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BUSINESS PLAN TEMPLATE: THIS TEMPLATE MUST BE USED FOR THE ASSESSMENT 2. YOU MAY INCLUDE PICTURES TO IMPROVE THE PROFESSIONALISM OF YOUR WORK

	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

Veggie Fresh is a meal delivery service that prioritises public health and entire well-being. This business concept aims to create a healthy community by offering services such as healthy food delivery, connecting consumers with qualified trainers, and promoting workout equipment and nutritional supplements. With this business strategy, we intend to aid the general public, especially our target customers, in leading healthier lives in a better way (Folha et al., 2022). We emphasise the benefits and convenience for all of our prospective consumers. People who seek to maintain their health, particularly those who find it difficult to do so in the midst of their hectic daily lives, are our target market. Our business model is business-to-business and specialised marketing because we do not produce our own items and instead focus on offering the greatest services to everyone who desires a healthy lifestyle (Steever, Karwan and Murray, 2019). Veggie Fresh will start its delivery service in North London, its initial focus area. In the future, we want to expand our concept to further locations. Veggie Fresh is the creation of six active, motivated, and creative individuals who promote healthy lifestyles that everyone may adopt. This corporation was established in January 2022, and its headquarters are located in London. 













	INDUSTRY ANALYSIS

Substitute Danger in the Industry 
Because there is less competition for our website in the industry and Veggie Fresh is pushed to a specific target, we have loyal and consistent customers. The meal delivery services industry in UK is still in great development with a few key competitors. A small number of well-known software companies are extending their service populations and continually broadening the scope of their offerings to meet the diverse needs of their customers (He et al., 2019). Although there are other similar websites on the market, such as GrabFood and FoodPanda, their influence on our website's development is insufficient because we are committed to achieving the goals of each of our target customers, who are interested in leading time- and cost-effective healthy lifestyles. 
Customers who use our services fall into one of two categories: those who are preparing for fitness but do not yet have specific objectives or plans, and those who reside in a city that is becoming increasingly congested and have fitness plans (Cho, Bonn and Li, 2019). Typically, these individuals have gym memberships, but pricey fitness instructor fees and erratic meals may cause individuals to lose confidence in their coordination and quit. They may lack the endurance and patience required to achieve their health-related goals, as many of them only visit the gym a few times per year. 
Consequently, Veggie Fresh's products have a superior value-to-price ratio than those of its competitors. Consumers may have minimal obstacles to switching, but they can enjoy additional convenience at no additional cost from Veggie Fresh. In addition, substitute products will not pose a substantial threat to Veggie Fresh. In addition to providing trainers, exercise gear, and nutritional supplements, we emphasise the delivery of healthy cuisine (He et al., 2019). This will reduce the threat that substitutes offer. 
New Entrants in the Industry
Often, the introduction of well-known firms has two effects: a decrease in price or an increase in current costs, both of which have an effect on the profitability of the company. Typically, new entrants compete with established companies for raw materials and market share (Liu, 2019). The chance of a new player joining a market is influenced by subjective estimations of the possible benefits of entry, the costs entailed, and the associated risks. Veggie Fresh provides unique delivery and customised planning. 
In order to convince clients to forsake their current providers, the pricing or performance of new competitors must vastly improve. Consequently, when new competitors enter the market, they must construct large-scale production processes, absorb the cost disadvantage, and increase their risk levels, especially when it comes to high-risk, irreversible marketing investments or substantial R&D (Liu, 2019). To break down barriers, Veggie Fresh does not rely on conventional business techniques. Veggie Fresh will assemble a superior management team that rivals will be unable to imitate. Our objective as a delivery company is to give each customer with the finest available services in a timely and efficient manner. Our target market is limited since we cater to individuals who desire to live healthy lives but lack the endurance and patience to follow through. Due to our singular concentration on a subset of the target market, it will be difficult for other new entrants to compete with Veggie Fresh. Moreover, Veggie Fresh must invest in marketing and advertising so that customers are aware of our services and choose them over those of our competitors. 
Competition among existing businesses 
Existing businesses in the industry are closely interconnected. The goal of enterprise competition from a strategic standpoint is to enable businesses to outperform rivals in order to increase profits (Liu, 2019). GrabFood, DeliverEat, and FoodPanda are now the most formidable competitors on the market; all three offer delivery services. In terms of service offerings and product clients, Veggie Fresh differs from its existing competitors because we place a greater emphasis on supporting our target population in achieving their health goals despite their hectic lifestyles. Consequently, Veggie Fresh has a clientele that is distinct from those that utilise the services of our competitors. 
This market location has ample room for growth and is increasing rapidly. There will be no heated competition as a result. This is due to the fact that, unlike our competitors, Veggie Fresh sells only a vast selection of nutritious meals and beverages. As a result, our target customers are not distracted by the unhealthy meal selections available on several delivery service websites, which leads to a change of heart and assists them in achieving their objective of being healthy. Because we connect our target customers with knowledgeable trainers and advertise training equipment and health supplements to our customers, it is more convenient for them because it saves them time from not having to visit multiple websites to select a training instructor, purchase training equipment, or purchase health supplements (Liu, 2019). This demonstrates that present businesses in the industry are only moderately competitive. 
Suppliers' Bargaining Power 
The largest expense for Veggie Fresh is contact with partners. Intense market competition will not be affected by Veggie Fresh's basic service requirements and low industry concentration. As a result, the supplier's bargaining leverage will be reduced due to the relatively low cost of switching suppliers. 
Purchasing Power of Buyers 
To minimise industry profits, purchasers advocate decreasing costs, improving product quality, pressuring suppliers to provide new services, and creating competition among competing businesses. Low conversion costs are advantageous for consumers, and they can help Veggie Fresh maintain customers. The price sensitivity of buyers is highly variable and subjective. Since quality, harvest, and pricing are more important to them than anything else, only stationary customers will use our website to purchase nutritious food and other services. Popular products include those related to exercise and healthy eating (Liu, 2019). Consumers can observe how these items are consumed. Because Veggie Fresh offers educated service and affordable prices, customers will have limited bargaining leverage. 
UK competition is fierce. Office workers usually eat at a local restaurant during their lunch break, so they rarely cook at home. We identified Veggie Fresh's advantages by analysing our competition. We deliver packages in within 20 minutes, while FoodPanda and GrabFood take 30 to 40 minutes and more than 40 minutes, respectively. Our company benefits because our customers can eat swiftly and well. Our management team and delivery employees are punctual since food delivery companies evaluate delivery speed to determine client satisfaction and loyalty. Our employee training emphasises delivery speed and the consequences of late delivery because customers don't appreciate waiting. Payment is last. GrabFood exclusively accepts GrabPay, whereas FoodPanda and DeliverEat accept cash, credit cards, and internet banking. Our website allows cash, credit card, debit card, online bank, PayPal, Alipay, making it easier for varied consumers and international tourists to use our services. We do this so everyone can enjoy our company idea. 













