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[bookmark: _Toc241194523]1. Executive Summary
NutriBox is the proposed service offering healthy ready-made meals that will be delivered to customers, targeting busy professionals aged 25-45 in the United Kingdom. This business proposal examines the possibility of launching the venture in Leeds first, then expanding to other major UK cities.
The application of business theories and frameworks was very important in creating and evaluating this proposal. JTBD and VPC frameworks were used to determine customer needs, such as the inability to eat healthily due to lack of time. PESTLE analysis and Porter’s Five Forces framework were applied to examine the external environment and competitive forces. The SWOT and VRIO frameworks were used to examine NutriBox's internal advantages and disadvantages and its possible competitive advantages. Business Model Canvas was used to connect customer segments, value propositions, company resources, and revenue streams. CVP analysis was applied to conduct financial feasibility.
Market opportunity is determined by the growing trend of health, convenience, and food purchasing through the internet. NutriBox seeks to offer ready-to-eat meals combining nutrition, convenience, diet personalisation, and subscriptions.
Start-up costs for the new venture are anticipated to be approximately £150,000. Moreover, with selling price averaging £11.50 and variable costs of £6.20 per meal, the contribution per meal will be £5.30, and break-even will occur at 47,170 meals per year. Despite losses anticipated in the first two years, profits are forecast to begin from Year 3 onwards.
Overall, NutriBox can be deemed feasible for commercialisation, but only under certain conditions. Controlled introduction of NutriBox in Leeds, customer retention, consistency in delivery, cost management, competitive pricing, and successful customer validation must all be achieved before expanding throughout the country. Therefore, a recommended action based on the proposal is a GO decision.
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[bookmark: _Toc241194525]2.1 Background 
The organisation in the food sector currently experiences transformation in the UK market as of changes in consumers' lifestyles, health concerns, and digitalisation (Bakalis et al. 2020). Tight work schedules, long commuting times, and new employment conditions have decreased the time that is spent on food planning and cooking. In this way, convenience is becoming a key factor that impacts food buying decisions. According to the Office for National Statistics (ONS, 2025), there are about 33.9 million employees in the UK, which means that there are a considerable number of working consumers whose meal preparation can be limited by time.
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Figure 1: UK food delivery market
(Source: Imarcgroup, 2025)
As per figure 1, Market size of the online food delivery sector in the UK would grow past $21.5 billion by 2034, which denotes great potential for digital-based food businesses (Imarcgroup, 2025). In addition, digitalisation has impacted the way consumers' food purchases. There is a growing tendency of using smartphones, online food delivery platforms, and other digital payment technologies. Growth of subscription food delivery businesses such as HelloFresh UK, Gousto and Mindful Chef illustrates the fact that the consumers are increasingly accepting convenient food delivery options (ONS, 2026). At the same time, there is an opportunity of providing different alternatives for consumers looking for healthy, personalised and flexible food. 
Awareness about health is yet another important driving factor for the market. It has been analysed that 64% of adults in England are either overweight or obese, thereby emphasising the need for better nutritional decisions (NHS England, 2019). On the other hand, professionals who have hectic schedules may face difficulties in following good nutritional practices due to long working hours.
Under these circumstances, the proposed NutriBox will provide a healthy meal delivery subscription plan for professionals aged 25–45 years living in big cities of the UK including London, Manchester, Birmingham, Leeds and Glasgow. NutriBox will provide customised healthy and nutritious food to consumers through different subscription options. Therefore, NutriBox will have to balance convenience, nutritional value, customisation and sustainable packaging with competitive pricing to establish a viable position within the UK healthy meal subscription market. 
[bookmark: _Toc241194526]2.2 Problem/opportunity statement
The key challenge in this business idea is the inability of people working hard and doing multiple things to have a healthy diet (Moss, 2021). Although there are many who understand the importance of having a healthy diet, they find it difficult to do so because of reasons such as working overtime, spending a lot of time commuting and lack of time to plan meals. People in such situations might end up taking food from outside which does not necessarily meet their requirements.
There are many services providing delivery and subscriptions in the market; however, some of these services deliver ingredients that the consumer needs to prepare themselves and some charge high fees (Andonova et al. 2021). There can be a gap where consumers are provided ready meals at an affordable rate and according to their preferences. 
The objective of NutriBox’s is to capitalise on this opportunity by ensuring that their clients get balanced diets through subscription services on either a weekly or monthly basis. The customers will be able to choose their meals depending on their dietary likes and needs. 
[bookmark: _Toc241194527]2.3 Demand Observations 
First observations suggest a growing demand for convenient, healthy and personalised food options among busy professionals. Limited time, demanding working schedules and lack of possibilities to prepare meals might push customers to look for alternative options instead of preparing food traditionally. Meal subscriptions and food delivery services have become a good indication of this. Hence, NutriBox can become a good response to such demand.
[bookmark: _Toc241194528]2.4 Scope of Analysis 
The current proposal discusses the feasibility of NutriBox as a product in the UK healthy meal subscription market. Busy professionals aged 25-45 living in big cities in the UK will be analysed in terms of their demands, preferences and the competitive environment. International expansion is out of the scope of this study, as well as nutritional and medical consultation.
[bookmark: _Toc241194529]2.5 Aim, objectives, research questions.
Aim 
The aim of this study is to analyse the commercial feasibility of establishing NutriBox as a healthy meal subscription service for busy professionals in the United Kingdom. 
Research Objectives 
· To carry out a study of the market for the healthy meal’s delivery service in the UK, including trends in the market, behaviour of customers and growth opportunities.
· To understand the needs and requirements of professionals about healthy meals and subscription services.
· To evaluate the external environment and competition through the framework of strategic analysis, such as Jobs-to-be-Done, PESTLE Analysis, and Porter's Five Forces.
· To design a viable value proposition and business model for NutriBox through Value Proposition Canvas and Business Model Canvas.
· To find out the feasibility of NutriBox by considering its revenue model, costs, resources, risks and implementation process.
Research Questions 
· RQ1: What are the market opportunities available to NutriBox in the healthy meal’s subscription market targeted at busy professionals in the United Kingdom?
· RQ2: What are the needs, preferences and buying behaviour of busy professionals in relation to healthy meals subscription services?
· RQ3: What are the influencing factors on the choice of a healthy meal’s subscription service by busy professionals?
· RQ4: How can NutriBox position itself differently from other competitors and build a sustainable competitive advantage?
· RQ5: What are the operational and financial factors that will make NutriBox commercially viable in the UK market?
[bookmark: _Toc241194530]2.6 Structure of the report
The structure of this report has been set up in such a way that will ensure a systematic evaluation of the business idea of NutriBox. The introduction will be followed by a company description that will include the concept of the business, the mission, vision and objectives. The literature review will discuss the major theories and concepts that support the idea of the NutriBox business venture. The methodology section will describe the process of investigation of the business idea. The market opportunities, customers’ needs and the competitive environment will be analysed in the next sections. Further, NutriBox’s value proposition, business model, marketing and operations strategy will be developed.
[bookmark: _heading=h.qp9id1saml0l]

[bookmark: _Toc241194531]3. Company description
[bookmark: _Toc241194532]3.1 Business Overview
NutriBox is the name of the healthy meal subscription company intended to be launched to cater for the rising trend of the need for convenient and customised healthy foods among working professionals in the UK. In this case, the proposed healthy meal subscription business will work within the emerging food delivery and healthy convenience food segment, whereby the company will use the subscription and personalised meal option business model (Kamolsiri, 2026). NutriBox will initially target professional workers from 25-45 years old living in the major cities of the UK, such as London, Manchester, Birmingham, Leeds and Glasgow.
The proposed healthy meal subscription business will offer its customers ready-made and well-balanced meals via the flexible subscription plans on a weekly or monthly basis. Unlike other takeaway and healthy recipe-box companies that compete in terms of delivery speed and need for customers to prepare meals by themselves, NutriBox will aim at saving time for the customers in order to help them have healthier foods.
[bookmark: _Toc241194533]3.2 Business Name, Legal Structure and Location
The name of the business being considered in this case study is NutriBox, taking into account the elements of nutrition, convenience, and the subscription service of delivering meals. NutriBox is envisaged to operate as a private limited company (Ltd). This is the right business structure for an expansion-oriented business.
The business operations in the first place will take place in the UK, and the business will target cities in particular. While the business would like to target the professionals of London, Manchester, Birmingham, Leeds and Glasgow, launching in the above-mentioned cities at once would be commercially irrational. The firm can start its operations in one city, for instance, London or Leeds, test the customer demand, logistics and prices, and only then move further.
[bookmark: _Toc241194534]3.3 Products and Services
NutriBox will provide fresh, nutritious and convenient meals with the use of flexible subscription packs. It will allow customers to choose from weekly or monthly subscription packages, based on their own individual requirements. NutriBox service will provide options such as high-protein meals, vegan meals, vegetarian meals, ketogenic meals, gluten-free meals and diabetic friendly meals. 
These options will help customers with varying food preferences, thus making the service more personalised for them. For instance, a professional who works all day could opt for five high-protein ready meals during evenings, while a vegetarian customer would opt for weekly flexible subscription with meals (Spector, 2024). In addition, customers will have the option to pause, change and even cancel the subscription package. 
[bookmark: _Toc241194535]3.4 Mission, Vision and Core Values
The NutriBox vision involves making healthy eating easy, available, and flexible for busy professionals through the provision of nutritious, personalised, and quality meals in a cost-effective subscription service. The vision of the business is to become a well-known healthy meal subscription brand in the UK and ensure that the working consumers live healthy lives without compromising on convenience.
The proposed core values are:
· Health and nutrition – provision of balanced meals that make healthier food choices.
· Customer convenience – reduction in the effort and time put in meal planning and preparation.
· Personalisation – understanding that there are unique needs and preferences among the consumers.
· Quality and trust – keeping up with high standards of quality foods and good customer services.
· Flexibility – giving the consumer more freedom to choose meals and subscribe.
[bookmark: _Toc241194536]3.5 Business Objectives and Goals
The NutriBox will strive towards meeting the following SMART objectives:
	SMART 
	Specific 
	Measurable 
	Achievable 
	Relevant 
	Time Bound 

	1. Launch NutriBox
	Establish and launch the healthy meal subscription service in Leeds.
	Successful operational launch.
	Achieved through market validation, supplier partnerships and phased implementation.
	Supports market entry.
	12 Months 

	2. Acquire customers
	Build an initial customer base among busy professionals.
	Achieve 500 paying subscribers.
	Supported by targeted digital marketing and introductory offers.
	Demonstrates market demand and revenue potential.
	12 Months 

	3. Improve customer satisfaction
	Deliver high-quality meals and customer service.
	Achieve at least 80% customer satisfaction.
	Measured through customer feedback and reviews.
	Supports retention and brand reputation.
	18 Months 

	4. Develop product range
	Offer meals suitable for different dietary preferences.
	Introduce at least six dietary meal categories.
	Developed through customer research and menu planning.
	Supports personalisation and differentiation.
	12 Months 

	5. Achieve financial sustainability
	Develop a commercially sustainable business model.
	Monitor revenue, costs, customer acquisition and retention.
	Achieved through cost control and subscription growth.
	Essential for long-term viability.
	24 Months 


Table 1: SMART Objectives 
(Source: Self-Developed)
[bookmark: _Toc241194537]3.6 Alignment with Market Trends and Business Opportunity
The NutriBox business is consistent with various market trends mentioned in the proposal. The total number of employed people in the UK is about 33.9 million (ONS, 2025), which is a large consumer base for convenience food services. Furthermore, the importance of healthy lifestyle, digital food ordering and individualised consumption are the market trends mentioned in the proposal. The existing demand for the services of companies such as HelloFresh UK, Gousto and Mindful Chef proves the acceptance of the subscription food services by the UK consumers. However, these companies prove the need for differentiation in a highly competitive market.
Thus, the NutriBox business can be considered as customer-oriented and responding to changes in the way of life and food consumption. However, this business idea is still under development, and its viability should be proved by the following analysis of the market, customers, competition, operations and finance provided in this proposal. The developed research design will play a key role in the validation of the discovered opportunity to create a sustainable business.
[bookmark: _heading=h.1s9hayyiyg2h]

