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[bookmark: _Toc215162251]Task-01 
[bookmark: _Toc215162252]Introduction
Life and Humanity is a UK based charitable organisation which work for the betterment of the people. These organisations also effectively committed to developing the wellbeing of vulnerable communities by a combination of essential support and also emotional care, and skills development. The organisation responds directly to crucial social challenges in the UK which is also including rising living costs and loneliness, homelessness, digital exclusion, and widening inequality (Hagan and Ahmed, 2025). Life and Humanity integrate innovative solutions like the digital wellbeing resources, sustainability workshops and community-building programmes delivered by the both physical hubs and online platforms as a modern charity. This research of the business plan outlines the charity’s objectives and this also includes market segmentation and also marketing strategies, and financial planning which is showcasing how Life and Humanity focus to create lasting social impact. 
[bookmark: _Toc215162253]Element 1: Business Idea, Product/Services, Objectives & USP
[bookmark: _Toc215162254]Business Idea Overview
Life and Humanity is a specially driven charity organisation which is also dedicated to developing the higher quality of life for vulnerable individuals all over the local communities. The primary idea of the charity is built on compassion and also empowerment, and sustainable support for them. The Life and Humanity foster a hybrid model which can effectively combine with the charitable initiatives with innovative and also low-cost social enterprise activities (Kinstona, 2024). This strategy makes sure the long-term financial sustainability as expanding the company’s capability to deliver meaningful impact.
The foundation of Life and Humanity is to identify the everyday issues which is faced by low-income families and also elderly individuals, homeless people and those experiencing social deprivation. The organisation aims on giving the crucial resources and also the emotional support to the people who needed, and community-building opportunities. The model showcases the digital inclusivity and also environmental consciousness, and community participation as guiding principles. Life and Humanity position itself as a modern, forward-thinking charity fit for the needs of contemporary society by aligning traditional charitable work with creative solutions.
[bookmark: _Toc215162255]Overview of Main Products and Services
Life and Humanity effectively allow a holistic set of services which is also structured to cater to the crucial human requirements as adapting the long-term wellbeing. The offerings are grouped into three primary service streams to avoid listing individual products and make sure the clarity.
[bookmark: _Toc215162256]Community Support & Essential Relief Services
The charity allows weekly food support and emergency essentials for families which are facing issues with the rising cost of living. The food and energy inflation has generated significant pressure and Life and Humanity addresses this by many UK households: 
· Food and Hygiene Packs sourced from surplus redistribution schemes.
· Warm Clothing Bundles for winter particularly essential for the fuel poverty concerns in the UK.
· Emergency Support Kits for individuals facing sudden homelessness and problems and the domestic issues or financial shocks.
[bookmark: _Toc215162257]Emotional Wellbeing & Social Connection Support
Social isolation is an essential challenge in the UK especially among elderly people and migrants with limited family support. Life and Humanity generate the programmes which directly combat loneliness by:
· Running weekly “Humanity Circles” in community aims which is allowing the shared activities and tea sessions, and wellbeing conversations.
· Giving the volunteer companionship visits for elderly peoples referred by the NHS social prescribing and local GP practices.
· Delivering digital Wellbeing Rooms by a mobile app that is allowing the mindfulness recordings, guidance of emotional support and easy access to helplines such as the Mind UK and Samaritans (Fuentes et al., 2024).
[bookmark: _Toc215162258]Business Objectives
[bookmark: _Toc215162259]Short-Term Objectives (First 12 Months)
The Life and Humanity focus to build robust visibility all over the local communities by collaborating with UK councils and charities, and supermarkets such as Tesco, Co-op, and Asda for surplus food distribution during the first year. An essential objective is to launch the Life and Humanity mobile app that will streamline donation management and also volunteer registrations, and wellbeing services. 
[bookmark: _Toc215162260]Long-Term Objectives (Years 2–5)
Life and Humanity intend to spread into multiple UK regions which is also supporting thousands of families annually over the next five years. A significant long-term goal is to develop a permanent community hub offering food support and these also including counselling rooms and digital training zones and a recycling workshop. 
[bookmark: _Toc215162261]Unique Selling Point (USP)
Life and Humanity’s USP is its triple-impact model uniquely suited for UK society such as
essential relief, emotional wellbeing and skills empowerment and all delivered under one charity platform. Life and Humanity integrate all three to identify the multiple dimensions of deprivation simultaneously as there are many UK charities specialise in only one area like food banks, mental health or employment training (Sarwar et al., 2022). 
The charity also stands out by its innovative and the technology-enabled approach which is including a mobile app for donations and volunteer matching, digital support and access to wellbeing resources. This reflects the UK’s enhancing the development towards digital public services and the requirement to decrease the digital exclusion.
