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[bookmark: _Toc223286080]Executive Summary
Desi Tadka Kitchen Pvt Ltd is a company based in Birmingham and it offers a hyper-local meal delivery services through personalised weekly meal plans that are tailored using data insights. As opposed to other companies that use fixed recipes, Desi Tadka changes its menu based on what customers want, their health goals, what ingredients are fresh and available, and what people say in real time. The business is aimed at urban professionals between 25 and 45 years old who want convenience, better health, and to buy things in a more sustainable way. Desi Tadka runs as a stratup and needs £52,000 to set up a kitchen, build its online platform, and start focused marketing efforts. Desi Tadka offers a unique and expandable option in the United Kingdom’s meal subscription market by using lean operational methods along with sourcing food from very nearby areas.
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Business Overview
The name of the proposed business will be Desi Tadka Kitchen Pvt Ltd which will operate as an entrepreneurial venture which is hyper-local and offers meal services based on a subscription models to consumers in the United Kingdom (UK). The company will provide weekly meal kits as well as prepared meal packages after personalising the services as per the diet targets and patterns of lifestyles while also gaining feedbacks in the real time. As opposed to competitors who offer fixed menu products and services, the proposed business will adopt a strategy based on lean principles so that improvements can be done continuously and feedbacks from consumers will help in optimising the menu on a weekly basis as suggested by Ries (2011). It will help in reducing waste of food adaptively and also make sure that consumers are retained viably. The company offers a value proposition which will address the ‘pain points’ of consumers through properly planned solutions as recommended by Osterwalder and Pigneur (2010). Since the urban professionals may often face time constraints, inconsistency in quality of their diet, and limited accessibility of produces that are sourced locally, the Desi Tadka will offer appropriate solutions. Such challenges will be addressed through integration of supply chain networks that are hyper-local. Moreover, effective data analytics will also be utilised for making sure that meals aligned with nutritional needs and they respond to seasonal demands. Strategically, the business model is based on combining stable revenue generation through subscriptions and enhancement of production efficiency on the basis of demands so that the potential risks of over-stocking can be addressed as suggested by Johnson et al. (2017). The value proposition aspects are outline in the Table 1 below:
Table 1: Value Proposition Summary
	Customer Need
	Desi Tadka Solution