[bookmark: _Toc241194538]4. Literature Review
[bookmark: _Toc241194539]4.1 Introduction
This literature review highlights various theoretical frameworks utilised in the formulation and evaluation of the NutriBox business plan. In essence, NutriBox is a proposed healthy meals delivery service aimed at busy executives in the UK. Therefore, the theoretical frameworks to be applied must enable the researcher to understand customers’ needs, the external environment, competition in the industry, and the creation of value, among other things. 
This literature review highlights five different but related theoretical frameworks which include; Jobs-to-be-Done (JTBD), PESTLE, Porter’s Five Forces, Value Proposition Canvas, and Business Model Canvas.
[bookmark: _Toc241194540]4.2 Jobs-to-be-Done Theory
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Figure 2: JTBD theory
(Source: Influenced by Kalbach 2020)
The JTBD theory aims at examining the “job” that customers intend to accomplish when buying a product or service (Kalbach, 2020). According to Kalbach (2020), customers not only buy products, instead, they “hire” certain products or services in order to achieve certain progress. Hence, the theory does not rely on demographic factors and takes into consideration functional, emotional and social needs that play a role in decision-making of the customers.
In this regard, the theory can prove to be effective for the NutriBox company as the potential target market includes busy professionals who might not be interested in buying food, per se. Their job could be to sustain their healthy lifestyle in spite of a lack of time to shop, plan their meals and cook. In other words, a full-time employee will need ready-to-eat meals not only to satisfy his/her hunger but also to relieve stress, save time and contribute to health.
However, the application of the JTBD theory can reveal the specific problems to solve and valuable outcomes to customers (Kalbach, 2020). However, the limitation of the theory is that customer jobs can be defined in different ways, which makes them hard to define. Therefore, the JTBD will be used along with other methods like customer interviews.
[bookmark: _Toc241194541]4.3 PESTLE Analysis
PESTLE analysis is a strategic tool used in assessing the external macro-environmental influences on a business (De Sousa et al. 2022). This tool involves analysis of Political, Economic, Social, Technological, Legal and Environmental aspects (De Sousa et al. 2022). This approach is valuable since businesses are affected by changes in economics, technology and society around them.
In the case of NutriBox, political and legal aspects significantly include food safety regulations, employment regulations and data privacy. Healthy eating practices are advocated by the government, and the high rate of obesity (64%) among adults signifies the need for nutritious meal delivery services. Economic factors, such as food inflation, will put pressure on NutriBox to offer cost-effective pricing policies similar to HelloFresh UK (ONS, 2026). Economic aspects are especially important since the prices of food, consumer disposable incomes and operational costs might influence both profitability and customer willingness to pay. Social aspects include rising health awareness, busy schedules and changing preferences for food. Technological aspects include the usage of websites and applications, payment systems and personalisation through data processing. Environmental aspects include worries about food waste, emission of deliveries and sustainable packaging.
PESTLE analysis is relevant in the situation when NutriBox operates in a fast-changing market of food products under the influence of various external factors. Nevertheless, this tool provides a wide overview and does not allow assessing the level of competition. For this reason, PESTLE analysis will be complemented by Porter’s Five Forces.
[bookmark: _Toc241194542]4.4 Porter’s Five Forces
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Figure 3: Porter’s five forces model
(Source: Influenced by Ningsih et al. 2025)
The Porter’s five forces model by Michael Porter assesses the attractiveness of an industry based on the threat of new competitors, supplier bargaining power, buyer bargaining power, threats of substitution, and competitive rivalry (Ningsih et al. 2025). The analysis can be important for NutriBox since the UK market of food deliveries and subscriptions is highly competitive and features existing meal kit operators, ready meal businesses, supermarkets and takeaway options.
The threat of substitutes could be particularly high because customers have alternatives to NutriBox subscriptions such as ready meals from the supermarkets, takeaway food, restaurant delivery, and self-cooking. Buyer power analysed higher as buyers can compare prices and easily switch their choice to competitors. Competitive rivalry is expected to be high because there are existing businesses with high levels of brand awareness and loyal customer base.
Using the five forces model would enable us to estimate how NutriBox could enter the market and where competitive pressure could be higher. Overall, the five forces model has its limitations as it offers a relatively static understanding of competition and does not cover all aspects of fast-changing technology and consumer behaviour (Ningsih et al. 2025).
[bookmark: _Toc241194543]4.5 Value Proposition Canvas
The Value Proposition Canvas implemented with the aim of providing a better fit between the needs of customers and a business proposition (Maradita and Aprirachman, 2024). The tool comprises two components: the Customer Profile that outlines customer jobs, pains and gains, and the Value Map that describes how products/services produce customer gains and solve the complications.
This tool is extremely important for the development of NutriBox value proposition because the success of the business proposal will largely depend on its ability to solve customer pains. For instance, busy people may have pains associated with lack of time, choice of healthy food and preparation of a meal. NutriBox can solve these pains through such things as ready-to-eat meals, subscriptions, and dietary customisation.
[bookmark: _Toc241194544]4.6 Business Model Canvas
The Business Model Canvas (BMC) is a comprehensive tool for describing how an organisation creates, delivers, and extracts value. The canvas comprises nine elements, including customer segments, value propositions, channels, customer relationships, revenue streams, key resources, key activities, key partnerships, and cost structure (Fakieh et al. 2022).
This tool is applicable to our case since the company needs a comprehensive business model, and not just a good idea for the product. For instance, the plan needs to indicate how the meals will be provided, how the customers will be sourced, what resources and partnerships will be needed, and how income will be more than expenses.
[bookmark: _Toc241194545]4.7 Summary
Overall, the chosen theories create a solid theoretical basis for the NutriBox concept. JTBD theory explains the problems of customers, whereas PESTLE looks at the bigger picture of the external environment. Porter’s Five Forces assesses competition within the industry, and the Value Proposition Canvas helps to develop a customer-centric solution. The Business Model Canvas unites all these theories into a business-oriented model. All these theories will be used in further analysis and help to conduct an evidence-based evaluation of the viability of NutriBox as a business.


[bookmark: _Toc241194546]5. Methodology 
[bookmark: _Toc241194547]5.1 Research Approach
In this Business Development Proposal, the methodology used is a mono-method in which secondary data collection is used and both qualitative and quantitative analysis is applied. This approach is suitable as the study is focused on finding the evidence for the UK market of healthy meal boxes, which are already available. The research does not involve gathering data directly from customers, but instead uses existing academic research, official statistics, industry reports, and company data and other reliable secondary sources. This approach allows for understanding of the needs of customers, market trends, competitive conditions and the overall business environment without collecting primary data (Taherdoost, 2022).
The methodology has been created specifically for the purposes of business development, and is not the product of theoretical and academic research in an independent manner. Rather, the current evidence is systematically gathered and analysed, and used for the assessment of the proposed business opportunity. The research process will come with opportunity identification, available market evidence, and evaluation of the commercial potential. As such, there will be no interviews, questionnaires, focus groups, experiments or observations performed in the course of this study.
[bookmark: _Toc241194548]5.2 Approach to Opportunity Identification
The need for convenience, awareness of health and rising ecommerce consumption of food were three big trends combined to create the business opportunity. The first investigation was on current evidence on how busy professionals find it hard to develop and sustain healthy eating habits due to workload and time constraints to cook and busy lifestyles. The challenges are the foundation for studying the possible demand for convenient and healthy meal subscription services.
The market is made up of the full-time professional population aged 25 to 45 that reside in larger cities across the UK, including London, Manchester, Birmingham, Leeds and Glasgow. Secondary evidence will be utilized in assessing characteristics of this market and its potential interest in convenient food solutions. The opportunity will also be further evaluated based upon customer needs, competitive outlook, market trends and overall business needs. Existing evidence will thus be used to interpret whether or not the proposed NutriBox concept can meet an identified market need and thereby become a commercially viable position.
[bookmark: _Toc241194549]5.3 Market Insight Collection: Collection of Secondary Data
Secondary data will be used as the only source of data in the study. Secondary data are data that are collected and reported by other bodies, researchers or businesses for other reasons, such as statistical reporting, market analysis, academic research and industry evaluation. The approach is appropriate to the current proposal as there is significant information already available regarding the UK food delivery market, consumer behaviour, health trends, inflation, competition and online purchasing of food.
Secondary data will be sourced from reputable and relevant sources such as the Office for National Statistics (ONS), NHS England, Mintel, IBISWorld, governmental documents, academic journals, company documents and reliable market research publications. This will supply evidence about market size and growth, consumer behaviour, food inflation, health statistics, industry trends, competitive activities and pricing (Wood et al., 2021).
The literature from academic and industry sources will also be reviewed to determine what common themes are found regarding convenience, healthy eating, food preferences, price sensitivity, and consumer acceptance of subscription services for food. Company websites and public business information will be used to gain insight into competitor offerings, pricing, positioning, product ranges and subscription models. Several secondary sources will enable information to be compared and interpreted as opposed to relying on one source only.
[bookmark: _Toc241194550]5.4 Market Data Gathering: Secondary Data Collection
Secondary data collection will consist of a structured analysis of data pertinent to the business proposition of NutriBox. Where possible, quantitative data like market size, growth rates, jobs, inflation rates, health statistics and pricing information will be gathered. Qualitative data will also be analysed which covers aspects of consumer behaviour, market developments, competitive positioning, customer needs and industry developments.
The evidence collected will be chosen based on relevance to research goals and research questions. Recent and authoritative information sources will be emphasized, especially official statistics, published market research reports from the industry and reputable academic research. The analysis of competitor strategies and publicly available offerings will be gained from the analysis of company documents. This will help the research focus on building an understanding of the market based on evidence without having to gather personal details from customers.
[bookmark: _Toc241194551]5.5 Data Analysis and Application of Frameworks
Collected secondary data will be analysed using descriptive analysis and comparative analysis in order to determine market trends, characteristics of the competitors and economic consumer tendencies. Thematic analysis (based on the principles of Braun & Clarke (2021)) will also be used in reviewing qualitative secondary evidence, should it be applicable. Existing literature and market reports will be used to discover recurring themes of convenience, healthy eating, price sensitivity, dietary preferences, and willingness to sign up for a subscription service, rather than conducting new interviews.
Comparisons will be made quantitatively between relevant sources to gain insight into the market size, market growth rates, inflation rates, trends in consumer behaviour and other measurable factors. Competitors will also be compared using comparative analysis which will be based on various factors including price, convenience, health orientation, personalisation and type of meals. The results will be interpreted with consideration for any differences in definitions, methodologies and in reporting periods.
Application of Frameworks
The findings from the secondary data analysis will then be synthesised using the frameworks discussed in the literature review. To understand the problem and the desired outcome identified by the customer using the existing evidence, we will use the Jobs-to-be-Done (JTBD) framework. PESTLE analysis will be used to analyse the political, economic, social, technological, legal and environmental factors which impact the market. The competitive rivalry, buyer power, supplier power, threat of substitutes and threat of new entrants will be analysed using Porter's Five Forces.
The Value Proposition Canvas (VPC) will link the customer pains and gains found from secondary evidence with the value proposition suggested by the NutriBox. Lastly, the Business Model Canvas will display the results in a business format, connecting customer segments, value proposition, channels, resources, activities, partnerships, revenue streams and costs.
[bookmark: _Toc241194552]5.6 Limitations
Secondary data have some restrictions which can impact the validity and applicability of results. First, the research is built on data that has already been created; this means that certain specific data on the target segment may not be publicly available. Secondly, the methods, dates, definitions and sample populations of various secondary sources can vary and comparison may be difficult.
Thirdly, competitor analysis is based on information that is publicly available, meaning competitors' strategies, detailed cost structure and performance information that is confidential cannot be determined. 
Lastly, customers' preferences, food prices, and economic conditions and competition may vary over time. The findings are therefore based on the market situation as it was seen in secondary evidence during the period of research and should not be considered the permanent situation of the market.
[bookmark: _Toc241194553]5.7 Ethical Considerations
Appropriate ethical principles will be followed throughout the study. As no primary data will be collected, there will be no recruitment of participants, interviews, recordings, consent forms or collection of personal data. The research study will thus not collect sensitive information unnecessarily, nor involve any direct contact with the research participants.
The relevant secondary information will be sourced from trusted and reputable sources, and properly referenced to avoid plagiarism and credit to the original author or organisation. The sources will be carefully chosen that are relevant, credible and reliable. If conflicting evidence is provided by different sources, the differences will be taken into account when analysing the evidence, not by picking and choosing evidence. This helps preserve the methodology of the approved secondary data research design and provides commercially relevant evidence to determine the feasibility of the NutriBox.

