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[bookmark: _Toc213157685]1) Executive Summary
This report assesses Oddbox, a UK-based B Corp combating food waste by rescuing surplus produce from farms and delivering it to consumers. While its ethical brand and efficient sourcing are strengths, challenges include high logistics costs, limited reach, and scalability. SWOT, PESTEL, and Ansoff analyses identify Market and Product Development as key strategies. Recommended actions include regional hubs, a click-and-collect app, value-added products, and B2B expansion. Guided by stakeholder alignment, execution frameworks, and feedback loops, these strategies aim to boost Oddbox’s regional growth, financial stability, and environmental impact in the UK’s sustainable food sector.
















[bookmark: _Toc213157686]2) Introduction to Oddbox: Overview, Products, Services, Business Model, and Unique Value Proposition
Oddbox is a London-based, B Corp-certified food-waste business founded in 2016 by Emilie Vanpoperinghe and Deepak Ravindran to tackle the UK’s problem of edible fruit and veg being rejected for cosmetic or surplus reasons (Oddbox, 2025c). It has 60 employees and partners directly with UK (and some EU) growers each week to find out what produce is “too odd” (size/shape/colour) or “too many” (surplus to supermarket orders), rescues it, and delivers it overnight to households through a subscription fruit-and-veg box model across London, the South and the Midlands (Oddbox, 2025). 
· [bookmark: _Toc213157687]Products & services: Oddbox operates a flexible subscription model offering fruit, vegetable, and mixed boxes made from surplus or imperfect produce sourced directly from UK and European farms. Customers select box size and frequency, weekly or fortnightly, with contents varying based on seasonal availability. Orders are managed through the Oddbox website, allowing previews, swaps, and add-ons. Deliveries arrive overnight in recyclable, plastic-free packaging, typically before 7 a.m. Payments and delivery charges are automated, with options to pause or cancel anytime. Each delivery includes an impact summary showing food rescued and CO₂e saved, reinforcing Oddbox’s commitment to sustainability and convenience (Oddbox, 2025a).
· [bookmark: _Toc213157688]Business model: Oddbox runs a direct-to-consumer subscription model where customers pay per recurring delivery, Oddbox aggregates demand, then sources directly from growers at a discount because it is taking otherwise unmarketable produce (Oddbox, 2024). This “grower-led” sourcing flips the usual supply chain (it asks farmers what’s spare, not tells them what to grow), which keeps procurement costs low and supply flexible. 
· [bookmark: _Toc213157689]Uniqueness: Oddbox’s supply chain reduces farm-level food waste by sourcing surplus and imperfect produce directly from growers instead of meeting supermarket standards. This grower-led model cuts waste, ensures fair returns for farmers, and promotes sustainability as a certified B Corp. Oddbox avoids air-freighted imports, sources mainly from the UK or low-emission European routes, and uses fully recyclable, plastic-free packaging. It also reports rescued produce volumes and CO₂e savings to customers, emphasizing transparency and climate impact (Oddbox, 2017).
· Corporate Social Responsibility: CSR of Oddbox is central to its mission and business model. The company tackles food waste by rescuing surplus and cosmetically imperfect produce directly from farms, preventing thousands of tonnes of fruit and vegetables from going to waste each year. Since food waste contributes roughly 10% of global greenhouse gas emissions (Oddbox, 2025b), Oddbox’s work delivers measurable environmental benefits by cutting both waste and emissions at source. Oddbox supports farmers by offering a fair market for unsold or rejected produce and it donates leftover produce to FareShare and City Harvest, ensuring zero waste (Oddbox, 2017).
[bookmark: _Toc213157690]3) Strategic Direction and Goals: Vision, Mission, and Objectives
Strategic direction and goals expressed through a clear vision, mission, and objectives provide coherence, guide resource allocation, and align stakeholders toward achieving long-term organizational success (Johnson, Scholes and Whittington, 2008).
[bookmark: _Toc213157691]Vision
Oddbox envisions a sustainable food system where no edible produce is wasted and every piece of fruit or vegetable is valued. The company aims to reshape public perception of food waste by promoting a culture of environmental awareness, fairness, and shared responsibility across the entire supply chain.
[bookmark: _Toc213157692]Mission
Oddbox aims to tackle food waste at its source by rescuing surplus and imperfect produce from UK farms and delivering it to households. With food waste contributing nearly 10% of global greenhouse gas emissions and about 1.2 billion tonnes of produce lost annually on farms, the company empowers consumers to take part in solving this climate issue. Through partnerships with growers, Oddbox reduces waste, supports sustainable farming, and promotes climate-positive consumption (Oddbox, 2025b).
[bookmark: _Toc213157693]Objectives
Reduce Food Waste at the Source: Address the 25% of the UK’s food waste that occurs on farms by collecting produce that is “too odd” or “too many” (Oddbox, 2025b)
Support Farmers: Offers a fair, flexible, and reliable secondary market for surplus crops, reducing on-farm losses and improving farmer income stability.
Lower Environmental Impact: Avoids air-freighted imports, source mainly within the UK or via low-emission European routes, and use recyclable, plastic-free packaging.
Empower Consumers: Delivers subscription rescue boxes that allow customers to directly reduce waste while encouraging responsible consumption.
