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[bookmark: _Toc225202760]Component 1: Business Plan
[bookmark: _Toc225202761]1. Introduction
Green Basket Refill is a sustainable retail start up that is proposed in Coventry. The company will market refill household products, personal care products, dry foods, reusable products, and similar items in a retail outlet. Its focus market is the students, the young professionals, families interested in useful methods of reducing waste. The company is also sustainable since it minimises single use packaging and promotes responsible use (Aktar and Kabir, 2024). The core goals are to establish their brand, develop a base of loyal consumers, minimise packaging waste and generate cash in the first year. Repeat purchases, prudent inventory management and low overheads are anticipated to bring profitability.
[bookmark: _Toc225202762]2. Business Concept and Overview
The business idea is known as the Green Basket Refill Ltd. It is a small environmentally friendly retail store that assists people to purchase daily products with reduced packaging and waste (Thompson, 2010). The main product range comprises refill washing up liquid, laundry liquid, shampoo, conditioner, hand soap, rice, pasta, grains, tea and cleaning products. The store will also stock reusable bottles, jars, bags and home products that would help maintain a low waste lifestyle. It will be a high street store in Coventry and offer a local delivery service and collection through a straightforward site (Aagaard, et al., 2021). It will be a privately limited company and this is the appropriate startup as it offers a clear legal framework and there is a protection to a small owner. The opportunity is there since a significant number of consumers have increased awareness of household waste as well as increased the living expenses and environmentally friendly shopping. Big-box supermarkets have less refill selection, and most of the specialised shops selling sustainable products appear costly. Green Basket Refill will fulfil this gap with the purpose of providing useful products at reasonable prices in a convenient localising place (Welte, et al., 2025). The company acts in the context of environmental requirement by cutting down the waste during packaging. It brings about local spending and creation of employment.
[bookmark: _Toc225202763]3. Vision, Mission, Goals and Objectives
Vision: The Green Basket Refill vision is to turn low waste shopping into a normal, affordable and easy habit of the households in Coventry  (Anbarasan and Periyasami, 2018).
Mission: Its mission is to offer everyday products in a convenient refills system that minimises packaging, promotes responsible purchase and value.
Goals: Short-term goals or targets of the business include opening the business successfully, creating awareness to the local population and acquiring regular customers. The business has long-term intentions of becoming a local brand when it comes to affordable sustainable retail (Testa et al., 2020).
Objectives: The overall goals are quantifiable. First, the business would have 300 active customers in the first year of business. Second, it will pursue an objective of sourcing at least 60 per cent of the products to the UK suppliers within one and a half years. Third, it will minimise packaging waste by 70 per cent of the traditional retailing choices (Anbarasan and Periyasami, 2018). Fourth, it is expected to break even in month number 10. Fifth, it intends to realise return rate of customers of 45 per cent within year 1.
[bookmark: _Toc225202764]4. Sustainability Strategy
Sustainability, in this case, implies the compliance with customer needs and minimising the negative impact on the environment, hence assisting the local community and ensuring a good financial background. The idea behind Green Basket Refill is that it is preferable to live sustainably and not be costly (Scipioni, et al., 2023). That is why sustainability is not an additional feature to the business model.
· Economic: Repeat sales will provide economic sustainability, as will close stock control and low overheads. Refill systems also have the potential to decrease the packaging fees and promote consistent purchasing behaviours as this would facilitate consistent income. The product line will not be large enough initially to ensure that slow stock and waste are at bay (Biggeri et al., 2022).
· Social: The fair prices, accurate information about its product and friendly shopping experience will bring social sustainability. The company will purchase local and UK suppliers where necessary. It will also provide easy direction to new customers.