[bookmark: _Toc241194554]6. Market Opportunity Analysis 
[bookmark: _Toc241194555]6.1 Purpose and analytical frameworks
The market opportunity assessment of NutriBox involves an analysis of the size and growth of the UK market for convenience food and meal delivery service, consumer segmentation, changes in behaviour, economic drivers, and unmet customer needs. In doing so, the following four models from the literature review are employed: JTBD (Jobs-to-be-Done), PESTLE, Porter’s Five Forces and the Value Proposition Canvas (VPC). JTBD helps to understand what problems busy professionals seek to solve; PESTLE allows assessing the external factors impacting consumer demand – economic, social, technological and environmental (Irfan and Tang, 2025). Porter’s Five Forces help to understand the competitive attractiveness of the market opportunity, and the VPC makes connections between customer pains and gains and the value proposition of NutriBox. These models are applicable since the opportunity does not depend on market growth only, but on the ability of NutriBox to address an important customer problem sustainably.
The proposed market is less broad than that of the entire UK food delivery market. The NutriBox business proposition will specifically be marketed at busy professionals within the age range of 25 to 45 years old in UK major cities, starting out in Leeds city first, then moving to other major cities such as London, Manchester, Birmingham, and Glasgow.
[bookmark: _Toc241194556]6.2 Market size and growth potential
The UK has an immense addressable customer base due to employment, which gives rise to a huge number of consumers who may face time pressures while preparing food. The estimate of the proposal states that there are about 33.9 million employed people in the UK, showing the size of the whole market of working consumers (ONS, 2025). This does not mean that this number constitutes the target audience of NutriBox because this number includes those who fall outside the age range of 25-45 years old.
The general online food delivery industry also reveals the commercial application of digital food purchasing. According to the proposal, the UK online food delivery market is predicted to be worth over $21.5 billion by 2034, implying growth in the digital food market (IMARC, 2025). In more detail, the UK market size for meal kits delivered in 2025 is projected to be around US$1.75 billion and reach about US$3.67 billion in 2033, which amounts to the expected CAGR of 8.9% from 2026 to 2033 (Grand View Research, 2026). Meal kits are different from NutriBox's ready meals; however, the information serves as proof of the readiness of consumers to buy food solutions delivered digitally regularly.
This difference is relevant from a commercial standpoint. NutriBox is not just a participant in the meal kit competition. The proposed business model is centred on ready-to-eat meals, which takes the preparation step even further down compared to regular ingredient box subscriptions. Thus, the opportunity should be viewed as a meeting point between meal delivery services, healthy convenience food, and subscriptions, rather than a direct competitor to all meal kit providers.
Still, the magnitude of the overall market size should not be confused with the guaranteed demand. The success of this business idea is dependent on NutriBox being able to target the right segment and convince customers that they would be willing to pay an ongoing price for this service when they have already considered their options, including supermarket ready meals, takeaways, restaurants, meal kits, and home-cooking.
[bookmark: _Toc241194557]6.3 Market segmentation
The need for a segmented approach is required owing to the presence of diverse consumer groups within the entire food delivery market (Nguyen et al. 2023). The main demographic segment of NutriBox is professionals between ages 25-45 residing in major UK urban centres. This makes them appealing due to the possibility that work, travelling, and household commitments may make it difficult for them to prepare their meals regularly.
However, segmentation requires consideration of more than just the age and geographic factors. Four key areas of segmentation include:
	Segmentation basis
	NutriBox target 
	Commercial relevance 

	Demographic
	Professionals aged 25–45
	High likelihood of employment and time pressure

	Geographic
	Major UK cities, initially Leeds
	Dense customer base can reduce delivery complexity

	Behavioural
	Frequent takeaway/online food users and time-poor consumers
	Higher potential need for convenience

	Psychographic
	Health-conscious, convenience-oriented and digitally comfortable consumers
	Strong alignment with healthy personalised subscriptions


Table 1: STP Analysis 
(Source: Self-Developed)
Among the selected target group, NutriBox will be able to segment their customers depending on individual dietary needs and lifestyle goals. There will be products for people who prefer high protein, vegan, vegetarian, keto, gluten-free and diabetic diets. Such an approach allows targeting multiple micro-segments while keeping the core positioning of healthy meals in a convenient form.
The most marketable customer group, however, is not just the "age 25-45 professionals," but professionals who face time constraints, need a better diet and are willing to pay for convenience. This is aligned with the JTBD because clients hire NutriBox to do a bigger job for them: eat a healthy diet without wasting time on shopping and cooking.
[bookmark: _Toc241194558]6.4 Consumer behaviour and demand drivers
The convenience plays a more significant role than ever due to the difficulty that people have in planning meals in case of tight schedules, long commutes and insufficient preparation time (Liu and Chen, 2021). All these issues serve as a starting point for the discussed business plan and the reason why professionals use subscription services. Currently, there are several subscription services like HelloFresh, Gousto and Mindful Chef who indicate the awareness of customers regarding regular food deliveries.
The second aspect that can be regarded as the source of demand is the need to eat healthy food. In this regard, one should mention the high number of overweight and obese people in the country as an indicator of the greater demand for health. However, recently there has been more evidence about health from the Food Standards Agency indicating that 75% of the respondents reported at least one change in their eating habits for the sake of health. Moreover, most often the change consists in eating less processed food (49%), less food with sugar (48%) and more fruits and vegetables (46%).
Thirdly, digitalisation helps in providing the means of distribution. Online food ordering, smartphones, and digital transactions lower the friction in the process of ordering food. The growth of the market is thus due to both the demand for food and the growing acceptance of digital platforms through which food may be ordered.
[bookmark: _Toc241194559]6.5 Customer pain points and unmet needs
The key problem for customers lies in the inability to keep a healthy diet and perform professional duties at the same time. In the case of busy customers, there might not be enough time available to go shopping, prepare food plans and cook meals (Liu and Chen, 2021). Thus, from the point of view of the Jobs-to-be-Done framework, customers do not buy food only, but try to save their time while keeping healthier diets. As compared to existing meal kits that imply preparation, NutriBox offers prepared meals personalised according to the dietary needs of a customer. There can thus be a gap between takeaway convenience and home cooking that takes time.
[bookmark: _Toc241194560]6.6 Economic conditions and price sensitivity
Economic circumstances serve both as an opportunity as well as a considerable limitation for NutriBox. The inflation rate in the UK, as measured by the Consumer Price Index (CPI), increased by 2.9% in July 2026 (ONS, 2026). On the other hand, inflation in the cost of food and non-alcoholic beverages increased by 1.3%. Despite the lower inflation rate, consumers are still under the influence of inflation in other categories of their spending. It could make consumers more price-sensitive and motivate them to switch from higher-value-added services towards supermarket shopping or even home-made products. Thus, the company cannot solely rely on the healthy aspect of the product to support its premium pricing policy.
[bookmark: _Toc241194561]6.7 Geographic opportunity: Leeds as the initial market
Leeds would be a potential candidate for the launch market due to the requirement of geographic concentration before expanding in other parts of the UK according to the strategic approach of NutriBox. However, even though Leeds is one of the proposed cities along with London, Manchester, Birmingham and Glasgow, it must be noted that launching the business at once at several locations would pose greater complexity to the business operations. Leeds can help NutriBox in testing customer acquisition, food choice, delivery process, pricing, and customer subscription in a controlled geographic environment.
[bookmark: _Toc241194562]6.8 Secondary research and market validation
This study employs a secondary data research approach, which means market validation will be done based on secondary data from reliable sources based on the market. Secondary sources such as the Office for National Statistics (ONS), NHS England, Mintel, IBISWorld, government publications, academic journals, company reports and reputable market research publications will be analysed. The analysis will be grounded in evidence on convenient and healthy food preference and consumer demand for food items, adoption of food subscription services, dietary preferences, price sensitivity and purchasing behaviour. A review of competitor information will also be conducted to review existing market offerings, pricing and positioning. The evidence will then be analysed across sources to look for commonalities in the market and opportunities that NutriBox can capitalize on. But, in secondary research, it is not possible to directly prove that the target customers are willing to buy NutriBox. Hence, the result will be analysed as an evidence-based evaluation of market potential, not as proof of actual intentions of individual customers. This is in line with the approved secondary data methodology.
[bookmark: _Toc241194563]6.9 Overall assessment of market opportunity
From a broader perspective, the data seems to provide an interesting yet commercially difficult avenue for NutriBox. There is demand in the market due to growing health awareness, convenience and consumer experience with digital food delivery services. Nevertheless, factors like inflation, price sensitivity, substitutes, and competition might limit the willingness to pay. The best available opportunity would be in a defined niche that caters to busy urban professionals who want healthier meals but lack the time to cook them. NutriBox can distinguish itself with personalised ready-made meals and subscription options with a good value-for-time offer, rather than focusing on competing on price.
[bookmark: _Toc241194564]7. Competitive Environment Analysis
[bookmark: _Toc241194565]7.1 Purpose, frameworks and analytical approach
The healthy meals subscription industry in the UK has proven to be lucrative due to the rising need for convenient, healthier food consumption and digital transactions (Bennett et al. 2024). The competition, however, is stiff, with existing companies having an advantage in customer awareness, economies of scale, established suppliers and digital marketing prowess. Thus, NutriBox must differentiate itself with its unique value proposition rather than compete by focusing solely on its prices.
Porter’s Five Forces is one of the three frameworks adopted for use in this analysis. It will be employed in examining competitive rivalry, buyer and supplier power, substitution and barriers to entry. PESTLE will examine political, economic, social, technological, legal and environmental issues within the industry environment (Capobianco et al. 2021). The third framework examines the major competitors in terms of pricing, convenience, health orientation, personalisation and type of meals.
[bookmark: _Toc241194566]7.2 UK competitive landscape
A competitive environment involves several overlapping markets instead of one single market (Cennamo, 2021). The key recipe box companies are HelloFresh, Gousto, Mindful Chef and Green Chef; however, there are other competing firms like Riverford, SimplyCook, Frive, Prep Kitchen and Planthood, targeting consumers who are looking for convenience or specialised food options. The biggest threat to competition arises from established brands with good salience and strong customer acquisition abilities. According to Salience's report on meal delivery services in the UK in 2025, HelloFresh topped the list in terms of online salience, followed by Muscle Food and Gousto. Other leading firms in the list include Mindful Chef, Green Chef and Prep Kitchen. Similarly, Statista found that HelloFresh had the highest online salience of all UK meal kit companies in 2025, with almost double the salience score than Gousto. However, online salience does not necessarily reflect market share as it measures traffic and social media mentions only.
Hence, NutriBox needs to understand that in the initial stages, it will not be able to compete with its existing counterparts on the grounds of size or reputation. Rather, its potential lies in targeting a niche market with ready-made healthy meals.
[bookmark: _Toc241194567]7.3 Competitor analysis
	Competitor
	Core positioning
	Key strengths
	Key weaknesses/relevant gap