There is another distinctive factor is the focus on eco-friendly workshops and upcycling activities which is connecting with UK environmental priorities and encouraging communities to foster sustainable habits.
[bookmark: _Toc215162262]Element 2: Business Environment & Competitor Analysis
[bookmark: _Toc215162263]PESTEL Analysis of Life and Humanity
Political Factors
Life and Humanity business service operate within the UK’s robust charitable and social welfare environment which is influenced by government policies on community support and the social care, and poverty reduction. Local councils often collaborate and also combine with charities to deliver community services which is also providing opportunities for partnerships and grants. Political support for surplus food redistribution and social prescribing, and sustainability initiatives in this business can strengthens the charity’s operating conditions. Again, these evolvements in government funding priorities or local authority budget cuts could impact on the long-term financial stability.
Economic Factors
The UK’s recent cost-of-living crisis and increasing inflation and increased the demand for food and household crucial particularly develop the charity’s work. There are more families relied on support services that is enhancing the operational pressure increasing the charity’s relevance. Economic downturns often decrease public donations by they can increase corporate social responsibility (CSR) partnerships as companies need to support community welfare. Employment challenges and digital poverty also impact the types of support beneficiaries’ requirements like the skills training and digital literacy.
Social Factors
UK society faces developing the inequality, loneliness, and social isolation significantly among the elderly and the low-income groups, and migrants. These social challenges generated the robust demand for Life and Humanity’s wellbeing circles and also companionship programmes, and essential relief services (Długosz, Liszka and Yuzva, 2022). Increasing awareness of mental health makes sure the community-led wellbeing support is culturally accepted and encouraged. Transforming the demographics, involving an ageing population, increase service demand at the same time.
Technological Factors
Digital tools and online platforms offer the charity to reach donors and the volunteers and beneficiaries efficiently. The charity’s planned app supports online donations and also digital wellbeing resources for people, and volunteer management. Again, digital exclusion among vulnerable groups remains a issue and these are also requiring the charity to maintain technology with face-to-face support.
Environmental Factors
The UK’s commitment to sustainability and the circular economy supports this Life and Humanity’s upcycling workshops and eco-friendly initiatives which can satisfy people. Charities are increasingly encouraged to decrease the waste and these reduced carbon footprints which is aligning with national environmental strategies.
Legal Factors
Life and Humanity should comply with UK charity law and GDPR data protection rules which is fundraising regulations and health and safety requirements. Proper governance and financial reporting to the Charity Commission are crucial to handle the trust and transparency.
[bookmark: _Toc215162264]SWOT Analysis of Life and Humanity
[bookmark: _Toc215162265]Strengths
Life and Humanity have a robust social mission which also responds directly to urgent UK requirements which is also including food insecurity and digital exclusion and loneliness (Bernaschi et al., 2023). Its holistic model which is aligning essential relief and wellbeing support, and skill-building and this is distinguishes it from charities which aim on only one area. Partnerships with UK supermarkets and councils and these surplus redistribution networks assist to secure resources at low cost. The planned digital app strengthens accessibility and the volunteer coordination and donation management. The charity’s commitment to sustainability by the upcycling workshops aligns with national environmental priorities and appeals to eco-conscious donors and volunteers.
[bookmark: _Toc215162266]Weaknesses
Life and Humanity can initially face limited organisational recognition and funding constraints as a newly established charity. Dependence on volunteers can generate the fluctuations in service delivery and capacity significantly during holiday periods or public emergencies. Setting up a digital platform needs the investment in technology and also maintenance and cybersecurity that can strain early-stage budgets. Furthermore, the huge scope of services challenges stretching resources thin if not supported by robust management and fundraising strategies. 
[bookmark: _Toc215162267]Opportunities
There are significant opportunities for development in these organisations for enhancing the demand for community support all over the UK. Government initiatives such as the social prescribing programmes generate opportunities for collaborative wellbeing projects with the NHS and GP surgeries (Henry, 2024). Expansion these organisations into multiple regions is possible by the scalable models and partnerships with community centres and Jobcentres and environmental organisations. enhanced the public awareness of sustainability presents opportunities to effectively create the income from upcycled eco-products generated in workshops.
[bookmark: _Toc215162268]Threats
Instability of economic can decrease the public donations and the grant availability and corporate sponsorships. Competition from other developed the UK charities could impact the fundraising and volunteer recruitment. Regulatory changes in charity law and the data protection or fundraising rules can enhance the compliance costs. Increasing the operating expenses like the venue rent, energy costs and transport which could also affect the service delivery. 
