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1.0 INTRODUCTION

The focus of this report is to examine smooth bikes for hire. The company was first established in 2009. The family-run business takes extraordinary measures to provide unparalleled service—excellent value for money and a memorable experience for clients and our guests. The company promotes healthy eating, physical activity, and, most importantly, environmental awareness using human-powered smoothie bikes (Rogers, 2003).
During the past two years of Covid 19, the crisis has forced companies to become more creative and innovative. With the energy crisis, companies must realign their ways of providing value to existing products through consumers’ difficulties using’ innovative processes for consumers struggling with the cost of living. Creativity and innovation are two elements that organisations can offer to promote their products and services aimed at meeting potential customer needs and wants. (Torugsa, 2016).
This report focuses on the existing product, a commercially viable innovative product or service that matches consumer requirements (business to business) in an already challenging economic climate. Where finances are already stretched to the limit, from that existing merchandise, seek a product that can be supplied remotely or face-to-face; the author is expected to suggest a suitable online or retail store or bricks and mortar store that will interest and attract potential customers. The Innovative product will be promoted across multiple social media platforms (Gasca, 2014). Look at ways of targeting them through various social media platforms.










2.0 DESCRIBE THE CURRENT CONTEXT
Smoothie bike hire company offers an exciting, innovative, and affordable business-to-business product. The services included bike hire packages for Corporate Events, universities and schools, Exhibitions, and well -being-days. Tomke  (2003) adds that the idea of the smoothie first appeared around the 1930s when health food stores on the West Coast began adapting Brazilian recipes and selling these pureed fruit drinks (Teece, 2007)
2.1  INNOVATIVE SERVICE / PRODUCT IDEA
The product proposed for the market is a fruit combo for people with medical issues who cannot indulge in the current product as their medical condition permits them not to do so. The benefits can lower a client’s blood pressure and dramatically reduce the risk of heart disease and stroke. It also decreases the chances of eye problems and digestive complications (Demirel et al., 2018).
2.2 DESCRIBE THE INNOVATIVE SERVICE / PRODUCT IDEA AND IN WHAT WAYS THIS INNOVATIVE
The creative, innovative smoothie bikes are stationary bicycles that harness the cyclists pedalling energy to automatically power a blender fixed to the front of the bike. The fruit and pure juice go into the blender jug, and after 30-40 seconds of continuous pedalling, the cyclist is rewarded with a healthy, nutritious drink.  (Brettel et al  2014).
Joseph (2012) suggests that smoothie bike hire's business product and service is simple. However, the participants place the fruit and vegetables in the blender, and the client sits on the bike and pedals for at least one minute. (Nenonen et al.,2014) agree that not only do they engage in some healthy exercise, but they also get to drink healthy juice in the end. With minimal environmental impact as their pedal power generates the power. Smoothie bike hire focuses on people acquiring more fruit and vegetables in their diet, and the latest information suggests that a mere 8% of children (11-18 years) (Stewart, 2006).
[image: ]
Shown in Fig 1 The diagram shows Smoothie bikes Hire offers an exceptional way to attract employees in an activity combining fun and entertainment.
Patrick (2022) argues that subjecting healthy eating figures stipulates the benefits of eating and getting more fruits and vegetables in their diet. 27% of adults (19-24 years) and 35% of those aged 65 years and over-achieve the 5-day recommended amount. UK Poverty (2022) cautions against rising prices, tax increases, energy prices and social security hikes. It makes it extremely difficult for families already struggling to get by daily.
The unique selling proposition is a way to create a meaningful way to set their product apart from their competitors in the market. (Reeves 1961). (Chaiken 2012) observes that smoothie bike hire has spotted an opportunity in the market and is now offering business-to-business clientele innovative apart from the pedal power, they now play an interactive arcade game simultaneously! Double fun for all those who take part
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Shown in Fig  2: The diagram above represents smoothie bike hire incorporating technology within their product and service.
2.3 (USP) UNIQUE SELLING POINT SMOOTH BIKE HIRE
The unique selling point of Smoothie Bike Hire product characteristics, price structure, placement strategy (location and distribution), or promotional system is that customers use a  mixture of using pedal power to keep fit while promoting healthy living and having a positive effect on the environment with zero emissions and sustainable energy (Laursen, 2006).
Roper  (2020) insists that you must only target sales efforts successfully if you can, as a business, determine what makes your company unique in a world of similar competitors. Paunov (2012) States the argument here is that after Covid 19, companies had to adapt and smoothie bike hire, offering one-one and business-to-business well-being sessions to allow for a driven and bespoke service that delivers what the customer wants and needs—for example, counselling, coaching and financial well-being, and nutritional advice.