	HelloFresh
	Mainstream meal kits and variety
	Strong brand awareness, scale, broad menu and digital capability
	Customers still need to cook; less focused on fully ready-to-eat convenience

	Gousto
	Value, choice and flexible recipe boxes
	Large recipe range, competitive pricing and subscription flexibility
	Requires preparation and cooking; convenience is lower than ready-made meals

	Mindful Chef
	Premium healthy meal kits
	Strong nutrition positioning, dietary options and premium image
	Higher price positioning and preparation requirement

	Green Chef
	Diet-focused meal kits
	Organic/dietary positioning and established brand infrastructure
	Meal preparation remains necessary

	Drive/Prep Kitchen
	Prepared/fitness-oriented meals
	Stronger ready-made proposition and health/fitness appeal
	More specialised positioning may narrow the mainstream professional segment

	NutriBox
	Healthy, personalised ready-made meals
	Convenience, dietary customisation, flexible subscription
	New brand, limited scale, lower awareness and unproven customer retention


Table 2: Competitor analysis
(Source: Self-Developed)
From the comparison, it is clear that NutriBox should not consider itself as just another recipe box firm. Gousto and HelloFresh compete aggressively in choice and value, whereas Mindful Chef competes in premium and health (Moir et al. 2023). For example, in its 2025 comparison, which? reported that Gousto offered more than 500 recipes per month, whereas Mindful Chef marketed itself as offering nutritious recipes and 24 recipes weekly.
Mindful Chef is particularly important as it proves that consumers would still pay for a convenience service that focuses on health. The 2024 reported turnover of Mindful Chef rose from £50.9 million to £55.9 million, and the company made itself profitable before taxes again (Robinson, 2025).
[bookmark: _Toc241194568]7.4 Market-share and competitive concentration
Market share numbers of UK companies cannot be accurately estimated by means of public data due to different accounting policies and practices followed by firms as well as the absence of data concerning UK recipe-box market share disclosed by companies. Therefore, exact numbers cannot be stated as true market shares in the absence of a unified industry database.
Despite this, there is an indication of high concentration of leading brands in the market according to the available estimates. According to the latest market research report, the market share of HelloFresh is about 43%, while the market share of Gousto is about 34%, thus resulting in the total market share of about 77% (Gunther, 2024). The data on online presence of firms also supports the idea that leading brands have certain customer acquisition advantages.
In the case of NutriBox, it serves as both a hindrance and an advantage to them. Competing with other meal kit competitors would mean huge spending on the marketing aspect. However, through niche positioning, there would be reduced competition in that the main demand of the target consumers is not just the ingredients but the nutritious food as well.
[bookmark: _Toc241194569]7.5 Strategic positioning
NutriBox should consider positioning itself as value-for-time and health, rather than a low-cost alternative. The strategic position statement can be written as follows:
“Time-saving healthy meals tailored to meet professionals’ dietary needs.”
This value-position is differentiating NutriBox across four distinct dimensions: convenience, health, personalisation and flexibility. Ready-made meals provide more convenience than meal kits, which require effort to prepare. NutriBox’s proposition will also differ from the traditional takeaway services by focussing on nutrition and dietary considerations. NutriBox can also differentiate from highly premium specialist services with more affordable pricing and flexible subscriptions.
The strategic position, thus, is somewhere between the mass market convenience food products and premium health-oriented meal services. This white space can be explored further, although it needs to be confirmed with other research method. NutriBox should keep its product offerings simple at first and create a few categories like high-protein, vegetarian, vegan, calorie-controlled and gluten-free meals.
[bookmark: _Toc241194570]7.6 Porter’s Five Forces
Rivalry - High. There are many competitors offering similar benefits in terms of convenience, subscriptions, diet options and discount offers. Which? reported several existing competing options, and the market analysis found the ongoing rivalry between different brands including HelloFresh, Gousto and Mindful Chef. Hence, there will be tough competition in acquiring and retaining customers for NutriBox.
Threat of New Entrants - Moderate. The digital nature of marketing and third-party logistical support help to lower some of the entry barriers for food companies by providing access to customers without having to build a wide network of physical shops. However, food safety compliance, logistics for the transportation chain, supply chain management, packaging, customer acquisition and economies of scale all present significant operational barriers (Dani, 2025). NutriBox can enter the market on a city-wide scale, but nationwide entrance will require considerable investments.
Bargaining Power of Buyers - High. Consumers have many alternative channels to acquire food including supermarket shopping, takeaway places, restaurants, meal kits, ready-made meals and home cooking. Moreover, switching costs are relatively low since subscriptions can be cancelled and paused (Kweon and Kweon, 2021). For instance, both Gousto and Mindful Chef enable consumers to cancel or pause their subscriptions.
Supplier bargaining power – Medium. Suppliers of ingredients, packaging materials, refrigeration, logistics, and technology affect operational expenses. Competitors with a larger size have an advantage in price negotiations due to their large volumes. The smaller initial volume of NutriBox might be disadvantageous for negotiation. Nonetheless, using multiple suppliers and launching initially in one geographic market lowers the supply chain complexity.
Threat of substitution – Very high. Substitution poses a significant challenge since customers can cook their meals, buy ready meals from the supermarket, order take-away meals, use restaurant delivery services, or even get alternative meal subscription services. This means that NutriBox must compete with a full customer solution and not only with other meal subscriptions.
In general, Five Forces analysis indicates medium-low attractiveness of the industry for undifferentiated newcomers but higher attractiveness of a differentiating product idea.
[bookmark: _Toc241194571]7.7 PESTLE analysis
· Political: Food businesses function within a food system that is regulated in the UK and involves compliance with food safety and hygiene standards. Online food businesses also fall under the umbrella of food business registration and food safety.
· Economic: Inflation still impacts both customers and NutriBox. The CPI in the UK in July 2026 stood at 2.9%, whereas food and non-alcoholic beverages grew by 1.3% from last year. Restaurants and Hotels also grew by 4.0% (ONS, 2026). 
· Social: Health awareness, busy lifestyles, and preference for convenience are key drivers for the NutriBox concept. Consumers look for food products which will take less time and help them have healthier lifestyles.
· Technological: Online order taking, subscription management, digital marketing and customer data and personalization technologies support the direct-to-consumer food industry. Technologies allow NutriBox to personalize meal recommendations based on customer preferences and purchase history.
· Legal: NutriBox needs to address food safety, allergen information, nutritional claims, data protection issues, subscriptions and consumer rights. The challenges become greater in case NutriBox decides to offer dietary-specific products; thus, “diabetic-friendly” claims should be handled properly.
· Environmental: Packaging, food waste, emissions from delivery services and sourcing are increasingly becoming competitive issues for food delivery firms. NutriBox is able to use eco-friendly packaging materials, delivery route optimization and demand forecasting to minimize wastage.
[bookmark: _Toc241194572]7.8 Industry attractiveness and market gaps
According to the competitive analysis, the UK market is considered attractive from the perspective of consumer demand while the competition in it is rather difficult to handle as of high rivalry, buying power, and substitutability, which make the strategy of competing on the basis of price less attractive (Mesut, 2026). On the other hand, health-related trends, digital orderings, subscription services, and need for convenience create opportunities for successful differentiation.
The main opportunity in the market can be seen in its gap related to combination of ready-to-eat convenience, nutrition-related benefits, personalization of dietary options, and subscriptions (Gupta et al. 2025). Meal kits take care of planning meals and purchasing ingredients while leaving cooking to customers. Takeaways provide convenience while being not so much concerned about planned nutrition. Premium prepared meals help to meet the needs of convenience and health benefits while being quite expensive. Thus, NutriBox will be able to target regular customers that need convenient healthy food without cooking.
[bookmark: _Toc241194573]7.9 Strategic implications for NutriBox
The above analysis has five strategic implications for NutriBox. Firstly, NutriBox should not engage in price wars with large-scale companies such as Gousto. Secondly, NutriBox should focus on the convenience of ready-made products as a unique selling proposition. Thirdly, the issue of dietary personalisation is crucial yet feasible to operate. Fourthly, it would be beneficial to enter the market geographically, starting from Leeds. Fifthly, NutriBox's marketing campaign should emphasise the added value as saving customers' time and promoting healthier food consumption, not being just another subscription for delivery of food products.
In general, although the competitive environment creates certain difficulties, it shows that there is still a possibility for NutriBox. The current competitors are characterised by the availability of scale and awareness; however, the food-delivery market is fragmented by prices, the variety of recipes, premium nutrition and preparation of meals (Tanios, 2021). NutriBox may take advantage of this situation and take a value-for-time niche related to healthy and personalised ready-to-eat food.
[bookmark: _Toc241194574]8. Business Strategy 
[bookmark: _Toc241194575]8.1 Strategic purpose and framework
The objective of this section is to ascertain the strategic position of NutriBox and formulate the most suitable strategy that will enable it to enjoy sustainable competitive advantage within the healthy meal’s subscription business market in the UK. The analysis involves the use of four frameworks. The external analysis framework includes PESTLE and Porter’s Five Forces while the VRIO framework provides the internal analysis perspective. SWOT analysis integrates the external and internal analyses, while the strategic positioning and value proposition framework are used for the formulation of competitive strategy (Sairozie and Sutjipto, 2026).
The frameworks are used sequentially in this study as opposed to independently using each one of them. This is because the external analysis framework is used to identify market opportunities and threats; VRIO framework is used to determine whether NutriBox has the resources to exploit these opportunities or threats; SWOT framework integrates these two frameworks while the strategic positioning framework is used to formulate strategy.
[bookmark: _Toc241194576]8.2 External strategic analysis
The external analysis suggests that NutriBox is positioned in an attractive but very competitive market. It has been identified from section 6 that there are three key demand-pull factors – increasing awareness about health, demand for convenience, and adoption of online purchases of food. According to the Food Standards Agency, 75% of respondents made changes to their eating behaviour due to health in the past year, which included cutting down processed foods and increasing the intake of fruits and vegetables (Food Standards Agency, 2026).
There is, however, a strategic implication due to the economic environment. In July 2026, UK CPI rose by 2.9%, whereas food and non-alcoholic beverages were up by 1.3%. This implies that household expenses have relevance to how much consumers are willing to pay for subscription services (Reuters, 2026). NutriBox thus should not take it for granted that customers would be ready to pay premium prices because the food offered is healthier. The value-for-time aspect should, therefore, be at the heart of the strategy in order for NutriBox to show customers that they are getting good nutrition but also saving time on shopping, preparing and planning their meals.
New technological advancements provide even more opportunities. Through online ordering, management of subscriptions, customer databases and personalized recommendations, NutriBox can reach out directly to its customers and know their dietary preferences and buying behaviour.
Social factors are positive in that professionals have more and more to do with time pressures resulting from work and commuting. The competition, however, is high. HelloFresh, Gousto, Mindful Chef and Green Chef already have strong brands and acquisition capabilities, showing an extensive market for recipe-boxes and meal kits in the UK, and the existing comparison shows significant price and product differences (MindfulChef, 2025).
It is therefore clear from the external environment analysis that there is a demand, but the market entry is not appealing. NutriBox has to focus on solving the customer’s problem rather than developing another food delivery company.
[bookmark: _Toc241194577]8.3 Internal analysis using VRIO
The VRIO model will be used to find out if NutriBox's suggested resources and capabilities can create competitive advantage for the company. The VRIO framework checks if the resources are valuable (V), rare (R), not easily imitable (I), and organised (O). Resources that possess all these four features can potentially offer competitive advantage (Lacaze et al. 2025).
	NutriBox resource/capability
	Valuable
	Rare 
	Difficult to imitate
	Organised to exploit
	Strategic implication