[bookmark: _Toc215162269]Porter’s Five Forces Analysis
1. Competitive Rivalry	
Competitive rivalry in the UK charity sector is high. There are numerous developed charities like The Trussell Trust, Crisis, Mind, and Age UK which allows overlapping services which is including food support and community outreach and mental health assistance. These organisations have robust organisational recognition and large volunteer networks and existing partnerships which is enhancing the competitive pressure (Wood et al., 2024). Again, Life and Humanity differentiate itself by its connected the model combining relief, wellbeing and sustainability.
2. Threat of New Entrants	
The threat of new entrants of this business is moderate. Entering the charity sector needs the compliance with Charity Commission regulations and the governance structures, and transparent reporting (Kakabadse and Bank, 2018). Start-up charities should also secure funding and build community trust that can be difficult. Again, there are low challenges to small-scale community projects mean new organisations can emerge easily.
3. Bargaining Power of Suppliers	
Suppliers involve the supermarkets donating surplus food and the local councils providing grants, and volunteers allowing the time and skills. Supplier power is moderate because retailers and councils can choose among there are many charities to support. There are robust relationships are crucial to handle consistent resource access.
4. Bargaining Power of Beneficiaries	
Beneficiaries have low bargaining power because they rely on support services and have limited alternative options. However, their preferences influence programme design, especially in wellbeing and skills training.
5. Threat of Substitutes	
The substitutes threats are moderate to high. Government welfare services and the food banks, community hubs and religious organisations give the similar support. 
[bookmark: _Toc215162270]Element 3: 4Ps, Market Segmentation & Marketing Strategies
[bookmark: _Toc215162271]Market Segmentation and Target Customers
Life and Humanity operate within a complex UK socio-economic environment and there increasing living costs and loneliness and mental health pressures and digital exclusion continue to notably impacts the vulnerable groups (Hung and Yen, 2022). The charity applies segmentation according to the demographic, geographic, psychographic and behavioural factors to tailor its services effectively. Again, the primary aim on the falls on low-income families is elderly people is also experiencing social isolation and unemployed adults in requirements of skill-based support and migrants or refugees who lack community connections in this society (Balaskas, Panagiotarou and Rigou, 2023). 
Geographically, the charity primarily targets communities in urban and semi-urban areas all over the England and there the deprivation is most visible. There are many cities in UK like Birmingham and London, Manchester and Leeds establish the consistently high levels of food insecurity and these are also housing instability and social isolation. Psychographic segmentation further refines the target group by effectively aiming on individual who value community participation and the personal dignity and emotional wellbeing even when facing hardship. This segment includes those seeking meaningful connection and opportunities for self-improvement rather than one-off relief.
The behavioural segmentation address individuals who actively required the community support services or those who are socially withdrawn but can re-engage by guided companionship and wellbeing activities. 
[bookmark: _Toc215162272]Product
The “product” in a charity context refers to the services, experiences, and value delivered to beneficiaries, donors, and volunteers. Life and Humanity allow a highly differentiated product by integrating essential relief and also emotional wellbeing support and skills empowerment into a single service model (Burns, 2018). Its community support interventions involve the weekly food and hygiene packs and these also warm clothing bundles and emergency assistance all of which address the immediate physical requirements exacerbated by UK inflation and energy price pressures. 
The wellbeing programmes like the Humanity Circles and the companionship visits, and the digital wellbeing room which allows emotional value which also differentiates the charity from traditional food banks or relief organisations (Gonzalez and Martin, 2024). These services respond to the UK’s increasing the loneliness crisis significantly among elderly residents and recent migrants. These workshops aim on digital literacy and the financial management and the job-search skills and sustainable upcycling which is connecting with the UK’s digital inclusion agenda and the circular economy movement.
[bookmark: _Toc215162273]Price
Life and Humanity use a social value-based pricing approach although a charity does not operate on traditional pricing which can be beneficial for the organisations. All primary services are delivered free which is also ensuring accessibility for low-income and vulnerable peoples. Again, the organisation utilises the optional and the low-cost elements within workshops and eco-friendly products generated by upcycling activities to create the income sustainably. 
Life and Humanity foster an adaptive model and there all the individuals can donate money, food, clothing or volunteer time. Corporate partners can support campaigns by the sponsorship packages priced based on their financial capacity and CSR objectives (Cornwell, 2020). Transparent reporting makes sure the donors understand how their contribution generates the effect impact which is enhancing perceived value
[bookmark: _Toc215162274]Place