	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
The manager of Veggie Fresh will oversee the company's operations, financial, and marketing departments. Nevyan Gospodinov is the manager, and he is supported by an accounting manager, an operation manager, a sales manager, and five delivery guys. 






	MARKETING: The Four P’s must be used to describe your marketing strategy

Price: A product's sales depend on its pricing. Cost-based and market-based pricing are available for our services. Value-based pricing is based on clients' willingness to pay, unlike cost-based pricing, which adds a markup percentage to our service's cost (Muangmee et al., 2021). After extensive market research, we priced our service accordingly. Our product prices are based on our competitors' prices. Pricing wars terminate when companies' prices are comparable. We accept online, cash-on-delivery, and both payments. Customers prefer cash-on-delivery for online meal delivery. Our website accepts PayPal, credit, and debit cards for payment. WeChat Pay and Alipay will be added to optimise and promote cashless purchases. We do this so everyone can enjoy our company idea. We chose Finsbury, North London, to open. Since customers only buy online, a great website and lots of room are not needed. Marketing and delivery are easy because the area we chose is surrounded by office buildings, office worker malls, and many restaurants. We deliver within 5–7 km. After breaking even, we'll investigate expanding the delivery area and adding restaurants to satisfy clients' different dietary needs. 
We design Veggie Fresh's website. You may order healthy meals from a number of eateries on Veggie Fresh. Delivery services help customers who are too busy to cook and keep a healthy lifestyle (Chen, Hu and Wang, 2022). Our target market is healthy people with busy schedules. We reduce their workload. This website has more healthy meals than FoodPanda, GrabFood, and DeliverEat. Customers must register on our websites before ordering. We promise meals in 30 minutes or less. Veggie Fresh sells only healthy foods and drinks, so our target customers can focus on being healthy rather than being distracted by unhealthy options. Online workouts and healthy recipes. Promote physical exercise on the website. We provide meals, exercise, vitamins, and fitness equipment. Thus, we value helping clients achieve optimal health. 
Promotion: The corporation tells its target market about its products and services throughout marketing. Veggie Fresh naturally advertises. To attract customers, we work with healthy eateries, trainers, exercise equipment, and health items to advertise the Veggie Fresh website. These businesses—healthy food, exercise, and training equipment—are our partners. Email, social media, and flyers promote our services. Before the website launched, many eateries wanted to work with us (Franceschelli, Santoro and Candelo, 2018). We advertise in partner restaurants and leverage their foot traffic to promote our website. Healthy food restaurants want to advertise with us because our website boosts sales. This can also help a restaurant survive, especially in a large city with limited parking or a less-known region. This company model may help them grow. 
Consumers are spending more time on social media platforms like Facebook, Instagram, and Twitter due to technology. We chose to promote on Facebook, Instagram, and the Veggie Fresh website after considerable thought. Our personal family and close friends will receive our webpages and the latest social media updates. To promote our company, we will ask individuals to like and share our page. Thus, our social media pages provide clients with the latest service offers. Thus, this strategy may attract more customers and boost sales (Franceschelli, Santoro and Candelo, 2018).