· Environmental: The enterprise is focused on environmental sustainability. The primary objective is to eliminate single use plastic and his packaging. Customers will be reminded to bring their own containers as well as reusable containers will be sold in store (Schaltegger and Wagner, 2011). The store will be designed to achieve a high use of energy and low use of paper. The delivery will be organised in batches in order to use less fuel.
These strategy embodies individuals, environment and wealth. The company relies on green practise in order to win customers as well as to manage expenses.
[bookmark: _Toc225202765]5. Market Analysis and Marketing Strategy
[bookmark: _Toc225202766]5.1 Market Analysis
The demand of sustainable home products in the UK is on the rise because people are now more concerned with waste management and eco-friendly use of products. Coventry has an opportunity to have a local refill store that is convenient yet affordable (Chofreh, et al., 2018). Students, renters, young families and working adults that desire to have lower waste products every day are also the target market. The primary market niche is low-cost refill retail. The sustainable people require a very limited assortment at the supermarkets and most of the specialty stores are prohibitively expensive or inconvenient. Green Basket Refill has an opportunity to be unique with the common household products sold in a local and convenient format (Rosario and Figueiredo, 2024). The key competitors are supermarkets, health food stores, online eco stores and refill outlets in the neighbourhood.
[bookmark: _Toc225202767]5.2 Marketing Strategy
The product branding will target the daily needs that the client consumes regularly. This must lead to repeat visits and more intensive shopping. Quality of the products will be selected, as well as utility and insignificance of packaging (Cohen and Winn, 2007). The competitive pricing strategy will be used instead of premium pricing strategy. The prices have to be kept affordable in such a way customers are comfortable to come back frequently. The small amount of refills will be offered to enable customers to control their expenses (Febrizal and Adhi, 2020). Place will incorporate a premise store in Coventry and web-based local pickup and delivery. The internal ordering done online will also assist the business in contacting customers. Advertisement will be based on low cost domestic strategies. These will involve the social media content, first time offers, loyalty cards, student discounts and collaborations with cafes, schools and other community groups (Cohen and Winn, 2007). Allowing the customer to be served in a friendly manner, a clear value and rewards will be used in customer retention.
[bookmark: _Toc225202768]6. Resources Required
Physical resources: Physical resources to entail in will be a small retail structure, refill dispensers, a shelf, a weigh machine, storage ware, a till system, a card machine and basic shop fittings. The rudimentary technology will comprise an Internet site, e-command centre, accounting software and social media solutions (Contreras and Dornberger, 2022). Stocks will be purchased using the preferred suppliers. Delivery at a local level may start with bicycle delivery or hired transportation, which may be short term.
Human resources: The human resources will be small initially. The founder will handle the purchasing, the pricing, the supplier connexions, the marketing and operations on the day-to-day basis. Customer service, stock cheques and cleaning will be assisted by one part time shop assistant. An example of useful skills is the communication, stock control and digital marketing (Thompson, 2010). Training will be carried out in areas on refill practises, customer care, hygiene where required and waste reduction practise.
Financial resources: Monetary investments will entail capital deposit to rent, fittings, stock, insurance, licence and web site development and cash in hand. A start up capital of approximately £12,000 is attainable. Savings, family support, a small business loan type, and enterprise support, may be used to provide funding (Biggeri et al., 2022). There will be a reserve fund that will be maintained in case of routine costs and temporary strain on the cash flow
[bookmark: _Toc225202769]7. PESTLE Analysis
This analysis demonstrates that the external environment is favourable though economic pressure and legal regulations are major threats.
	Factor
	Influence on Green Basket Refill