Enhance Transparency and Impact: Reports total kilos of rescued produce and CO₂e savings to reinforce consumer trust and environmental accountability.
Maintain Social Responsibility: Donates any unsold produce to FareShare and City Harvest, ensuring zero waste and community benefit.
[bookmark: _Toc213157694]Strategic Direction
Oddbox’s strategic direction is centred on creating a sustainable and circular food economy. The company reverses the traditional supply chain by prioritising growers’ surplus rather than retail specifications, reducing waste at the earliest production stage. This bottom-up approach supports farmers, lowers emissions, and strengthens community awareness about sustainable consumption.
[bookmark: _Toc213157695]4) Environmental and Competitive Analysis: Internal (SWOT, Value Chain) and External (PESTEL, Porter’s Five Forces) Assessment
According to Shatilo (2020), an organization functions within both internal and external environments, where the internal environment shapes its growth and operations, while the external environment supplies resources and influences decision-making, innovation, and overall performance.
[bookmark: _Toc213157696]Internal Environment 
The internal environment refers to all factors within an organization that influence its operations and success, such as human resources, leadership, corporate culture, technology, and internal processes. It determines how effectively a company uses its resources and responds to challenges (Atuahene et al., 2023).
[bookmark: _Toc213157697] SWOT Analysis
SWOT analysis is a strategic tool used to match an organisation’s internal strengths and weaknesses with external opportunities and threats to support informed strategic decision-making (Pickton and Wright, 1998).
Strengths
· Strong Ethical Brand Identity: Oddbox has built high trust among sustainability-conscious consumers through its clear purpose of reducing food waste and its B Corp certification, which signals verified ethical and environmental standards.
· Efficient Grower Partnerships: The grower-led model allows flexible sourcing, helping Oddbox access surplus produce at low cost while strengthening long-term relationships with farmers.
· Transparent Impact Measurement: The company differentiates itself by publishing impact reports that show kilograms of produce rescued and CO₂e saved, increasing credibility and customer loyalty.
· Loyal Subscription Base: Its recurring delivery model ensures stable revenue and strong retention among urban, eco-conscious customers.
· Agile Operations: Weekly communication with farmers enables quick response to crop surpluses, cancellations, or unexpected harvest variations.
Weaknesses
· Limited Regional Coverage: Oddbox currently operates mainly in London, the South, and the Midlands, missing growth opportunities in Northern England and Scotland.
· Logistics Complexity: Managing cold-chain delivery and packaging for perishable goods increases costs and limits scalability compared to shelf-stable products. The main problem faced by Oddbox is that their marketing and delivery costs them more than the actual product they are selling.
· Supply Inconsistency: Seasonal variations and unpredictable weather affect availability of surplus produce, leading to occasional box substitutions or shortages.
· High Customer Expectations: Growing sustainability awareness drives consumers to expect constant innovation and transparency, increasing operational pressure. Oddbox’s promise of delivering fresh produce heightens these expectations as any slight deviation from perceived freshness can lead customers to switch to competitors.
Opportunities
· Geographical Expansion: Extending operations to Northern England, Scotland, and eventually into European urban markets with similar sustainability trends.
· Product Line Growth: Developing new “rescued” products such as juices, soups, ready-to-cook meal kits, or dehydrated snacks to utilise more surplus and add higher margins.
· Corporate and Institutional Partnerships: Collaborating with universities, offices, and retailers to supply sustainable produce boxes and raise brand visibility.
· Technology Integration: Implementing AI and predictive analytics for demand forecasting, inventory optimisation, and efficient delivery routing.
· Government and NGO Collaboration: Partnering in national food waste reduction initiatives could unlock funding or tax incentives.
Threats
· Intensifying Competition: Similar food waste solutions like Too Good To Go, Imperfect Foods, and Wonky Veg Boxes are expanding across the UK.
· Economic Pressures: Rising living costs may reduce subscriptions as consumers prioritise price over sustainability.
· Supply Chain Risks: Climate change, extreme weather, or crop failures could disrupt surplus availability.
· Regulatory Changes: Stricter food handling or packaging laws could increase compliance costs.
· Market Saturation: Growth of eco-friendly brands might reduce differentiation unless Oddbox continues innovating.
[bookmark: _Toc213157698]External Environment
The external environment consists of all forces outside the organization that affect its performance, including political, economic, social, technological, environmental, and legal conditions. It shapes opportunities and threats that the business must adapt to for long-term sustainability (Atuahene et al., 2023).
[bookmark: _Toc213157699]PESTEL Analysis
PESTEL analysis plays a crucial role in environmental scanning by helping organizations systematically evaluate macro-environmental factors that influence decision-making and strategic planning (Çitilci and Akbalık, 2020)
Political Factors
· The UK government actively supports initiatives that reduce food waste and carbon emissions (e.g., WRAP’s Courtauld Commitment 2030), creating a favourable policy environment for Oddbox.
· Brexit-related changes in import/export policies and farming subsidies can affect produce availability and pricing. Oddbox’s focus on UK-based sourcing helps mitigate cross-border risks.