	Time scarcity
	Ready-to-cook adaptive meals

	Generic meal kits
	Weekly personalised optimisation

	Sustainability concerns
	Hyper-local seasonal sourcing

	Food waste
	Data-driven demand planning



[bookmark: _Toc223286082]Legal Format and Management Structure
The business will be incorporated in the form of a Private Limited Company (Pvt Ltd) startup so that liabilities of shareholders are reduced and the company can gain better access to external sources of funding as will improved credibility among investors as highlighted by Scarborough and Cornwall (2019). The operations of Desi Tadka will be guided by a lean structure which Mintzberg (1980) has recognised for offering better control and effective long-term viability. The founder of this start-up will also be its Managing Director who will have the responsibility to oversee strategies and partnerships with suppliers. The Operations Manager will be responsible for manging different activities related to operations of the kitchen and the company’s logistics. Additionally, the Digital Marketing Executive will have the responsibility to handle the aspects of acquiring customers and engaging them. Finally, the kitchen staff will prepare food and manage quality control of meals.
[bookmark: _Toc223286083]PESTLE Analysis and Competition
The business domain of meal-kits and ready-to-cook products as well as services in the UK market has high significance and it is consistently growing. A report by Grand View Research (2024) suggested that this market was worth around 1.45 billion USD in 2024 and it is expected to reach over 3.57 billion USD with a CAGR of 9.4% by the year 2033. Meanwhile, online grocery and food delivery organisations at a broad scale are also experiencing extensive growth. Nonetheless, the consumers are demanding more convenience while established entities like HelloFresh, Gousto, and Mindful Chef have a dominating presence in terms of their percentage of overall proportion in the food delivery services as reported by Gunther (2024). According to the UK Government (2026), the scenario is compelling the incumbent entities to diversify into the domains of offering ready-to-cook meals since the consumer behaviours are rapidly changing in this regard. The consumers are increasingly leaning towards products and services that offer nutrition and strategically developed plans for meals in a tailored way. Amiri et al. (2023) have observed that the use of artificial intelligence (AI) and designed algorithms can help in developing personalised meal plans that engage consumers better and enhances usability. The demand for such customised offers are increasing rapidly. Accordingly, personalised offers assist in addressing the demands of consumers and providing Desi Tadka with a competitive advantage by filling a gap in the market. From the operational perspective, the aspects of stable supply and high-quality nutrition have extensive significance. Nixon and Ensaff (2024) have noted that there are significant variabilities in the nutrient profiles of the available meal-kits in the market and it suggests that the aspect of nutrition should be managed with proper oversight thoroughly. Hence, the supply chain network needs to be resilient so that costs of ingredients can be reduced and volatilities can be managed. Since Desi Tadka will try to sources the produces majorly from local suppliers, emissions related to transportation will be reduced, lead times will be brought down, and the supply chain will be managed better. Along these lines, a short PESTEL analysis for the business has been done and the key points are outlined below:
Political: Th regulations around food safety and the incentives for procuring from local suppliers are increasingly influencing the food organisations in the UK (Gunther, 2024).
Economic: Inflation in prices of ingredients and stability of revenue generated through subscriptions would have implications for the food companies like Desi Tadka.
Social: Consumers are continuously showing increasing demands for personalised services and convenience for healthy options as suggested by Nixon and Ensaff (2024).
Technological: It would be viable for meal service organisations in the UK to focus on data analytics capabilities and adaptive menus to cater to dynamic consumer preferences (Amiri et al., 2023).
Environmental: Consumers are increasingly showing preference for low-food-mile sourcing in line with sustainability needs as suggested by the UK Government (2026)
Legal: The companies need to adhere to the GDPR regulations while also remaining compliant to food hygiene regulations for better growth.
[bookmark: _Toc223286084]Marketing Plan
The strategically developed marketing plan for Desi Tadka has been created on the basis of Kotker and Keller’s (2016) segmentation, targeting, and positioning (STP) model. The segmentation of the market is based on demographic and behavioural factors with a concentration on urban professionals from the age group of 25-45 years. These consumers also have a disposable income ranging from the medium to a high level while also having high health consciousness. The behaviourally viable factors to be focussed on include need for convenient, sustainably viable consumption patterns, and tailored offers of nutrition profiles. The targeting strategy of Desi Tadka prioritises consumers who show high levels of digital engagement and who reside or work within 10-15 miles radius of Birmingham so that deliveries can be done feasibly. The brand’s positioning is based on the message of “Designed Around You. Sourced Around You.” It will help in communicating the identity of the brand as hyper-local and focussing on personalised offers so that differentiation can be achieved from other competitors who mainly operate with a standardised approach. Regarding the aspect of marketing communications, digital channels will be the primary mediums for making sure that cost efficiency is optimised and performances can be measured objectively. The brand will promote advertisements on social media platforms, collaborate with different influencers (mainly fitness trainers from Birmingham region), give incentives for referrals, and offer personalised recommendations through emails. This will help in acquiring more customers and retaining them for sustainable growth. Moreover, the subscription-oriented marketing approach of Desi Tadka will extensively concentrate on relationship marketing and engaging consumers in the long run as opposed to focussing on one-time monetary transaction as suggested by Grönroos (2017). Hence, the brand will utilise feedbacks loops and tailored communication strategies to create perceived value from consumer perspectives in line with Tzuo and Weisert’s (2018) recommendations. The premium-level marketing strategy will a focus on differentiation as per the 4Ps model is demonstrated in Table 2 below:
Table 2: Marketing Mix (4Ps)
	Element
	Strategy

	Product
	Adaptive, hyper-local meal kits

	Price
	£55/week premium subscription

	Place
	Direct-to-consumer online model

	Promotion
	Social media, referrals, influencer partnerships



[bookmark: _Toc223286085]Financial Plan
The finances of Desi Tadka is designed in such a manner that it will support potential growth prospects of the brand in the long run while also making sure that the operations are efficient adequately. The cashflow for the first month of operations has also been forecasted and presented in the Figure 1 below:
[image: ]
Figure 1: Cashflow for First Month Operations of Desi Tadka
The table above gives all the detailed forecasts for different items or aspects of cashflow for the first month of operations of Desi Tadka. It is also forecasted that the net cash flow after the first month will be 28,850 GBP (positive) and later months will also potentially follow the similar trend. Thus, the business idea will be highly feasible and cater to the target consumers in a sustainable as well as profitable manner.
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CASH FLOW

Loan- start up capital £30,000
Sales (total sales of product and/or services) £17.600
Other £22,000
Total cash in-flows (A) £69,600

Cash out-expenses.

Rent or premises costs

Business rates for your business premises

Utilities (gas, electricity, water)

Insurance

Telephone and internet

Marketing and adve

[Vehicle running costs

Equipment purchase or leasing

Postage, printing, st

Transport and delivery

Professional fees (legal, accounting etc.)

Cost of sales (Cost of product)

[Wages your own

Staff wages

[Any other

Total cash out flows (B)

£28,850