Place refers to the method of delivery of Life and Humanity services and beneficiaries. The charity is run through the community hubs and local council partnerships and also the food redistribution centres, and pop-up support sessions in areas of high need. The choice of these locations will depend on the deprivation indices, accessibility, and closeness to the key beneficiary groups by the use of public transport. The long-term target is to have an established permanent centre that provides multipurpose assistance such as a wellbeing room, training and donation sorting area.
Online delivery is also significant. The app is a virtual location where the beneficiaries, volunteers and the donors will be able to communicate. Online access is a low barrier option to people with mobility problems or social anxiety. Charity Choice is a charity database on social media, community websites, and other websites, which aid in increasing the visibility of the charity within the UK. This physical-digital presentation model is the one that will offer Life and Humanity the chance to appeal to various demographics.
[bookmark: _Toc215162275]Promotion
Life and Humanity use the promotional strategy that is based on transparency, storytelling in the community, and online interactions. Promotion is aimed at the establishment of trust, creation of awareness and stimulating action. The major messages of promotion will be real stories of change, the holistic support model of the charity and its role in sustainability. Conventional promotional tools are community posters, half-way covenant with GP surgeries on social prescribing and liaisons with local schools and councils.
Digital promotion is the key element as it is the most effective because of its reach and cost-effectiveness (Juska, 2021). The charity also posts updates, announcements of events, and stories of volunteers through the Instagram, Facebook, Tik Tok, and X (Twitter). These mediums enable the donors and fellow citizens to become emotionally attached with the work of the charity. Promotional reach is also enhanced through the collaboration with UK-based influencers, student groups and corporate partners. Email newsletters give updates on the campaigns to raise funds, reports on impact, and workshops to be held, which maintains constant contact with the supporters.
[bookmark: _Toc215162276]Strategies in Online Marketing.
Online marketing is very important in the life and humanity in terms of attracting and maintaining donors, volunteers and beneficiaries. One of the strategies is searching engine optimisation (SEO), which means that individuals who look in search of assistance like food help near me or community support UK- can find the charity with ease. Optimised web-based information enhances exposure and appeals to people who are in urgent need.
Another necessary strategy is social media marketing. Human stories, volunteer highlights, and environmentally friendly upcycling projects are posted to such platforms as Instagram and Tik Tok. These sites will ensure that the charity targets the youth who have a higher chance of volunteering or taking part in environmental projects. Facebook is used as a community-based engagement tool among older audiences, where they receive updates on the events, wellbeing hints, and donations.
[bookmark: _Toc215162277]Element 4: Legal, Management, and Financial Planning.
[bookmark: _Toc215162278]Legal Structure
The operating unit will be Life and Humanity, as a Registered Charitable Incorporated Organisation (CIO) which is the most appropriate form of legal structure to take in the case of a charity in the UK. CIO gives legal personality so that the organisation can sign contracts, hire employees and own property in its name instead of those of trustees. This is also a structure which enjoys limited liability which implies that the trustees do not have personal liability on the debts of the charity and this is a critical protection in an industry which depends heavily on donations and grant funding. Being registered by the Charity Commission means transparency, accountability, and openness to the community that such things are essential in attracting grants and donations. A CIO also saves administrative overheads as compared to registering a limited company along with a separate charity registration and is therefore efficient and cost-effective to a new organisation.
[bookmark: _Toc215162279]Basic Organisational Chart
Life and Humanity will incorporate lean management framework to ensure simplicity, responsibility and efficiency.
[bookmark: _Toc215162280]Organisational Chart:
Board of Trustees
Offers control and management, and direction.
Chief Executive Officer (CEO)
Overalls operations, controls partnerships, oversees employees.
Operations Manager
Manages day to day service provision, volunteer coordination.
Finance & Compliance Officer
Budgeting, reporting and Charity Commission compliance.
Programme Coordinator
Holds workshops and wellbeing, as well as community events.
Marketing and Communications Officer
Manages social media, campaigns, donors.
Volunteers
Sponsor all programmes and community activities.
[bookmark: _Toc215162281]Start-Up Funding Requirements
The approximate start-up expense of Life and Humanity is PS25,000 that will cover initial operating requirements:
· Venue hires and equipment: PS6,000
· Marketing, Web and mobile application development: PS7,000.
· Initial employee/ consultant assistance: PS5,000.
· Food, cleanliness, and workshop supplies: PS4, 000.
· Legal registration, insurance and administration PS3,000.
The sources of funds will be a mix of small charity grants, different fundraising events within the community, corporate donations, and online campaigns. Major sources are the National Lottery Community Fund, local council grants, Tesco Community Grants and cooperating with supermarkets in the UK to provide surplus food and other materials. Other sources of funds can be through online sources like the Crowdfunder UK and JustGiving.
[bookmark: _Toc215162282]12-Month Cash Flow Forecast (Estimated)
	Month
	Income (£)
	Expenses (£)
	Net Cash Flow (£)