· Government incentives for food donations (e.g., VAT relief and waste reduction grants) support Oddbox’s partnerships with charities such as FareShare and City Harvest.
Economic Factors
· Inflation and higher household expenses may reduce consumer spending on premium subscription services, increasing cancellation risk.
· Delivery-based businesses like Oddbox face higher transportation and packaging expenses, impacting profitability.
· Demand for sustainable and ethical brands is increasing, especially in urban middle-income segments, offering long-term growth potential.
· : Farmers facing unpredictable markets or crop surpluses benefit from Oddbox’s reliable purchasing model, strengthening supplier loyalty.
Social Factors
· UK consumers, particularly millennials and Gen Z, are increasingly conscious of sustainability and carbon footprints, aligning with Oddbox’s values.
· Subscription-based, doorstep delivery models are now mainstream, and consumers appreciate convenience paired with social purpose.
· Growing media coverage around climate change and food waste enhances Oddbox’s appeal and brand relevance.
· Partnerships with charities and transparency in reporting create a sense of shared impact and strengthen social trust.
Technological Factors
· Technology enables route optimisation, subscription management, and real-time customer engagement, essential for Oddbox’s efficiency.
· Predictive tools can help improve demand forecasting, inventory management, and supply matching with growers.
· Social media and influencer campaigns are vital for customer acquisition and community engagement in a digital-first market.
· New biodegradable and recyclable materials can help Oddbox further reduce its environmental footprint and appeal to eco-conscious customers.
Environmental Factors
· Unpredictable weather and crop failures affect the availability of surplus produce, creating sourcing challenges.
· As food waste contributes to about 10% of global GHG emissions, Oddbox’s business directly supports national and global sustainability targets.
· Transitioning to electric or low-emission delivery fleets can further align Oddbox with climate objectives and reduce long-term operational costs.
· Increasing focus on reuse, recycling, and waste minimisation across the UK economy supports Oddbox’s positioning.
Legal Factors
· Strict UK food safety standards (Food Standards Agency) require careful handling, traceability, and compliance during packaging and distribution.
· As an e-commerce business, Oddbox must comply with GDPR to protect customer data and maintain trust.
· laws and gig economy regulations affect driver contracts, delivery partners, and operational costs.
· Compliance with sustainability reporting frameworks strengthens Oddbox’s credibility among investors and partners.
[bookmark: _Toc213157700]Porter’s Five Forces
Porter’s Five Forces analysis helps organizations understand the structure and competitiveness of their industry by evaluating five key forces. It enables businesses to identify profit drivers, assess competitive pressure, and formulate strategies to strengthen their market position and long-term profitability (Porter, 2008).
The threat of new entrants in the rescued-produce market is moderate. While entry barriers are relatively low due to the simplicity of the veg-box model, Oddbox’s established brand reputation, B Corp certification, and direct farmer partnerships create a strong competitive moat. These factors foster customer trust and supplier loyalty that are not easily replicated by new startups.
Supplier bargaining power remains low to moderate. Since Oddbox provides farmers with a profitable outlet for surplus or imperfect produce that would otherwise be discarded, the relationship is mutually beneficial. The company’s grower-led model and fair-pricing approach have helped it build long-term supplier trust and operational stability.
Buyer bargaining power, on the other hand, is moderate to high. Consumers today have access to numerous alternatives such as Riverford, Abel & Cole, and supermarket “wonky veg” boxes. However, Oddbox mitigates this risk by offering a strong emotional and ethical value proposition. Its transparency about impact and its clear sustainability mission make customers more loyal and less price-sensitive.
The threat of substitutes is moderate. Alternatives such as Too Good To Go, local farmers’ markets, and other discount-based food rescue services compete for similar consumer motivations. Yet, Oddbox differentiates itself through convenience, subscription reliability, and measurable environmental reporting, which deepen its appeal to sustainability-focused consumers.
Competitive rivalry in the UK’s ethical food delivery market is high. The industry is growing rapidly, with established organic and meal-kit providers targeting similar segments. Oddbox stands out by specialising exclusively in farm-level food waste reduction and transparent reporting, which create a distinct niche. To maintain its edge, Oddbox must continue innovating through data-driven logistics, expanding geographically, and enhancing its product offerings.
[bookmark: _Toc213157701]5)  Strategic Growth Options for Oddbox: Evaluation and Sustainable Strategy Proposal (Ansoff Matrix Application)
The main challenge for Oddbox lies not in its products but in high logistics and operational costs, coupled with limited diversification and regional expansion. To counter these issues, the company can apply the Market Development and Product Development strategies from the Ansoff Matrix (Ansoff, 1957), focusing on regional expansion through partner logistics to reduce delivery costs and introducing value-added rescued products to increase revenue per delivery and strengthen long-term sustainability.
	Growth Strategy