	Healthy ready-made meals
	Yes 
	No 
	No 
	Yes 
	Competitive parity

	Dietary personalisation
	Yes 
	Yes 
	No 
	Yes 
	Temporary competitive advantage

	Flexible subscription model
	Yes 
	No 
	No 
	Yes 
	Competitive parity

	Customer preference data
	Yes 
	Yes 
	Yes 
	No 
	Potential advantage

	Leeds customer relationships
	Yes 
	Yes 
	Yes 
	Yes 
	Potential sustained advantage

	Sustainable packaging approach
	Yes 
	No 
	No 
	Yes 
	Competitive parity

	Nutritional expertise and credibility
	Yes 
	Yes 
	No 
	Yes 
	Potential temporary advantage


Table 4: VRIO Analysis 
(Source: Self-Developed)
From the above analysis, it becomes clear that the healthy ready-to-eat meals by NutriBox are valuable since they meet the time and convenience issues that are highlighted in the market analysis. Nevertheless, other similar products exist in the industry, indicating that this resource is not rare nor easily imitated. Overall, the VRIO analysis shows that there is no sustained competitive advantage currently enjoyed by NutriBox. The only viable avenue through which NutriBox could achieve competitive advantage is through the creation of a competitive advantage progressively by combining customers’ data, market expertise, personalisation, nutritional advantage, and delivery reliability.
[bookmark: _Toc241194578]8.4 SWOT analysis
	Strengths 
	Weaknesses 

	· Healthy ready-made meal proposition
· Focus on busy professionals
· Dietary personalisation
· Flexible subscription model
· Potential use of customer data
· Leeds-focused initial strategy
	· New and unknown brand
· Limited financial resources initially
· No established customer bases
· Limited purchasing economies of scale
· Limited operational experience at launch
· Dependence on delivery efficiency

	Opportunities 
	Threats 

	· Growing health consciousness
· Demand for convenience
· Digital food purchasing
· Personalised diets
· Expansion across UK cities
	· Strong established competitors
· High customer switching
· Takeaways and supermarket alternatives
· Price sensitivity
· Food, packaging and logistics cost inflation


Table 3: SWOT Analysis 
(Source: Self-Developed)
According to the SWOT analysis, NutriBox needs to implement a strength-opportunity (SO) strategy, wherein the company leverages its unique combination of health, convenience and personalised service to take advantage of consumer preference trends. But this strategy needs to compensate for the existing weaknesses and threats. The small size of the business indicates that an early nationwide expansion will raise more risks in operations and finance. High competition and low switching costs indicate that customer acquisition alone is not enough; the company needs retention strategies (Rossi-Hansberg et al. 2021).
[bookmark: _Toc241194579]8.5 Strategy selection
Porter's generic strategies indicate that companies may adopt cost leadership, differentiation, focusing, and a combination of these strategies (Zairbani and Jaya Prakash, 2025). Cost leadership would be inappropriate for NutriBox upon launching due to the advantages of scale that will be available to established firms in terms of economies of purchase and marketing. Trying to sell the product at a low price would result in margins being too low and not give any competitive advantage.
A differentiation strategy for all the UK would also be inappropriate since NutriBox does not have enough resources and brand equity to compete in the whole country. Thus, the most suitable strategy is focused differentiation.
The focused differentiation strategy will be based on:
· Target customer: Professionals aged 25-45 who are busy.
· Geography: Leeds.
· Core problem: Eating healthily when there is not enough time to shop, plan, and cook.
· Solution: Convenient, balanced ready-made meals by subscription.
· Differentiation: Health + personalisation + convenience + flexibility.
· Strategic logic: Local testing → learning from customers → operational optimisation → retention → expansion into other UK cities.
The above method fits in well with the original recommendation of the proposal to start operations in one city only to expand later. Leeds should be seen as a market to learn from, and not merely the first geographic region. The purpose will be to verify the customer acquisition cost, pricing, food tastes, demand for meals, delivery effectiveness and subscription retention.
[bookmark: _Toc241194580]8.6 USP and value proposition
NutriBox's proposed Unique Selling Proposition (USP) is:
“A personalised healthy ready-made meal service for busy professionals which ensures nutritious food without spending time on preparing the meals.”
The positioning “NutriBox: healthy meal delivery service” would not be as strong as the proposed unique selling proposition, because it combines four main features: first, ready-made meals eliminate the need for cooking; second, healthy menus cater to growing consumer interest in healthy eating; third, personalisation provides clients with an opportunity to choose their own dietary category; fourth, flexibility eliminates the rigidity of subscriptions. Thus, the value proposition could be illustrated by the following scheme:
Busy professional → lack of time → inability to keep a healthy diet → NutriBox → personalised ready-made meals → less time spent on planning and cooking + healthier diet + flexible subscription.
The value proposition should be formulated with regard to customer benefits rather than product features. The client does not buy the box of food but rather buys the time.
[bookmark: _Toc241194581]8.7 Competitive advantage
The competitive advantage of NutriBox cannot be linked to a particular product offering because competitors can copy meal categories and packaging. The competitive advantage must therefore be developed as a system of complementary capabilities.
First, NutriBox can differentiate itself through the combination of health and convenience. Recipe boxes rely on the effort of cooking for the customers, whereas takeaways value convenience above nutrition. NutriBox can find itself between the two extremes.
Second, personalisation can help establish stronger relationships with the customers. Customers will choose from categories like high protein, vegetarian, vegan, keto, gluten-free and diabetes-friendly depending on nutritional and legal regulations (Banu et al. 2024). Personalisation will help NutriBox become more relevant for the customer and reduce the chance that customers leave because the menu is not suitable for them.
Third, flexible subscriptions will help retain customers. If the customer has the opportunity to switch plans, cancel and pause their subscription, the customer is less committed to it and more likely to try the service.
Fourth, NutriBox is able to build customer data superiority in the future. The purchasing habits of customers help to find the most liked dishes, customer dietary habits, ordering behaviour, and cancellation trends.
[bookmark: _Toc241194582]8.8 Key success factors and how they will be secured
There are five key success factors that result from the analysis carried out on the external and internal environments of the company.
· Product quality and nutritional authenticity
The first factor to take into account when launching NutriBox is the quality of the meal. The company needs to ensure standardised recipes and ingredients, portion control and nutritional information for all products offered (Naumov, 2023). All supplier's requirements and quality assurance processes need to be established prior to launch. If nutritional claims are made, evidence and compliance are needed.
· Convenience and delivery reliability
Convenience plays an important role for NutriBox customers. Any delay, damage or inconsistency in delivery may ruin customer experience. Therefore, NutriBox needs to launch its services in a concentrated geographical location, establish delivery performance standards and utilize demand forecasting in order to avoid operational inefficiency.
· Competitive and transparent pricing
Since the price sensitivity was highlighted in Sections 6 and 7, NutriBox should consider a tiered subscription model. Customers can choose to receive a different number of weekly meals depending on their budget needs.
· Customer retention
Customer retention, repeat purchases, subscriptions, suspension and cancellation of subscriptions must be evaluated by NutriBox. Feedback from customers must guide menu selection. Personalized recommendations and loyalty programs will create switching costs through relationship building without limiting contracts (Kim et al. 2021).
· Brand trust and digital marketing
As a startup brand, NutriBox requires trustworthiness. Digital marketing strategy for NutriBox must project nutrition, food quality, convenience to customers, and customer experience. Content marketing will prove meal preparation practices, ingredient sources, and dietary choices. Social media and advertising must be focused on the Leeds professional market first, not trying to build nation-wide awareness.
[bookmark: _Toc241194583]8.9 Strategic implementation pathway
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Figure 1: NutriBox Strategic Pathway 
(Source: Self-Developed)
The pathway demonstrates how the external opportunity should be converted into an internally deliverable strategy. Rather than expanding immediately, NutriBox should use Leeds as a controlled testing environment. The planned 8-10 semi-structured interviews can initially validate eating habits, willingness to subscribe, acceptable pricing, dietary preferences and perceived barriers. Importantly, these interviews should be treated as validation evidence rather than assumed market proof until completed.
[bookmark: _Toc241194584]8.10 Securing sustainable strategic fit
The proposed strategy creates a strategic fit between the external opportunity and the proposed capabilities of NutriBox. There is demand for healthier and more convenient foods in the external environment, while the competitive environment indicates that existing brands limit price-based competition. VRIO analysis suggests that the most valuable resources available to NutriBox are neither size nor branding but customer knowledge, personalisation, proper positioning and local relations (Saloko et al. 2023).
Competitive advantage needs to be developed gradually, in three stages. In the first stage, product-market fit has to be created in Leeds (Vlachos and Malindretos, 2023). In the second stage, customer knowledge and experience can refine product offering, prices, deliveries and retention. In the third stage, the successful model can be extended to other cities such as Manchester, Birmingham, London and Glasgow.
Such an approach lowers the risks of expanding too early and helps to develop competitive capabilities which are more difficult for competitors to replicate. The final competitive advantage will consist not only in providing healthy meals but also in creating a comprehensive system based on customer knowledge, personalised nutrition, operational excellence, flexible subscriptions and a healthy brand.
[bookmark: _Toc241194585]8.11 External Strategic analysis
In general, the analysis suggests focused differentiation as the best strategy for NutriBox. The external analysis points out positive demand trends yet strong economic and competitive challenges (Hufnagel, 2023). According to VRIO, NutriBox does not have opportunities for competition through economies of scale, brand reputation and low prices. The SWOT analysis also suggests that the best opportunity for the company is health, convenience, personalisation, and flexibility for a certain target group.
Therefore, the suggested strategy is to enter the Leeds market as a focused one. NutriBox should compete on value for time and not price with ready meals that combine health and personalisation. Success should be achieved with high-quality products, fast delivery, competitive pricing, customer retention, digital marketing and gradual use of customer data.
[bookmark: _Toc241194586]9. Business Model Canvas 
Business Model Canvas (BMC) is a comprehensive tool that gives a systematic description of how NutriBox is able to create, deliver and capture value through its business operation (Healy, 2022). This tool is relevant for NutriBox since it helps link customer requirements with the means and processes necessary for making such a viable healthy meal subscription service profitable. NutriBox is mainly based around busy professionals who are between 25-45 years old and reside in major cities of the UK, and their lack of time, rising health concerns and preference for online purchases make a definite niche market [Refers to Appendix 1]. 
[bookmark: _Toc241194587]9.1 Customer Segments
NutriBox mainly concentrates on busy professionals aged between 25 and 45 in large UK cities. It is an interesting segment to target since busy schedules often limit the amount of time people can spend on meal planning, shopping and cooking. Simultaneously, many consumers become more and more interested in meals which would fit their needs to maintain balanced diets conveniently. Consequently, NutriBox targets customers who appreciate convenience, nutrition, affordability and flexibility.
It is possible to divide the target market into several segments based on diet, lifestyle and shopping habits. For instance, customers may need vegetarian, high-protein, calorie-controlled or just balanced meals. In other words, such segmentation helps NutriBox to offer a more tailored product to customers rather than one-size-fits-all meals. Thus, the company follows the concept of the customer-oriented business model design, where products are developed to solve specific consumer problems.
[bookmark: _Toc241194588]9.2 Value Proposition
The value proposition is an important part of the business model of NutriBox since it provides insight as to why customers would choose its services over those of other companies. NutriBox provides healthy, customised, and balanced meals that can be easily delivered to customers without much effort in meal preparation.
This service is unique in a sense that it integrates health, convenience and digital accessibility. Customers have the option to choose meals according to their personal preferences and use flexible subscriptions instead of long-term binding deals. Sustainable packaging will help make the value proposition even more compelling among environmentally friendly customers (Boz et al. 2020).
Thus, NutriBox is able to solve multiple customer problems: lack of time, inability to stick to a healthy diet and inconvenience in meal preparation. Therefore, NutriBox's value proposition is more compelling than merely a cost-based value proposition. Compared to well-established meal kit providers such as HelloFresh, Gousto and Mindful Chef, NutriBox can use a personalised and convenient value proposition among professionals who need healthy, ready-to-eat food.
[bookmark: _Toc241194589]9.3 Channels 
NutriBox will utilize digital channels for its target customers. There will be an app or website for ordering food. This channel allows customers to check out menu options, customise their meals and choose their subscription plans, along with making payment for it. Social media channels, search ads, and email marketing will help to gain more customers and improve brand recognition.
The delivery service will work as a physical channel for the delivery of food to customers. The integration of both digital and physical channels is critical because the target segment would prefer to place their orders quickly and easily.
[bookmark: _Toc241194590]9.4 Customer Relationships
Customer relationships can be built by NutriBox using personalisation, convenience and constant digital interaction. By subscribing to the services provided by NutriBox, customers can be encouraged to purchase again and again and retain them. Customers can be given personalised meal suggestions, menu changes, reminders and offers depending upon their preferences.
Feedback from customers will also be essential for enhancing menu and service quality. Online assistance to the customers can be provided via email, live chat and social media. Issues related to delivery can be sorted out in this way.
[bookmark: _Toc241194591]9.5 Sources of Income
The main source of income will be weekly or monthly meal subscriptions. Various plans for subscriptions can be developed based on the quantity of meals, their nutrition, and personalisation. Other potential sources of income may be one-time purchases of meals, premium meals, and related add-ons.
The value of the subscription-based plan lies in the fact that recurrent income provides more predictable cash flow. Nevertheless, NutriBox should achieve a balance of affordability and profitability. Moreover, massive expensive pricing will drive away the target audience, while aggressive price competition will cut margins (Naglec et al. 2023).
[bookmark: _Toc241194592]9.6 Key Resources
NutriBox needs physical resources, human resources, technological resources, and intangible resources. Physical resources refer to food products, kitchen, cooling facilities, packaging, and delivery resources. Human resources consist of chefs, food production personnel, nutritionists, marketing staff, and customer service personnel.
Technology is an equally important resource due to the fact that the company relies on technology for its ordering process, payment process, customer data, subscriptions, and personalized recommendations. Nutritional expertise, brand reputation, customer data, and suppliers are some of the intangible resources (Tups and Dannenberg, 2023).
[bookmark: _Toc241194593]9.7 Key Activities
Key activities involve menu design, sourcing of ingredients, food preparation, quality control, packaging, order processing and deliveries. Marketing through the digital platform is also important for attracting and retaining customers.
NutriBox needs to constantly keep track of consumer behaviour and operational efficiency to refine its business model. Key performance metrics like customer retention rates, customer acquisition costs, order sizes, delivery consistency and customer satisfaction will assist management in determining the viability of the business model (Van De Ven, M et al. 2023). 
[bookmark: _Toc241194594]9.8 Key Partnerships
Key partnerships may include food vendors, sustainable packaging vendors, transportation vendors, technology partners and payment service providers. Quality suppliers will help to provide consistent quality and supply of ingredients, and delivery partnerships may ensure that NutriBox reaches a large number of customers geographically without having to invest in an expensive fleet.
Technology partnerships may help to ensure safe payments, customer relationship management, and online ordering. But reliance on outside partners is associated with risks such as rising prices by suppliers or failed deliveries. Therefore, NutriBox must maintain high-quality standards and have other suppliers available.
[bookmark: _Toc241194595]9.9 Cost Structure
Key costs will include ingredients, labour, meal production, packaging, distribution, technology, marketing and administration. Ingredient, packaging and distribution costs will mainly depend on sales levels, while premises, technology and some labour costs may be fixed or semi-fixed (Liu et al. 2021).
NutriBox must adopt a cost-sensitive structure without compromising key elements of the proposition. Economies of scale, efficient sourcing and demand forecasts may help to lower per-customer costs as the customer base grows. In sum, the BMC illustrates how NutriBox is capable of creating value through a combination of health, convenience and customisation, delivering it through digital and distribution channels and capturing it primarily in the form of recurring subscription revenues. This alignment provides a coherent foundation for the proposed business model and supports its potential commercial viability.