	Political
	Support for greener business, waste reduction policy and local enterprise advice may help demand and early growth.

	Economic
	Rising living costs may reduce spending, but refill buying can also help customers buy only what they need. Inflation may raise supplier and rent costs (Scipioni, et al., 2023).

	Social
	Concern about plastic waste and ethical buying supports the concept. Some customers may still prefer supermarket habits and speed (Rosário and Figueiredo, 2024).

	Technological
	Online ordering, stock software and digital payment systems can improve service. Weak systems could slow growth and reduce trust (Aagaard, et al., 2021).

	Legal
	The business must meet company law, food safety, consumer protection, labelling and employment rules. Poor compliance could create costs and damage trust (Schaltegger and Wagner, 2011).

	Environmental
	Greater concern about climate change and waste strengthens the business case. Supply disruption or transport problems may still affect stock (Contreras and Dornberger, 2022).


[bookmark: _Toc225202770]8. SWOT Analysis
Green Basket Refill has a good intent and an apparent domestic proposal. Its small size at the time of launch is its biggest weakness. The most promising factors are the increased interest of the population and community collaborations (Anbarasan and Periyasami, 2018). Price pressure, a sluggish behaviour change and better competitors and greater purchasing power are the primary threats.
	Strengths
	Weaknesses

	Clear sustainable purpose
	New brand with low awareness

	Low waste retail model
	Limited starting budget

	Local focus and personal service
	Small product range at launch

	Repeat purchase potential (Cohen and Winn, 2007)
	Dependence on local footfall (Biggeri et al., 2022)

	Opportunities
	Threats

	Growth in low waste demand
	Supermarket imitation

	Local partnerships and events
	Rising supplier prices

	Online local delivery
	Slow customer adoption

	Expansion into subscriptions (Testa et al., 2020)
	Supply disruption (Schaltegger and Wagner, 2011)


[bookmark: _Toc225202771]9. Financial Cash Flow Forecast
The initial year should have a reserved monthly cash flow since the business would be operating on a small scale (Aktar and Kabir, 2024).
	Item
	Estimated monthly amount (£)

	Sales revenue
	3,200

	Rent
	700

	Wages
	900

	Utilities
	150

	Marketing
	120

	Inventory and materials
	800

	Equipment and software
	100

	Contingency reserve
	100

	Net cash position
	330


The projection is based on the assumption of average monthly sales of approximately £3,200 once the initial period is over. It is based on constant foot traffic, domestic online orders and the repeat customer (Testa et al., 2020). It is likely that monthly expenses will be close to £2,870. Everything is huge inventory which is a significant expense but wastage must remain less than that of a typical retail since the clientele purchases measured amounts. The highest fixed costs are rent and wages. Marketing budget is maintained to be small and localised. The projection is positive by giving a monthly cash position of £330 (Welte, et al., 2025). This implies that the model will be viable when the customer retention is high and management of stock is effective.
[bookmark: _Toc225202772]10. Contingency Plan and Risk Management
The business may be experiencing several threats during the first year of operation. Delays in Suppliers can decrease the stock level, so emergency suppliers will be established on high-priority items (Piispanen, et al., 2020). Low sales can be a strain on cash and therefore costs would be evaluated monthly and slow moving stock would be phased off fast. Increasing expenses might necessitate minor price adjustments and reduced product line. The shortage of cash will be achieved via a reserve fund and strict expenditure maintenance. The secure software and manual backup records will help in minimising technology failure (Edgeman and Eskildsen, 2014). Legal change will be dealt with by periodic cheques and expert counsel where necessary.
[bookmark: _Toc225202773]11. Conclusion
Green Basket Refill seems to be a viable small business prospect that has obvious local applicability. It integrates social and environmental value with commercial intent by adopting a low waste retail model. The business is viable as the pivotal point of the business is conscientious practise, supply decision and consumer sell off. The business has cost and competition risks, and the affordability and convenience factor has realistic chances of stable growth within the Coventry market.
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[image: ]Speaker’s note: Green Basket Refill Ltd is a green sustainable retail start up company in Coventry. The operation revolves around refill stores of daily shopping such as household products, dry food, and personal care products. The idea addresses the issue of wastage and the desire to have a viable low waste lifestyle. It has a commercial and social objective. It affirms that people can be responsible consumers who can access local products that are sustainable. This provides a definite ground on a target enterprise model that has realistic potential of continuous growth within Coventry.