	Focus Area
	Practical Actions for Oddbox
	Expected Outcomes

	[bookmark: _Toc213157702]Market Penetration (Existing Products, Existing Markets)
	Improve logistics efficiency and customer retention in current regions
	• Partner with local courier networks or small delivery startups instead of maintaining a costly in-house fleet.
• Pilot drop-off and pickup points in cafés, gyms, or zero-waste stores to lower last-mile delivery costs.
• Introduce customisable boxes and flexible delivery slots to reduce cancellations and optimise routing.
• Launch referral and loyalty programmes to improve retention without extra marketing spend.
	• Reduced operational and fuel costs.
• Higher delivery efficiency and on-time rate.
• Improved customer satisfaction and loyalty.

	[bookmark: _Toc213157703]Market Development (Existing Products, New Markets)
	Expand regionally while controlling logistics costs
	• Expand regionally, not nationally - grow outward from existing hubs into nearby cities using partner logistics.
• Establish small regional distribution hubs or shared cold storage facilities to shorten delivery routes.
• Introduce an order-and-pickup mobile app, letting customers collect boxes at local hubs, cutting delivery expenses.
• Develop B2B supply chains by providing surplus produce directly to restaurants, cafés, and schools.
	• Increased market reach with limited capital investment.
• Lower per-delivery logistics cost due to shorter routes and pickup options.
• Stable B2B income stream reduces dependency on individual subscriptions.

	[bookmark: _Toc213157704]Product Development (New Products, Existing Markets)
	Add value without raising logistics complexity
	• Introduce ready-to-cook or chopped fruits and vegetables for convenience-focused customers.
• Launch a dried fruit category using rescued produce to extend shelf life and reduce spoilage.
• Offer “Oddbox Extras” add-ons like bakery goods, rescued eggs, or honey from partner farms, using existing delivery routes.
	• Increased average order value per delivery.
• Better utilisation of rescued produce and improved margins.
• Enhanced customer loyalty through variety and convenience.

	[bookmark: _Toc213157705]Diversification (New Products, New Markets)
	Leverage brand and technology to diversify revenue streams
	• Develop an Oddbox mobile app integrating ordering, pickup scheduling, carbon tracking, and food waste education.
• Create community pickup kiosks in collaboration with zero-waste stores and local councils.
• Launch corporate partnerships to supply bulk boxes or host sustainability workshops.
• Offer food waste data and consulting services to institutions and restaurants.
	• Diversified revenue beyond subscriptions.
• Improved brand visibility and engagement.
• Reduced dependence on high-cost delivery model.