2.4 THE KEY ISSUES AND HOW THESE WILL GET RESOLVED?
Amabile (1998) maintains that the critical issue is that when clients make their smoothies, there needs to be the right balance and amount of ingredients to prevent thick and bitty drinks. Less suitable for mainly veg-based drinks. There are potential risks with green smoothies. Laursen (2006) argues that the rich vitamin content in leafy greens is also unsuitable for customers with certain medical conditions. To resolve the problem, the company could concentrate on low-sugar picks like frozen berries and use bananas, mangoes, and pineapple in moderation. Choose an unsweetened milk or non-dairy alternative for the smoothie.
 2.5 CUSTOMER TARGET AND THE BENEFITS TO THE CUSTOMERS
Schwartz  (2018) agrees that the benefits would be significant 75% had pre-existing health conditions such as diabetes and other medical conditions; by introducing exercise and wellness through the use of a smoothie bike hire, the company would drastically reduce type 2 diabetes by 58 per cent in their workforce, which would reduce the strain on the already overstretched NHS. The range of customers they serve are as follows Tesco, NHS, EDF Energy, RBS bank, and the Royal Navy.
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Shown in Fig No 3: The diagram Illustrates various clients that smoothie bike hire serves as business to business

2.6 IDENTIFY COMPETITORS UNIQUE VALUE PROPOSITIONS
The competitors are Novel events, The Smoothie Company, Urban Smoothie Bike Hire, and love smoothie bike. These companies are in the same field and are in direct competition. The value proposition of these competitors is the layout of their websites and some of the services they offer. (Ansari et al., 2016).
Why are these companies a direct threat, as they offer the same products and services? For example, one particular company Love Smoothie Bike prides itself on providing excellent customer service-happy customer. JCB states, "The bike was a real talking point amongst the show and brought additional footfall to the stand, which was fantastic! The arcade game enhanced the experience and engaged those who used the bike!" (Markman, 2014)
How is Move 'n' smooth different from competitors in the market? Risk assessment, public liability insurance, Food Hygiene certificates, and Covid Awareness. They are compliant by each DBS Checked staff member so that staff can run the event. The company's Value proposition is based on providing first-class customer service, an unforgettable experience leaving its clients wanting more. The company also considers the environment, carbon footprint, and value for money (Waldron, 2014).

2.7 HOW DO YOU INTEND TO KEEP YOUR BUSINESS PROPOSITION AND REMAIN COMPETITIVE?
How to keep a business proposition that remains competitive? Christensen et al. (2003) suggest Starting with recruitment at the organisation's heart and recruiting new employees with a creative mindset. Offer autonomy and flexibility in how work is done, Offer the space for knowledge sharing, and Support employees in creative risk-taking.
Sustainability happens for the move 'n' smooth in a culture where everyone wants to contribute to the company's success when everyone feels confident to do so. However, the current situation enables them to brainstorm and introduce new ideas without fearing criticism. (Christensen-Salem, 2018).
2.8 INNOVATIVE PRODUCT-PROPOSAL
A proposal for a fruit combo smoothie will be put forward. It will blend fresh fruit, vegetables, and healthy food bowls for clients. Combining fresh ingredients and creative and inventive mixtures will appeal to potential clients who want to maintain a taste for health. Most fruit and vegetable smoothies can be found in busy shopping centres, fitness centres, or clubs, allowing new options as an alternative to the fast-food-burdened culture. 
What makes this so different is that the fruit combo will produce on a static bicycle that will be delivered, assembled, and ready to use for the client. Businesses that operate in an environment which includes research, data and information that provides for customer tastes and preferences a company may benefit from it by quickly responding to emerging opportunities in the marketplace. Roberts (2012)

3.0  VALUE CHAIN ANALYSIS
 Value chain analysis helps businesses like Move ‘n’ Smooth distinguish how it is placed separately from competitors in the marketplace (Pérez et al., 2020)
	Inbound Logistics    [image: Logo for Move n Smooth]

Move ’n’ Smooth pre-selected suppliers that locally source fruits and vegetables. Raw materials, Blenders are purchased from low-cost pre-selected suppliers.