[bookmark: _Toc241194596]10. Financial, Marketing & Human Capital Management Plan
[bookmark: _Toc241194597]A. Financial Plan 
[bookmark: _Toc241194598]10.1 Financial Frameworks and Approach
The financial plan employs the tools of cost-volume-profit (CVP) analysis, break-even analysis and sensitivity/ scenario analysis (Polus et al. 2025). The CVP tool will be used to analyze the relationship between sales volume, variable costs, fixed costs and profitability. Break-even analysis will be employed to determine the sales volume necessary for NutriBox to break even and cover its total cost whereas sensitivity/ scenario analysis will focus on the impacts that fluctuations in demand, prices and costs may have on profitability. These tools are well suited to a start-up firm since they help to determine the sales volume that will ensure financial viability.
These forecasts are based on the growth scenario for five years where NutriBox is expected to begin operations from a shared/ commercial food production facility and not from the large stand-alone premises.
[bookmark: _Toc241194599]10.2 Start-up Costs
NutriBox is estimated to require approximately £150,000 in initial start-up expenditure, as shown below.
	Start-up requirement
	Estimated cost

	Kitchen equipment and preparation facilities
	£50,000

	Premises deposit and initial fit-out
	£20,000

	Website, ordering and subscription technology
	£15,000

	Initial ingredients and packaging inventory
	£10,000

	Legal, insurance and food-safety requirements
	£8,000

	Branding and product development
	£7,000

	Launch marketing campaign
	£20,000

	Initial working-capital setup
	£20,000

	Total
	£150,000


Table 4: Start-up Costs
(Source: Self-Developed)
Production capacity is the area that will receive the most capital since quality and reliability of the food is key to the value proposition. Technology is another area to consider given that NutriBox depends greatly on technology to do ordering and subscriptions (Barbiero, 2022). Approximately £500,000 of seed money should be raised by the company, enough to cover costs during startup and even during the customer acquisition stage where there will be losses.
[bookmark: _Toc241194600]10.3 Cost Structure and Revenue Model
Operating costs for NutriBox can be divided into variable and fixed costs. Variable costs will consist of ingredients, packaging, delivery, payment processing and food waste. A cost assumption based on initial calculations of about £6.20 per meal will apply. This will reduce as volume procurement becomes higher due to negotiations and economies of scale.
Fixed costs will consist of salaries, premises, technology, insurance, administration and marketing. Fixed year one operating costs will be around £250,000.
The major revenue source will be subscriptions to weekly or monthly meals as described in the Business Model Canvas. One-off purchases, premium meals and additional products are other sources of revenue. Assumed revenue per meal initially will be £11.50, which will grow gradually due to premium and personalisation offerings.
[bookmark: _Toc241194601]10.4 Price Strategy
NutriBox will implement a value-based and differentiated pricing strategy. Rather than solely competing on price, the firm will use a value-based price that considers convenience and customization. Basic meals will target customers who are price-sensitive, while more advanced and specialized meals such as high protein, special diet, and custom made will help the firm make greater profits (Prasad et al. 2025).
An average price of £11.50 will be appropriate initially in the financial analysis. Average price slowly increases from £11.50 to £12.50 in Year 5 because of increased product range.
[bookmark: _Toc241194602]10.5 Five-Year Financial Projection
	£000
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5

	Meals/orders sold
	25,000
	40,000
	60,000
	82,000
	105,000

	Average revenue/meal
	£11.50
	£11.75
	£12.00
	£12.25
	£12.50

	Revenue
	287.5
	470.0
	720.0
	1,004.5
	1,312.5

	Variable costs
	155.0
	240.0
	354.0
	475.6
	598.5

	Fixed operating costs
	250.0
	300.0
	350.0
	410.0
	480.0

	Operating profit/(loss)
	(117.5)
	(70.0)
	16.0
	118.9
	234.0


Table 4: Five-Year Financial Projection
(Source: Self-Developed)
Based on the forecast, it seems that NutriBox will be running at a loss in its first two years as it establishes itself. It starts earning profits from Year 3, when about 60,000 meals are sold. Operating profits continue increasing until Year 5, when it is estimated to reach about £234,000. The forecast therefore clearly supports a slow scale-to-profit-maximisation approach.
[bookmark: _Toc241194603]10.6 Cash Flow Forecast
Cash-flow planning becomes significant in the sense that profits in accounting do not necessarily mean cash. With £500,000 investment and £150,000 used for start-up costs, there will be about £350,000 left as operating working capital.
	£000
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5

	Opening cash
	350.0
	200.0
	90.0
	56.0
	104.9

	Operating cash flow
	(117.5)
	(70.0)
	16.0
	118.9
	234.0

	Expansion/capital expenditure
	(32.5)
	(40.0)
	(50.0)
	(70.0)
	(80.0)

	Closing cash
	200.0
	90.0
	56.0
	104.9
	258.9


Table 4: Cash Flow Forecast
(Source: Self-Developed)
This forecast reveals that cash will remain positive for the base case scenario, but there is little room for error between Years 2-3. The management needs to guard the working capital and refrain from growing too much without establishing reliable recurring demand.
[bookmark: _Toc241194604]10.7 Break-even Analysis
The break-even point is used to calculate the number of sales that must be generated to recover fixed and variable costs. According to Year 1 assumptions:
Break-even number of meals = Fixed cost ÷ (Selling price – Variable cost)
= £250,000 ÷ (£11.50 – £6.20)
= 47,170 meals approximately
Thus, for NutriBox, 47,170 meals have to be generated annually or 3,931 meals monthly to achieve break-even.
[image: ]
Figure 2: Break-even Analysis
(Source: Self-Developed)
This target is not met by the company in Year 1, which explains the projected loss. In Year 3, however, the volume is expected to reach 60,000 meals and surpass the estimated break-even volume.
[bookmark: _Toc241194605]10.8 Sensitivity Analysis
Sensitivity testing demonstrates the vulnerability of profitability to changes in demand and costs.
	Scenario – Year 3
	Revenue
	Variable costs
	Fixed costs
	Profit/(loss)

	Best case: +15% volume, stronger pricing
	£828.0k
	£401.4k
	£350k
	£76.6k

	Base case
	£720.0k
	£354.0k
	£350k
	£16.0k

	Worst case: −15% volume +10% variable costs
	£612.0k
	£389.4k
	£350k
	(£127.4k)


Table 4: Sensitivity Analysis
(Source: Self-Developed)
From the analysis above, it is clear that the financial risk is customer number. The company should therefore focus on customer retention and subscription rather than only customer acquisition.
[bookmark: _Toc241194606]B. Marketing and sales Plan 
[bookmark: _Toc241194607]10.9 Marketing Framework
The marketing strategy is built on the STP (Segmentation, Targeting and Positioning) framework along with the 7Ps (marketing mix). STP is utilized for recognizing the most attractive customer segments and setting the market position for NutriBox, whereas the 7Ps help to operationalize that positioning.
[bookmark: _Toc241194608]10.10 Target Audience and Positioning
NutriBox will focus on busy executives aged 25 to 45 years living in UK metropolitan areas, especially those who are health conscious but do not have sufficient time to cook their meals. The other secondary target markets will be fitness enthusiasts, vegetarians, high protein consumers, and those searching for calorie-controlled meals.
The proposed positioning strategy is:
“NutriBox: convenient, healthy and personalized meals for busy professionals.”
NutriBox must position itself in between affordable convenience foods and costly health foods services.
Marketing: positioning, segmentation, messaging, 4Ps/7Ps, customer acquisition strategy.
Human Capital: staffing model, organisational structure, HR strategy, labour cost estimates.
[bookmark: _Toc241194609]10.11 Marketing Mix – 7Ps
	7Ps 
	Description 

	Product 
	Balanced, customisable meals; vegetarian, high-protein and calorie-controlled options