[bookmark: _Toc213157706]6) Stakeholder Analysis and Evaluation of Expectations and Influence (Mendelow’s Matrix Application)
Using Mendelow’s Matrix, stakeholders are evaluated based on their Power “ability to influence decisions” and Interest “level of concern in Oddbox’s operations” (Mendelow, 1981). The matrix helps identify which groups require close management, satisfaction, or minimal attention when implementing new strategies such as regional expansion and logistics optimisation.
	Stakeholder Group
	Power
	Interest
	Position in Mendelow’s Matrix
	Key Expectations / Management Approach

	Founders & Senior Management
	High
	High
	Key Players
	Expect cost efficiency and sustainability. Involve directly in strategic planning and decision-making.

	Farmers and Growers
	High
	High
	Key Players
	Expect fair prices, stable demand, and efficient logistics. Maintain close partnerships and transparent communication.

	Investors / Financial Stakeholders
	High
	Low
	Keep Satisfied
	Expect profitability and risk control. Provide performance updates and demonstrate cost-saving measures.

	Government & Regulators
	High
	Low
	Keep Satisfied
	Expect compliance with food safety and environmental laws. Maintain reporting and regulatory adherence.

	Customers (Subscribers)
	Low
	High
	Keep Informed
	Expect affordable prices, flexible deliveries, and quality produce. Communicate clearly about service and cost improvements.

	Employees & Delivery Partners
	Low
	High
	Keep Informed
	Expect job stability and improved logistics systems. Engage through feedback and training or outsource them from a reputable company.

	Charity Partners (FareShare, City Harvest)
	Low
	Low
	Minimal Effort
	Expect consistent surplus donations. Maintain coordination without intensive involvement.

	Community & Environmental Groups
	Low
	Low
	Minimal Effort
	Expect transparency and eco-friendly practices. Maintain goodwill through CSR communication.



[bookmark: _Toc213157707]7) Strategic Recommendations for Future Development and Implementation
[bookmark: _Toc213157708]1. Optimise Logistics through Regional Partnerships
Oddbox should build regional micro-distribution hubs supported by shared cold storage and local courier partnerships instead of maintaining its own fleet. This would cut fuel and mileage costs by up to 25% and reduce emissions significantly. Each regional hub should have clear leadership accountability and data-based performance tracking using metrics such as delivery cost per box, CO₂e saved, and on-time rate. Weekly performance reviews can identify inefficiencies and guide route adjustments or courier changes.
Action: Start with pilot hubs in Reading, Brighton, and Cambridge before expanding further north.
[bookmark: _Toc213157709]2. Introduce Click-and-Collect and Mobile App Integration
With last-mile delivery making up about 30% of total logistics costs, Oddbox should develop a mobile app-based click-and-collect model. Customers could place orders and pick up boxes from partner cafés, gyms, and zero-waste stores, cutting costs and emissions while maintaining flexibility. Adoption and satisfaction rates should be closely monitored through in-app data analytics. If uptake in specific areas is low, Oddbox can adjust pickup locations or promotional offers to improve results.
Action: Begin with 20–30 collection points within existing routes and expand based on user adoption.
[bookmark: _Toc213157710]3. Develop Value-Added Product Lines
Introducing ready-to-cook vegetables, chopped fruits, dried fruits, soups, and sauces made from rescued produce could improve margins by 10–15% and extend product shelf life. These items should use the same delivery network to avoid added logistics costs. Product performance can be measured through profitability, demand, and waste reduction KPIs, ensuring each new product strengthens the overall supply chain.
Action: Partner with local processors or social enterprises for preparation and packaging under the Oddbox label.
[bookmark: _Toc213157711]4. Strengthen B2B Partnerships
Expanding into B2B markets like supplying restaurants, cafés, schools, and caterers can stabilise revenue and reduce reliance on individual subscribers. This could increase total order volume by 20–30%. Consistent communication, transparent pricing, and reliable deliveries will build lasting business relationships. Quarterly reviews should assess client retention, order regularity, and delivery performance to refine operations.
Action: Target eco-conscious food businesses in London and surrounding regions.
[bookmark: _Toc213157712]8) Conclusion
To sustain growth as an SME, Oddbox must focus on cost-efficient scaling rather than rapid national expansion. By combining regional logistics partnerships, value-added product development, B2B diversification, and technology adoption, Oddbox can lower operational costs, boost profitability, and maintain its leadership as a mission-driven brand tackling food waste sustainably. These strategies are feasible, cost-effective, and aligned with SME resource constraints, ensuring both long-term viability and environmental impact.
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