	Operations

The business was first established in 2009. The company builds stand-alone bikes manufactured in the UK that arrives assembled and ready for the client’s specifications and blending. The company operates UK-wide and also has clients in France. 


	Outbound logistics

The main focus is that stand-alone bikes are delivered to clients’ clients. The business has many clients from the Royal Navy, Reebok, Euro tunnel, and RBS Bank. They cater to schools, colleges, universities, businesses, and cooperate events. The service provided is with fully trained staff at each location.

	Marketing and Sales

The advertising and marketing are mainly focused on social media platforms such as Facebook and Instagram to gain exposure through posting content. Moreover, they are essential in attracting new potential clients. The company also uses stand-alone banners with the company name, contact details, and leaflets. The website is linked to their social media  platforms, redirecting t g clients.  


	Services

Move ‘n’ Smooth strives to deliver high-quality customer service. That engages with the products and services. Every staff member is trained in depth and benefits when near delivering a high service.




4.0 E-COMMERCE
Website usability is a crucial tool in gaining business-to-business and increasing revenue. With it, a business will be able to attract customers. The social media platforms used by Move' n' Smooth are Facebook and Instagram, and their principal focus is their website. With an attractive background, such as the colour palette function, keys are readily displayed for customers to navigate the site easily. (Bart et al. 2005). 
One of the most important methods of attracting more clients Davis (2006) defines this way SEO-is an acronym for Search Engine increase in efficiency of driving web traffic to a website Parikh and Deshmukh (2013) also offer another definition "search engine can be described as a cluster of strategies and techniques used to increase the number of visitors to a website as the Move 'n' Smooth uses this strategy to their advantage.
The move' n' smooth are most active on these social media platforms. The latest statistics of businesses are dynamic on Facebook. Over 200 million businesses use Facebook apps; their tool's images make up 37% of Facebook page posts. The move' n' smooth are most active on these social media platforms. Worldwide Instagram users  visit the platform every day, and the figure 90% of business users follow at least one company brand (Chatfield, 2018)
Why use e-commerce Aarikka ( 2012) mentions that the advantage of using e-commerce is low financial costs. However, other pros include selling products and services internationally and retargeting customers, and most notably, it is about the personalised buying experience. In addition, Zhou et al. (2018) agree. Online presence supports the business and gives the brand more awareness, exposure, and promotion. As a company, it becomes more visible to potential customers searching for products and services. Therefore, from experience, more clients can recognise the brand by leaving positive reviews or sharing experiences via various social media platforms.
Gupta (2016) states that the disadvantage of social media is that much time is required. Qualified personnel is needed. Depending on the nature of the business, some investment may be required. If the content is more exciting, it could attract the right clientele to the company. If clients have bad experiences, they will air their views leading to bad publicity.    
[image: ]

This is shown in Fig 4. The Move ‘n’ Smooth Website landing page is set to guide clients towards their products and services.
From the move ‘n’ smooth website, their payment methods are using credit cards, ACH payments, paying bills with a business bank account and transferring funds from one bank account to another. This payment process is beneficial as it improves cash flow, increases business revenue, allows accessing more markets, and less processing time. The data suggest that over 66% of all point sales transactions involve payment by card (Dennis, 2008). (McCue 2013).
While small businesses can increase revenues by accepting payment cards, doing so comes with high costs and risks. There is a cost to processing payment and card transactions, but more importantly, there is the risk that customers’ payment card data will be stolen. Companies have to be aware and must protect customers’ personal customer’s details regarding PC1-DSS compliance issues. Implementing safeguarding issues can help a business avoid expensive penalties and loss of business resulting from a breach or hack. (Harrow 2015).
Kelly (2011) argues that several small business owners must acquire more IT knowledge and understand security. (Hugh  2015) refutes this; while most corporations are aware of the risks, that does not mean that small business owners should understand their role and responsibilities in keeping all customer data secure at all times.    