[image: ]Speaker’s note: The offer will be based on commodities that consumers purchase frequently. Refill offers will be rice, pasta, tea, shampoo, hand soap and cleaning liquids (Thompson, 2010). Reusable jars, bottles, and bags are also considered as value-added and promotional of the refill model. Such a strategy is effective in that it links sustainability to everyday practises as opposed to the infrequent expenditure. The business is kept within a manageable range during its start (Scipioni, et al., 2023). What has been obtained after this is a retail concept that is current and easy to understand and embrace locally.

[image: ] Speaker’s note: The business opportunity is supported by a market problem. The consumers are interested in decreasing the amount of packaging, yet there are still a limited number of options that are affordable and convenient. Most supermarkets have only a limited refill selection whereas specialist eco stores tend to look prohibitively costly to normal home users. This provides a vacuum in the local market. Green Basket Refill expects to address that requirement by offering it in a more easily available format (Anbarasan and Periyasami, 2018). The requirement is environmental and is also economic as value is an important consideration in daily purchasing processes.

[image: ]Speaker’s note: The target marketing consists of students, young professionals and families located in Coventry. Such groups would appreciate convenience, expenditure and reduction in waste. The business is value-creating in the sense that the customers have the opportunity to purchase only quantities they need. That has the potential to minimise waste and cost. The non-drastic lifestyle change with sustainable options is also a great proposition to the offer. Customers values include usefulness and affordability (Testa et al., 2020). That is important since long term success is reliant on the repeats and not interest.

[image: ]Speaker’s note: The sustainability is in the middle of the business and not a peripheral aspect. The positive impact on the environment is achieved through single use packaging reduction and the promotion of refill behaviour (Biggeri et al., 2022). Through local service, product knowledge and local employment the social value is attained. Repeat purchases, demand and low cost management are critical to the sustainability of the economy. Such areas collaborate and mirror people, planet and profit. A sustainable business needs to be financially viable, therefore the business design has a balance between the environmental intent and trading environment at its inception (Rosario and Figueiredo, 2024).
[image: ]Speaker’s note: The marketing plan is based on local trust and visibility. Awareness can be created free of charge using social media, whereas reputation and word of mouth can be reinforced with the help of local partnerships (Chofreh, et al., 2018). Available loyalty offers and launch deals might ignite buying and returning visits. The availability of a physical shop with a straightforward online order provides the business with two channels to the customers. The importance of competitive pricing is due to the fact that sustainable goods are perceived to be costly. The strategy is optimal when sustainability is introduced as convenient, normal and good value (Febrizal and Adhi, 2020).
[image: ]Speaker’s note: Operations are maintained lean so as to lay off risk at launch stage. The company needs stores, refill stores, shelves, scales and scales, storage and cards payment systems (Contreras and Dornberger, 2022). One part time assistant and one founder manager ought to suffice during the launch. This holds labour costs at bay and does not compromise service quality. The reason why stock control is necessary is that stagnating items might hurt the cash flow (Edgeman and Eskildsen, 2014). It has a basic operating model, although it involves discipline, trusted suppliers and daily management.

[image: ]Speaker’s note: Competitive position has both threats and opportunities. Its significant strengths are an environmentally-conscious intent, local brand and the possibility of returning to purchases (Thompson, 2010). The weaknesses are absence of brand awareness and limited scale. Opportunities are associated with increasing fear of waste and collaborations with community organisations, schools and cafes. The risks include imitation of supermarkets, price rise and procrastinating behaviour among the consumers (Anbarasan and Periyasami, 2018). The analysis predicts that convenience, reasonable costs and reliable service in the long run will make success in Coventry.
[image: ]Speaker’s note: The economic forecast is conservative yet to the point. When sales accumulate consistently and customer retention is high, monthly revenue is projected to surpass operating cost (Testa et al., 2020). This model is justified by those products that satisfy ordinary needs rather than seasonality. The margin is however, not large and the rent, wages and stock should be strictly controlled. There is still a risk, particularly in case the cost of suppliers is increased or footfall is poor (Febrizal and Adhi, 2020). The backup suppliers, reserve funds and review makes the business more resistant to pressure and uncertainty.