	Price 
	Tiered pricing; subscription discounts; premium options

	Place 
	Digital ordering with home/workplace delivery

	Promotion 
	Social media, influencers, paid search, email and referral marketing

	People 
	Trained kitchen, nutrition, customer-service and marketing staff

	Process 
	Simple online ordering, subscription management and reliable delivery

	Physical evidence 
	Sustainable packaging, professional website, nutritional information and customer reviews


Table 5: Marketing Mix - 7Ps
(Source: Self-Developed)
The product strategy clearly aligns with the value proposition presented in Section 9. The pricing strategy will be aligned with accessibility without compromising the margins. The place strategy will be digital-friendly, whereas the promotion strategy will be lifestyle-oriented rather than product-oriented.
[bookmark: _Toc241194610]10.12 Customer Acquisition, Marketing Tactics, Sales Strategy and Budget
Customer acquisition will take place digitally through NutriBox’s campaign that targets busy professionals between the ages of 25–45. Paid advertisements on Instagram, TikTok and Google will be used to create awareness for NutriBox, and SEO, nutritional content, and customer reviews will help increase organic traffic and credibility. Collaboration with micro-influencers who promote healthy lifestyles, whether in fitness, nutrition or at workplaces, will give the product an authentic feel. NutriBox will supplement its digital activities with offline customer acquisition through workplace sampling, gym collaboration, health-related events and corporate collaboration.
Sales strategy will follow the journey of customers from awareness to trial to subscription, retention, and referral. Customers will be offered a discount in their first order to lower the trial cost barrier, followed by subscription incentives to ensure recurring orders. Referral incentives and loyalty rewards will incentivise current customers to attract more customers through referral, which will minimise dependency on paid marketing (Gao et al. 2022).
[bookmark: _Toc241194611]10.13 Marketing Budget
	Activity
	Budget

	Paid social/search advertising
	£15,000

	Influencer/content marketing
	£7,000

	SEO and website content
	£5,000

	Sampling/offline events
	£5,000

	Referral and loyalty incentives
	£5,000

	Marketing analytics/tools
	£3,000

	Total
	£40,000


Table 6: Marketing Budget
(Source: Self-Developed)
This investment supports rapid awareness while the subscription and referral strategy encourages customer retention and recurring revenue.
[bookmark: _Toc241194612]C. Human Capital / HR Management Plan
[bookmark: _Toc241194613]10.14 HR Theories and Frameworks
The company NutriBox will use Human Capital Theory and the AMO model for managing its human resources efficiently. Human Capital Theory looks at employee skills and knowledge as important organisational assets. The AMO model will ensure that employees have the ability through proper recruitment and training, motivation through rewards and incentives, and opportunities through involvement of employees (Kaur and Malik, 2026).
[bookmark: _Toc241194614]10.15 Organisational Structure and Staffing
The NutriBox will have a lean functional organisational structure that will be headed by the Founder/ Managing Director. The organisation will consist of an Operations Manager, Food and Nutrition Manager, Marketing and Sales Manager, Customer Service Manager and three kitchen/ production staff members (Drummond et al. 2021). Delivery will initially be outsourced through logistics partners to avoid incurring high fixed costs.
[bookmark: _Toc241194615]10.16 Recruitment Strategy
Recruitment shall be aimed at individuals possessing qualifications and experience related to food production, nutrition, customer services, and digital marketing. The vacant positions shall be advertised on LinkedIn and specialized job boards as well as at local colleges. Interviews and assessments shall be conducted for better fit and lower staff turnover (Biea et al. 2024).
[bookmark: _Toc241194616]10.17 Training and Development
Staff will be provided with induction training and subsequent training on food hygiene, allergens, health and safety, customer service, sustainability and digital technology. Reviews of employee performance will be carried out regularly in terms of KPIs including food quality, customer satisfaction, waste reduction and customer retention.
[bookmark: _Toc241194617]10.18 Compensation and Cost of Labor
The projected cost of base salaries per year is about £203,000, including £38,000 for the Operations Manager, £32,000 for the Food and Nutrition Lead, £30,000 for Marketing and Sales, £25,000 for Customer Services and £78,000 for three Production workers. Provision must also be made for Employer National Insurance, pension plans, training and other benefits to be provided to employees. The compensation package should be competitive but not exceed the means available to NutriBox at an early stage of development.
[bookmark: _Toc241194618]10.19 HR Policies and Compliance
NutriBox will develop policies on equal opportunity, working hours, employee wellness, health and safety, food hygiene, allergen control, grievances and discipline, data protection and statutory employment rights. Well-designed procedures would minimize operational and legal risk and help build a favourable work environment. In general, the HR strategy creates a sustainable staffing model for NutriBox taking into account the capabilities of the employees and quality of services.


[bookmark: _Toc241194619]11. Operations Plan 
[bookmark: _Toc241194620]11.1 Theories & Frameworks
[image: ]
Figure 3: Total Quality Management Theory 
(Source: Influenced by Oakland et al. 2020)
Lean operations management and Total Quality Management (TQM) theory will be used by NutriBox for the purposes of ensuring efficiency in operations without compromising on the quality of food products (Oakland et al. 2020). Lean management will allow reduction of waste of food items, excessive processing, delays and inventory. TQM theory will ensure constant improvements through standardized processes, customer feedback and quality controls. SCOR (Supply Chain Operations Reference) framework will further aid procurement, production, distribution and returns process for NutriBox.
[bookmark: _Toc241194621]11.2 Operational Workflow
The operations process will follow an order-to-delivery workflow as follows:
· Customer order > Confirmation of menu selection > Planning of ingredients > Procurement > Food preparation > Quality control > Packaging > Order consolidation > Delivery > Feedback from customers
Customer orders will be received through the website or application and consolidated for forecasting ingredient requirements. Kitchen personnel will prepare food according to the set recipe and nutrition guidelines. The prepared foods will then be checked for portion sizes, packaging and other controls prior to dispatching.
[bookmark: _Toc241194622]11.3 Facility Location Strategy
The NutriBox facility will be situated at a centrally located commercial kitchen or a small food production factory, which will be near an important urban customer market in the UK. The facility will be near residential locations, office locations and transport facilities, but the rent and operational costs should be within acceptable levels.
[bookmark: _Toc241194623]11.4 Supply Chain and Sourcing
NutriBox will source fresh vegetables, proteins, grains, sauces and packaging materials from its approved suppliers. There will be multiple sources of critical raw materials to minimise dependence on one supplier. Procurement activities will be based on forecasted demand and performance metrics of the suppliers, such as price, quality, reliability and lead time. Environmentally sustainable and recyclable packaging material suppliers will be in line with the company's position on the environment.
[bookmark: _Toc241194624]11.5 Inventory Strategy
First-in, first-out (FIFO) strategy will be employed to make sure that old items will be exhausted before newer ones (Palanivel et al. 2025). Fresh items will be sourced based on forecasted demand. Minimum and maximum stocks will be established for key ingredients. Digital inventory management will be employed for monitoring of stock positions and procurement requirements.
[bookmark: _Toc241194625]11.6 Quality Control
The TQM principles will be infused across operations. The use of standardised recipes, portion control measures, and documented food safety tests will contribute to achieving consistency. Quality controls conducted by employees will involve testing ingredient quality, cooking temperatures, packaging quality, allergens, and product labelling. Customer complaints will be analysed in order to detect persistent quality issues.
[bookmark: _Toc241194626]11.7 Technology and Systems
The NutriBox company will implement an integrated system for digital ordering, subscription, and inventory management. The customer orders will be communicated to the production schedule via the integrated system, while the inventory system will track ingredient usage and stock. The CRM system will facilitate personalised promotions and retention. Additionally, data analytics will help with demand forecasting and reduction of food wastage.
[bookmark: _Toc241194627]11.8 Logistics and Distribution
Ready-made meals will be packaged in secure packaging and distributed to customers through third-party delivery providers during the initial growth period. The delivery routes will be organized based on geographical clusters and the time frame for deliveries. The temperature control process will be applied whenever it is necessary.
[bookmark: _Toc241194628]11.9 Regulatory and Legal Issues
NutriBox is supposed to meet the requirements for businesses that handle food, such as registering as a food business, food hygiene, information about allergens, food safety methods, traceability, and correct food labelling. This company is also supposed to set up an HACCP-based food safety system in its business, as well as provide food hygiene training to staff members. Other requirements include employment issues, health and safety considerations, consumer protection, and data protection.


[bookmark: _Toc241194629]12. Feasibility Analysis 
[bookmark: _Toc241194630]12.1 Theories and Models
The feasibility of NutriBox is analysed with the help of PESTLE, SWOT, VRIO and Cost-Volume-Profit (CVP) models. PESTLE analysis examines external conditions, SWOT highlights strengths and risks, VRIO determines whether resources are able to generate a competitive advantage, and CVP analyses profitability and breakeven conditions.
[bookmark: _Toc241194631]12.2 Ethical Feasibility
NutriBox is ethically feasible as it is a business that provides convenient and balanced nutritious meals promoting a healthier way of life. It has to deliver correct nutritional information and avoid exaggerations. Sustainable packaging and responsible procurement can decrease its negative influence on the environment (Asim et al. 2022). At the same time, compliance with UK laws concerning food safety, employment, consumer rights and data privacy will ensure safety of the customers and employees.
[bookmark: _Toc241194632]12.3 Market Feasibility
NutriBox faces an attractive market segment since the target group of busy professionals aged 25-45 is likely to be interested in convenient, healthy meals and online purchases. However, it is able to compete only because of customised, affordable meals and subscriptions. Existing companies such as HelloFresh, Gousto and Mindful Chef constitute strong competition. Consequently, NutriBox should focus only on urban markets in the UK.
[bookmark: _Toc241194633]12.4 Operational Feasibility
The proposed concept of a central commercial kitchen, online order system and outsourcing deliveries is operationally feasible. Standardised recipes, inventory control and quality control measures can ensure consistency and reduction in waste. However, reliable suppliers, a skilled workforce, proper refrigeration and food safety measures would be critical to success.
12.5 Financial Feasibility
NutriBox would require start-up capital of approximately £150,000. Considering the average selling price of £11.50 and variable cost of £6.20 per meal in Year 1, the contribution margin would be £5.30. Given fixed costs of approximately £250,000, the break-even point comes at 47,170 meals per year, which translates into 3,931 meals per month. Though the company would make losses in Years 1 and 2, the forecasted profit from Year 3 implies financial feasibility.
[bookmark: _Toc241194634]12.6 Strategic Fit and Risks
NutriBox aligns well with growing trends in convenience, healthy food and online technology. The subscription model allows the company to earn recurring revenues and collect data for customisation purposes. The key risks include competition, food price inflation, food waste, customer churn, delivery issues and non-compliance with regulations.
[bookmark: _Toc241194635]12.7 Risk Mitigation 
Risks could be mitigated through multiple sourcing, demand forecasting, use of the FIFO method, food safety audits, and standardised production processes. Loyalty programs and personalised promotions would help to retain customers, while expanding slowly would limit financial risks. In general, NutriBox could be regarded as an achievable and potentially sustainable business venture as long as it manages its costs and other aspects well.


[bookmark: _Toc241194636]13. Implementation Plan 
[bookmark: _Toc241194637]13.1 Theories and Frameworks
In the implementation of NutriBox, project planning using the Gantt method and PDCA Cycle approach would be applied. The Gantt method involves scheduling activities according to specified time intervals, while the PDCA cycle approach would enable the management to experiment on processes and learn from the results obtained (Taufik, 2020).
[bookmark: _Toc241194638]13.2 Phased Implementation Timeline
The implementation schedule was designed taking into consideration the approved research methodology and the time frame for the Business Development Proposal. Prior to conducting any research, the Ethics was approved by the Ethics Committee in 28th of July 2026. The research was then conducted from 3rd of August 2026 and finalized in 21st of September 2026. 
The research includes secondary qualitative and quantitative research. The implementation process also included data processing, thematic analysis and synthesis of the data within the Business Development analysis.
	Phase
	Timeline
	Key Activities
	Expected Output / Milestone

	1. Research Preparation and Secondary Data Planning
	3–9 August 2026
	Finalise the research objectives, research questions and secondary-data collection strategy; identify relevant secondary sources; establish inclusion criteria for selecting reliable and relevant academic, industry, government and company sources; prepare the structure for data collection and analysis.
	Research methodology and secondary-data collection strategy finalised; relevant data sources identified.