	FINANCIALS 

The founders' and venture capital firm's funds will fund the project. We need this funding to turn our business idea into a lucrative venture. Our beginning requirements demand the owner to contribute 50,000 GBP and get a 50,000 GBP agency investment fund to help our firm succeed. Expect a two-year payback. Thus, we have 100,000 GBP. 
We plan to make "Veggie Fresh" a ubiquitous, intelligent, and useful health platform. Air pollution and illness have made people more health sensitive. More people are concerned about their bodies, yet many struggle to find the best workouts and the motivation to eat right. Thus, "Veggie Fresh" promotes healthy living. 
We know that sales increase earnings. Thus, growing operations is a great approach to boost sales. We plan to open new sites in many states and add more healthy restaurants, trainers, and nutritional supplement vendors to our merchant network (Gunden, Morosan and DeFranco, 2020). We plan to open a restaurant and expand our delivery services across UK once we have enough financing. Thus, our consumers may choose from numerous places and eat healthier meals, avoiding boredom. We need demographic analysis before entering a new market (Strotmann et al., 2021). We will analyse customer behaviour, culture, and interests to determine market demand. We'll expand when we're sure there's a market.

Use of funds

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	20,000
	19,000
	16,000
	18,000
	22,000
	19,000

	Fixed Costs
(List out your fixed costs)






	12,000
	12,000
	12,000
	12,000
	12,000
	12,000

	Variable Costs
(List out your variable costs)








	10,000
	9,000
	7,000
	6,000
	9,000
	5,000

	Profit 
	(2,000)
	(2,000)
	(3,000)
	0
	1000
	2000


















REFERENCES
1. Cho, M., Bonn, M.A. and Li, J. (Justin) (2019). Differences in Perceptions about Food Delivery Apps between single-person and multi-person Households. International Journal of Hospitality Management, 77, pp.108–116. 
1. Franceschelli, M.V., Santoro, G. and Candelo, E. (2018). Business model innovation for sustainability: a food start-up case study. British Food Journal, 120(10), pp.2483–2494. 
1. He, Z., Han, G., Cheng, T.C.E., Fan, B. and Dong, J. (2019). Evolutionary food quality and location strategies for restaurants in competitive online-to-offline food ordering and delivery markets: An agent-based approach. International Journal of Production Economics, 215, pp.61–72. 
1. Liu, Y. (2019). An optimization-driven dynamic vehicle routing algorithm for on-demand meal delivery using drones. Computers & Operations Research, 111, pp.1–20. 
1. Steever, Z., Karwan, M. and Murray, C. (2019). Dynamic courier routing for a food delivery service. Computers & Operations Research, 107, pp.173–188. 
1. Strotmann, C., Baur, V., Börnert, N. and Gerwin, P. (2021). Generation and prevention of food waste in the German food service sector in the COVID-19 pandemic – Digital approaches to encounter the pandemic related crisis. Socio-Economic Planning Sciences, p.101104. 
1. Gunden, N., Morosan, C. and DeFranco, A. (2020). Consumers’ intentions to use online food delivery systems in the USA. International Journal of Contemporary Hospitality Management, 32(3), pp.1325–1345.
1. Muangmee, C., Kot, S., Meekaewkunchorn, N., Kassakorn, N. and Khalid, B. (2021). Factors Determining the Behavioral Intention of Using Food Delivery Apps during COVID-19 Pandemics. Journal of Theoretical and Applied Electronic Commerce Research, 16(5), pp.1297–1310. 
1. Chen, M., Hu, M. and Wang, J. (2022). Food Delivery Service and Restaurant: Friend or Foe? Management Science. 
1. Folha, R., Times, V., Carvalho, A., Araújo, A., Viana, F. and Couto, H. (2022). Towards a Novel Business Process Model for Food Delivery Services Using Blockchain Technology. AMCIS 2022 Proceedings. [online] Available at: https://aisel.aisnet.org/amcis2022/sig_green/sig_green/5/ [Accessed 21 Dec. 2022].

image1.png




image2.png