[image: ]Speaker’s note: Green Basket Refill is a business concept that has the question of purpose and relevance. The most powerful approach it makes me feel is its connexion between sustainability and real-world shopping, as opposed to abstract arguments. The business fills a market niche and has one model that produces social, environmental, and economic value. The company must be regarded as small in size, yet optimistic in its goals. Where the price is reasonable, customers are retained and the business is kept at cheque will almost always succeed. That would make the idea viable and sustainable in Coventry.
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Business idea and offer

The enterprise provides essentials through a refill
system that cuts packaging waste.

Products include rice, pasta, tea, washing up
liquid, shampoo and hand soap (Thompson,
2010).

Reusable jars, bottles and bags support the offer.

The model combines convenience with affordable
shopping (Scipioni, et al., 2023).
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Problem and market need

Many households want lower waste shopping but face
limited affordable options.

Supermarkets provide only a narrow refill range.

Specialist eco shops are often seen as expensive
(Anbarasan and Periyasami, 2018).

This creates space for a business that makes
sustainable buying easier and realistic.
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Target market and customer value

* The target market includes students, young professionals
and families in Coventry.

* These groups want value, convenience and lower
household waste (Testa et al., 2020).

* The business creates value through flexible quantities,
fair prices and useful products.

+ Customer value depends on repeat need rather than
ethical interest.
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Sustainability and wider impact

Sustainability is built into the business model rather
than added later.

= Environmental value comes from lower plastic use,
refill systems and reduced waste (Biggeri et al., 2022).

= Social value comes from local employment and clearer
product choices.

« Economic value depends on stable repeat demand and
controlled costs (Rosario and Figueiredo, 2024).
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Marketing strategy

. Marketir(\ﬂ focuses on visibility, social media, community
links andloyalty rewards.

« A shop and simple online ordering system improve
access.

» Competitive pricing supports wider appeal beyond niche
greer? consur%ers %’ChéJ reh, etal., 2&%). v

« The strategy links sustainability with convenience and
affordability’ (Febrizal and Adhi, 2020).
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Resources and operations

= The start up requires a retail unit, refill dispensers,
shelving, storage and payment systems.

= Operations remain lean with one founder manager and
one part time assistant (Contreras and Dornberger,
2022).

« Initial funding remains modest compared with larger retail
formats.

= Tight stock control matters because slow products could
weaken cash flow (Edgeman and Eskildsen, 2014).
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Competitive position

Key strengths include purpose, local focus and
repeat purchase potential.

Weaknesses include low brand awareness and
limited scale at launch (Thompson, 2010).
Opportunities include rising demand for low
waste living and local partnerships.

Threats include supermarket imitation, supplier
price rises and slow behaviour change
(Anbarasan and Periyasami, 2018).
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Financial viability and risk

- The forecast suggests positive monthly
cash flow if sales targets are achieved. _

- Revenue is supported by household ;:': fevenve 3}?)?,0
demand rather than seasonal spending Wages 900
(Testa et al., 2020). Utilities 150

. . - Marketing 120
Financial pressure may still arise from [eeforlandimaienas 800
rent, wages and supplier cost increases.| Equipment and software 100

- Reserve funds and backup suppliers ~ |Contingency reserve H00)
strengthen resilience (Febrizal and Adhi,[Net cash position =1

2020).
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Conclusion

Green Basket Refill presents a sustainable enterprise
with relevance.

The concept links people, planet and profit practically.

Its strongest advantage is the combination of affordability,
convenience and environmental value.

Success is likely if customer retention remains strong and
cost control is maintained.
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Introduction

- Green Basket Refill Ltd is a . Green Basket
sustainable retail start up in i & REFILL o
Coventry. = &

= The business sells refill groceries,
cleaning products and reusable
goods.

= The concept addresses waste
reduction and consumption.

- This presentation outlines the model,
opportunity, sustainability value and

prospects.





