1. Market Segmentation

To effectively tailor our product and message, we will segment the market using demographic, psychographic, geographic, and behavioral criteria:

Demographic Segmentation:
· Age: 25–45 years old
· Income: Middle to upper-middle income households (annual income £30,000–£80,000)
· Occupation: Working professionals, young couples, busy parents

Psychographic Segmentation:
· Health-conscious individuals who value convenience and nutrition
· Environmentally aware consumers who seek sustainable products
· People who enjoy cooking but dislike planning and grocery shopping

Geographic Segmentation:
· Urban and suburban areas with access to reliable delivery logistics
· Initial launch in major cities (e.g., London, Manchester, Birmingham) with high population density

Behavioral Segmentation:
· Consumers who already use food delivery or subscription services
· Early adopters of wellness or lifestyle-focused services
· Tech-savvy users who prefer managing subscriptions online

2. Targeting

Primary Target Segment:
· Young professionals and working couples (aged 25–40) living in urban areas

Why This Segment?
· Time-poor but health-conscious and willing to spend on convenient, high-quality meals
· Familiar with digital subscription models
· Actively engaged on social media and receptive to trendy, value-driven brands
· High potential for brand loyalty and word-of-mouth marketing

Secondary Segment:
· Busy parents (aged 30–45) seeking healthy meal options for their families
· Looking for time-saving solutions that also promote home-cooked meals

3. Positioning

Unique Value Proposition (UVP):

“Healthy, sustainable meals made easy. Delivered fresh, cooked by you in minutes.”

Differentiators from Competitors:
· Focus on nutrition and dietary customization (vegan, low-carb, gluten-free)
· Locally sourced, organic ingredients where possible
· Eco-friendly packaging and waste-reduction commitments
· Flexible subscription plans with pause or skip options
· Step-by-step recipes designed for minimal prep time (under 30 minutes)

Brand Perception Goal:

We want customers to perceive FreshFork as a smart, responsible, and empowering choice that aligns with their lifestyle and values—making healthy eating effortless.

4. Reaching Your Audience

Marketing Channels:
1. Social Media Marketing
· Platforms: Instagram, TikTok, Facebook
· Strategy: Share recipe videos, customer testimonials, sustainability stories
· Run paid ads targeting interests like “healthy eating,” “meal prep,” and “eco-friendly living”
2. Influencer Partnerships
· Collaborate with micro-influencers in the health, fitness, and food niches
· Sponsored unboxings and meal prep demos to increase credibility and reach
3. Content Marketing
· Blog with tips on healthy eating, sustainability, and meal planning
· SEO-optimized recipes and guides to boost organic traffic
4. Email Marketing
· Lead magnets (e.g., free 3-day meal plan download) to grow list
· Weekly emails featuring meal previews, discounts, and nutrition tips
5. Local Partnerships
· Collaborate with fitness studios, co-working spaces, and eco-friendly retailers
· Offer referral discounts to their members/customers

5. Promotion Strategy
· Introductory Offers
· 30% off the first two boxes + free shipping
· Referral Program
· £10 off for both the referrer and the new customer
· Limited-Time Campaigns
· “Healthy Habits Challenge” encouraging users to post their meals for a chance to win a month’s subscription
· User-Generated Content
· Run social challenges like “FreshForkFix” to encourage customers to share photos of their meals
· Seasonal Launch Events (virtual or in-person)
· Online cooking workshops with nutritionists or local chefs