	2. Secondary Data Collection and Market Analysis
	10–30 August 2026
	Conduct a systematic collection and review of secondary data from sources including the Office for National Statistics (ONS), NHS England, Mintel, IBISWorld, government publications, academic journals, company documents and reliable market research publications. Analyse market size, consumer behaviour, health and food trends, pricing, inflation, competitor activities and subscription-service trends.
	Relevant secondary data collected, reviewed and organised to support market opportunity assessment and validation.

	3. Data Processing and Organisation
	17 August–6 September 2026
	Organise and classify the collected secondary data according to the research objectives and key areas of analysis. Check the relevance, credibility, publication dates and consistency of sources; compare information from different sources and identify recurring findings, trends and differences in the available evidence.
	Secondary data systematically organised, assessed and prepared for detailed analysis.

	4. Data Analysis and Business Evaluation
	31 August–14 September 2026
	Conduct descriptive, comparative and thematic analysis of the secondary data; identify recurring themes and market patterns; analyse market trends, consumer behaviour, pricing, competition and economic conditions; apply relevant business frameworks including JTBD, PESTLE, Porter’s Five Forces, Value Proposition Canvas and Business Model Canvas.
	Key market themes, trends and business insights identified and integrated into the NutriBox business analysis.

	5. Findings Integration and Finalisation
	15–21 September 2026
	Interpret the research findings and assess their implications for NutriBox’s customer needs, market opportunity, competitive positioning, pricing considerations, dietary requirements and commercial feasibility. Formulate conclusions and recommendations based on the secondary evidence and complete the final review of the proposal.
	Secondary research completed and findings incorporated into the final Business Development Proposal, with conclusions and recommendations supported by available evidence.



Table 7: Phased Implementation Timeline
Source: Self-Developed

[bookmark: _Toc241194639]13.3 Short- and Long-Term Priorities
The short-term priorities will revolve around complying with all regulatory requirements, sourcing reliable suppliers, product testing, recruitment, technology installation and acquiring customers (Knaster and Leffingwell, 2020). Long-term priorities include increased manufacturing capability, enhancing customer retention, forming corporate partnerships and entering new urban locations in the United Kingdom.
[bookmark: _Toc241194640]13.4 Resources to Be Allocated
A total start-up capital of £150,000 will be used in purchasing kitchen equipment, office space, technology, inventory, compliance, and launch operations. In terms of human resources, initially there will be management personnel, nutritionists, marketing personnel, customer service personnel and production workers. Delivery services will be contracted out. The earlier allocated £40,000 will be used for marketing purposes.
[bookmark: _Toc241194641]13.5 Monitoring and Performance Indicators
Performance will be tracked using KPIs that include monthly orders, cost of acquiring customers, subscription conversions, customer retention rate, average order value, percentage of food waste, performance in delivery, satisfaction of the customers and monthly revenue. Management will be reviewing KPIs on a monthly basis, comparing them with the actual performance against targets. The PDCA cycle will be employed to correct any underperformance. Quarterly reviews by management will indicate whether NutriBox should expand or not (d Paul Batalden, 2023).
[bookmark: _Toc241194642]13.6 Gantt Chart
	Research Activity
	3–9 Aug
	10–16 Aug
	17–23 Aug
	24–30 Aug
	31 Aug–6 Sep
	7–13 Sep
	14–20 Sep
	21 Sep

	1. Final preparation after ethics approval
	■
	
	
	
	
	
	
	

	2. Participant identification & recruitment
	■
	■
	
	
	
	
	
	

	3. Participant information & consent
	■
	■
	
	
	
	
	
	

	4. Semi-structured interviews (8–10 participants)
	
	■
	■
	■
	■
	
	
	

	5. Interview transcription & anonymization
	
	
	■
	■
	■
	■
	
	

	6. Thematic analysis of interview data
	
	
	
	
	■
	■
	■
	

	7. Secondary research & market analysis
	■
	■
	■
	■
	■
	■
	
	

	8. Integration with business frameworks
	
	
	
	
	
	■
	■
	

	9. Findings, conclusions & recommendations
	
	
	
	
	
	
	■
	■

	10. Final review and completion
	
	
	
	
	
	
	
	■
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[bookmark: _Toc241194643]14. Conclusion & Recommendations 
[bookmark: _Toc241194644]14.1 Conclusion
It can be concluded from the analysis that NutriBox has great potential in terms of its commercial success in the form of a healthy meal subscription service for busy professionals in the UK. The frameworks used, such as PESTLE, SWOT, VRIO, Business Model Canvas, and Cost-Volume-Profit analysis, proved to be useful in analysing the external environment, competitive position, business model and financial viability. The use of frameworks made it possible to understand the opportunities in the area of growth in demand for healthy and convenient meals and the challenges faced by the company in the form of tough competition, inflation, cost of ingredients, and customer retention. NutriBox has found a niche between meal kits, takeaways, and gourmet prepared meals.
[bookmark: _Toc241194645]14.2 Recommendation
The general recommendation is GO but provisionally. NutriBox should first introduce its products in Leeds and not across the whole country immediately. With the startup capital needed amounting to £150,000 and the break-even point of about 47,170 meals per year, financial feasibility is possible, even though the business would incur losses for the first two years and become profitable from Year 3. Success will be possible only if operating expenses are controlled, quality of food maintained, deliveries are efficient, prices are reasonable and there is good customer retention.
Training and development also consider food hygiene, allergen and sustainability training and digital systems, and ensure that staff are trained appropriately in food service skills and customer service. Therefore, introduce regular reviews of performance and training to ensure the quality of service and ability of staff to retain customers.
[bookmark: _Toc241194646]14.3 Future Research
The assumptions of this proposal must be validated by customer research and piloting. The proposed customer interviews will cover subscription interest, pricing, meal options, nutrition requirements, and delivery preferences. Other customer research is needed to calculate customer acquisition costs, retention, food wastage, and customer satisfaction. Customer data from the Leeds piloting effort must be analysed before moving on to other cities across the UK. If the pilot proves to have enough demand, profitable margins, and satisfactory retention, NutriBox can gradually grow into markets like Manchester, Birmingham, London, and Glasgow.


[bookmark: _Toc241194647]15. Reflection
[bookmark: _Toc241194648]15.1 My Experience
Creating the NutriBox business proposal proved to be an educational experience since it entailed transforming my general concept of business into a detailed commercial proposal. In this regard, I analysed the UK market for healthy foods and meals delivery services, identified my potential customers (busy professionals aged 25-45), and applied various frameworks to develop a business proposal. These frameworks include JTBD, PESTLE, Porter’s Five Forces, Value Proposition Canvas, SWOT, VRIO and Business Model Canvas. It was helpful to apply these business models consecutively to see the relationships between external environment, customer needs, and internal competences.
It was also helpful for me to examine the feasibility and implementation aspects of the process. CVP analysis allowed me to calculate the necessary finances and break-even point, and the Gantt chart – organize the implementation stages. The suggested PDCA cycle has demonstrated the importance of testing, gotten feedback, and making improvements rather than implementing the plan without any changes.
[bookmark: _Toc241194649]15.2 What I Have Learned
First of all, one of the things I have learned is that just a good idea does not necessarily make for a commercially successful venture. NutriBox has opportunities due to demand in terms of healthy, convenient and online food shopping, but at the same time, there are numerous competitors, price issues and risks associated with operations.
I learned that different analytical approaches offer a unique perspective on the problem. Thus, VRIO analysis indicates that NutriBox does not have a sustainable competitive advantage from the start. Customer knowledge, personalization, reliable deliveries and high standards of operation have to be developed.
Moreover, the project has helped me understand the importance of having evidence. The planned 8-10 semi-structured interviews will confirm customer's eating habits, subscription willingness, prices and food preferences. Assumptions cannot be taken for proven market evidence until they are validated.
[bookmark: _Toc241194650]15.3 Things I Would Do Differently Next Time
In case I were to do the same project once again, I would carry out secondary research earlier and use the results obtained from the research in the course of writing the proposal. I would also gather more data regarding customers' willingness to pay and preferred meals and subscription options.
Moreover, I would consider testing financial assumptions using various scenarios rather than focusing on forecasted figures mostly. I would also allocate more time for researching the competition and assessing the risks involved. Lastly, I would make use of the pilot phase more in order to make further decisions regarding the expansion.
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[bookmark: _Toc241194654]Appendix 2: NutriBox Marketing Flyer
	Feature
	NutriBox Offer

	Target customers
	Busy professionals aged 25–45

	Core benefit
	Healthy, convenient and personalised ready-made meals

	Meal choices
	High-protein, vegan, vegetarian, keto, gluten-free and diabetic-friendly options

	Subscription
	Flexible weekly or monthly plans

	Flexibility
	Customers can pause, change or cancel their subscription

	Delivery
	Home or workplace delivery through digital ordering



“NutriBox: convenient, healthy and personalized meals for busy professionals.”


[bookmark: _Toc241194655]Appendix 3: Social Media Advertisement
	Element
	Sample Content

	Platform
	Instagram / TikTok

	Headline
	Too busy to cook? Choose NutriBox.

	Main message
	Healthy, ready-made meals designed for busy professionals.

	Meal options
	High-protein • Vegan • Vegetarian • Keto • Gluten-free

	Call to action
	Choose your meals → Select your plan → Get them delivered

	Trial message
	Introductory offer available for new customers.

	Hashtags
	#NutriBox #HealthyMeals #MealSubscription #BusyProfessionals





[bookmark: _Toc241194656]Appendix 4: Sample Weekly Menu
	Category
	Sample Meal

	High-protein
	Chicken, brown rice and roasted vegetables

	Vegan
	Chickpea curry, quinoa and mixed vegetables

	Vegetarian
	Paneer, brown rice and seasonal vegetables

	Keto
	Herb chicken, cauliflower mash and green vegetables

	Gluten-free
	Grilled salmon, quinoa and roasted vegetables

	Diabetic-friendly
	Lean protein, whole grain and non-starchy vegetables





[bookmark: _Toc241194657]Appendix 5: Customer Subscription Plan

	Plan
	Meals
	Indicative meal value
	Customer flexibility

	Weekly Starter
	5 meals/week
	5 × £11.50 = £57.50
	Pause / change / cancel

	Weekly Plus
	10 meals/week
	10 × £11.50 = £115.00
	Pause / change / cancel

	Monthly Flexible
	Custom quantity
	Based on £11.50 average/meal
	Change meal choices and plan

	Premium / Special Diet
	Custom quantity
	Premium pricing may apply
	Personalised meal selection





[bookmark: _Toc241194658]Appendix 6: Marketing Campaign Plan
	Activity
	Channel
	Purpose
	Budget

	Paid advertising
	Instagram, TikTok, Google
	Build awareness and generate trials
	£15,000

	Influencer/content
	Micro-influencers and content
	Build credibility and reach health-conscious customers
	£7,000

	SEO/content
	Website and search
	Increase organic visibility
	£5,000

	Sampling/events
	Workplaces, gyms, health events
	Encourage product trial
	£5,000

	Referral/loyalty
	Existing customers
	Support retention and referrals
	£5,000

	Analytics/tools
	Marketing technology
	Measure campaign performance
	£3,000

	Total
	
	
	£40,000



Customer journey
	Stage
	Marketing Action

	Awareness
	Paid social/search advertising and influencer content

	Trial
	Introductory offer and workplace/gym sampling

	Subscription
	Subscription incentives and personalised meal options

	Retention
	Email communication, loyalty rewards and customer feedback

	Referral
	Referral incentives and customer reviews
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