4.1 FINANCING     
The table below shows a company's estimated start-up of 3-4 employees. Any variable costs will depend on the company’s activities and situations, which are not included in the table. (McCue, 2013).
	Item
	Information
	Estimated Cost

	Monthly Rent
	Warehouse space/ To store stand-alone-Bicycles
	£1,000 per month



	Website
	Design and Hosting
	£500


	Payroll /Salary
	2-3 employees with a salary of £20,425 per year or £11.50 per hour
	£61,275

	Advertising/promotion / social media
	pay-per-click -internet marketing
	£1,000 per month

	Basic office supplies
	Paper, pens, pencils etc
	£40 per month

	Fruits and Vegetables/ storage
	From selected low-cost suppliers
	£70-£100 per month

	DBS Checks
	Barring service-updated service
	£13 per year

	Food Hygiene Certificates
	in-house courses  Accredited
	£500.00 + VAT

	Liability Insurance
	Personal injury
	£400 per year

	Business taxes
	Size or revenues of your company
	£53 per month

	Equipment/ Bicycles
	Blender/ Bicycle
	Corporate package £995 or school package 2 Smoothie Bikes + Staff + Free Smoothies = from only £395 (Inc VAT)


	Workshops
	Consultation with a panel of health and educational professionals, including a nutritional expert
	£120 per hour to £800 for a full-day visit.

	Bank loan
	Business bank Manager- uses a process called underwriting to assess whether applicants qualify for loans.
	Total additions of all estimated costs for each item required.

	Annually
	_-
	£65,776



Appendix 1A Value Chain Model (page no 16).
5.0 MARKETING
5.1 HOW WILL THE PRODUCT AND SERVICE  BE PROMOTED?
The product and service will be promoted through social media platforms, such as Facebook and Instagram, using focused ads targeting the right clientele. The Facebook audience is men between 25 and 34, accounting for 19% of the total potential reach. While female business owner users between the ages of 24-35 are responsible for 13%. (Ryan 2014).
At special business events, free samples will be given out by staff for potential customers. Introduce the product to attract new audiences unfamiliar with the business. Also, to create new relationships and inspire loyalty in existing customers. Expand clients’ knowledge about the products that we currently offer (Stirman et al., 2012).
The smoothie business typically includes anyone who wants to make their body healthier with fresh ingredients that taste good. The target audience may consist of fitness enthusiasts or dieters, men and women, and there is also a larger target market for those who want to live healthier lives (Chaffey, 2012).
Engaging in paid advertising will allow targeting customers based on their interests, location, and past purchase history. The benefit means we can reach the right people and increases the chances of getting a good ROI  (French, 2013).
Marr (2012) argued that you might see little returns on your investment as a company. On average, 28% of business owners who use the internet find new manufactured goods after viewing social media ads. Each customer journey will start by contacting a customer service team, to indirect interactions such as hearing the brand from an event. Also, viewing and interacting with the company website and navigating the various sections on the web page, searching and looking for the product and service that meets their needs and wants.

6.0 CONCLUSION
With the energy crisis, companies must realign their ways of providing value to existing products and services and, through consumers’ difficulties using’ innovative processes for consumers struggling with the cost of living. The creative, clever smoothie bikes Hires are stationary bicycles that harness the cyclists pedalling energy to automatically power a blender fixed to the front of the bike. (Pérez et al., 2020) Website usability is a crucial tool in gaining business-to-business and increasing revenue: small incremental steps, new approaches or innovative ways to stay ahead of the competition.
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8.0 APPENDICES
1. Appendix 1A: Value Chain-the route or activities by which a business adds value to a section, including production, marketing, and the provision of after-sales service.
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Smoothie Bike Hire

How can you get everyone talking about exercise, healthy eating and environmental awareness?

Thank-you for your interest in hiring or buying a smoothie bikes for your event or
organisation.

Established 2009 Move n Smooth is an award winning concept that promotes healthy
eating, physical activity and environmental awareness using human powered
smoothie bikes.

Our amazing human powered smoothie bikes or juice bikes offer a unique, fun,
entertaining, environmentally friendly and very memorable way to produce healthy
fruit smoothies. From the age of 4yrs upwards our award-winning bikes will amaze

P Type here to search
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Smoothie Bike Arcade Charity Event