	Jan
	3,000
	2,000
	+1,000

	Feb
	2,000
	2,200
	-200

	Mar
	4,000
	2,300
	+1,700

	Apr
	2,500
	2,000
	+500

	May
	3,000
	2,100
	+900

	Jun
	2,000
	2,000
	0

	Jul
	2,500
	2,200
	+300

	Aug
	2,000
	2,400
	-400

	Sep
	3,500
	2,300
	+1,200

	Oct
	2,500
	2,200
	+300

	Nov
	4,000
	2,300
	+1,700

	Dec
	5,000
	2,500
	+2,500


Total Income: £36,000	
Total Expenses: £26,500	
Year-End Balance: £9,500 surplus
[bookmark: _Toc215162283]Conclusion 
Life and Humanity organisations also position itself as a forward-thinking charity capable of identifying the some of the UK’s most pressing social needs by a holistic and compassionate service model. The organisation generates the meaningful, long-term value for beneficiaries by aligning the crucial essential relief and wellbeing support, and empowerment initiatives. The business plan showcase that a transparent legal structure and also effective marketing, targeted service delivery, and sound financial planning are all essential in ensuring sustainability and development. Its commitment to innovation and community partnership and social justice will help it to strengthen lives and decrease the inequalities and build more resilient communities all over the UK as the charity expands.
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