem severity
	4
	Relocation expenses create financial pressure.

	Customer frequency
	3
	Demand concentrates around academic intake periods.

	Willingness to pay
	3
	Savings are plausible, but purchasing intentions remain untested.

	Market potential
	4
	Recurring student intakes create potential demand.

	Feasibility
	3
	Storage and distribution increase operating costs.

	Competitiveness
	3
	Free reuse schemes weaken differentiation.

	Total
	20/30
	Potentially attractive but unvalidated.


MoveLoop has a score of 20/30, which does not make it commercially viable, as suggested by Åström, Reim and Parida (2022); value creation needs to be converted to sustainable value capture. Moreover, Bocken and Ritala (2022) emphasise that circular business models require resource arrangements which are economically viable. The seasonal demand, free alternatives and cost of storage thus threaten the profitability. Thus, 20 customer interviews, a 30-kit pilot and accommodation-partner negotiations will have to be done before launch, and purchasing behaviour and unit margins will dictate additional investment.
[bookmark: _Toc242480212]Buyer Persona 
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Figure 4: MoveLoop Target Buyer Persona (Source: Self-made)
Figure 4 shows Emily Carter, a 19-year-old prospective university student in Swansea. Her list consists of factors like affordability, convenience and easy access to household needs. Nevertheless, the purchasing choices are affected by limited financial resources, transportation issues, and insecurity about product supply. MoveLoop is a solution to these issues, with pre-reserved, condition-scanned fundamentals. However, these assumed preferences have to be checked in customer interviews, and the actual purchasing behaviour must be determined.
[bookmark: _Toc242480213]Conclusion 
In conclusion, MoveLoop offers a business idea that can be potentially viable as a circular business because it can solve the issue of relocation costs for students and household waste by pre-reserving the necessities. Nevertheless, its competitive differentiation is questionable as there are already free reuse initiatives. In addition, seasonal demand, storage costs, and untested willingness to pay jeopardise profitability. As a result, customer validation, pilot testing and a thorough financial evaluation are imperative before embarking on commercial growth or investing heavily.
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