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Overview of the Project and Its Context
The introduction of hybrid working patterns has changed how people use office space. Many employees, freelance workers, students, and owners of small businesses will no longer need a dedicated office space every day but still need access to quiet, dependable, and professional environments. Working from home can be convenient, but it also produces challenges such as isolation, lack of routine or structure, poor internet access, noise, and limited boundaries between work and personal life.
Existing coworking facilities have partially made improvements over those types of challenges; however, the majority of coworking facilities are relatively pricey, centralised within cities, and designed to require users to subscribe to a monthly fee to obtain benefits. Because of these factors, there’s a gap between users looking for infrequent access to workspace in their area at prices they can afford. The FlexiWork Hub is designed to fill this gap by providing users with an option to book local spaces by the hour, half-day, or day.
At the same time, local and small businesses struggle with a lack of customers during slow periods of business; they also have available space that they could rent out during periods of time when they would otherwise have no business. For example, many cafes will have very few customers in the mid-morning or mid-afternoon, hotels frequently have lounges or lobbies that they could make available for rent during the day, and community centres will have rooms that they are not using during much of the weekday. The opportunity for innovation through entrepreneurship exists since there are so many available resources, and research highlights that success can be realised in meeting social needs as well as providing sustainable value through social innovation (Dionisio and de Vargas 2020).
FlexiWork Hub will function as a type of online marketplace. Users will be able to search for available spaces, compare prices and amenities, book space instantaneously and provide feedback to other users based on their experiences. Venue partners will list the times their space is available for the purpose of being used as workspace, rules regarding how the workspace can be used, types of amenities available within the workspace, and prices for usage. FlexiWork Hub will generate revenue from charges it will impose on bookings and optional subscription fees. The target market is London because there are many hybrid workers, freelancers, students and entrepreneurs, as well as many venues that cater to these groups. Initially, customers will include freelancers, remote workers, start-up founders, post-graduate students and small business owners who all require flexibility, affordability and convenience.
The FlexiWork Hub’s value proposition is evident by offering access to local flexible, affordable workspaces without requiring long-term contracts to its users, while generating additional income to venues by bringing additional traffic to otherwise unutilised space. FlexiWork Hub exemplifies shared value as its business operations generate both economic and social returns (Camilleri et al., 2023).
FlexiWork Hub differs from traditional coworking suppliers in that they do not own any buildings, minimising their capital requirements and allowing for less tension in the testing process. Additionally, it is a support mechanism for locally embedded businesses since it relies heavily upon partnering with community venues and neighbourhood businesses (Adomako and Tran, 2022).
Strategy for Long-Term Sustainability
The sustainability of the FlexiWork Hub will be determined by how well it remains relevant, financially viable and adaptable during the next two years. Sustainability within this plan means both business sustainability and long-term viability as opposed to just environmental sustainability.
Value Generation
FlexiWork Hub creates value by increasing access to flexible workspace for individuals as well as generating income for local venues with underutilised space; therefore, making this model efficient by utilising an existing resource rather than developing new infrastructure. Socially innovative, this venture solves a genuine issue through a pragmatic delivery framework scalable (Paunescu, 2014).
For users, the convenience offered by the values outweighs any other impact created by the model. There are many ways for users to find and book a flexible workspace in their area, whether it’s close to home, school or near a meeting location. Venues can also use this platform to find new users and generate new revenue through their spaces, as well as supporting local independent businesses and dampening the number of long-distance trips taken within our community.
The Stakeholder Model will be an important part of creating your business model; simply put, the more satisfied the stakeholders are in your business, the less likely you are to fail. Responsible Innovators have found that businesses need to develop business plans that are balanced (e.g. economic vs. social) while still addressing the greater social issues within their communities (Voegtlin et al., 2022)
Generating Revenue
Our first revenue source is the collection of commissions from each of the bookings made through our platform. For example, if the user books a half-day of workspace for £8.00, we will earn a 20% commission or £1.60 on this transaction. As more users book more frequently on our platform, we will have the opportunity to grow with those users as their usage continues to grow.
Our second source of revenue is our monthly user subscriptions, which is a way to offer non-member users (who are currently using FlexiWork Hub services) discounted rates, priority bookings and/or rewards programs on each booking they make. Subscriptions can provide the business with a way to have more predictable revenue and repeat users.
The third type of revenue we will introduce later is for businesses to purchase memberships for multiple workspaces on behalf of their employees working hybrid schedules. This will be a significant growth opportunity for both the FlexiWork Hub and the businesses purchasing memberships to help support employees’ productivity while lowering their office-related costs.
A diversified revenue model can also help to make your business more resilient. As the number of income streams you have supported your business increases, the amount of risk that your business incurs decreases significantly. There is a connection between financial sustainability and corporate performance, usually through an ability to combine innovation with steady income (Rahi et al., 2024).
Market Positioning
FlexiWork Hub will establish itself as an affordable, local, and flexible option to traditional coworking. The brand should focus on simplicity, with the message: “workspace when and where you need it.” This positioning will avoid competing with premium coworking businesses directly, while instead focusing on the large number of everyday hybrid workers who now work from home or remotely.
The venture should not attempt to launch everywhere simultaneously, but should start with a focused pilot in London, in one or two boroughs with high densities of remote workers and a ready supply of venues. This focus will enhance liquidity in the marketplace as both supply and demand are concentrated in a small area. If users open the app and do not see venue options near them, they are not likely to return. Therefore, having density in the local area is far more critical than having large areas with fewer venues.
Network Effects
FlexiWork Hub’s long-term success will be based on the existence of network effects. More venues will provide users with increased options, and more user traffic will create more revenue opportunities for venues. This will create a positive feedback mechanism where each side of the marketplace will attract the other side to continue to grow.
However, the existence of network effects will not happen automatically. The platform will need to manage quality, trust, and reliability. If there are poor venues or inconsistent/negative experiences for users, then user confidence will be damaged, and therefore all venues must meet minimum standards for: Wi-Fi quality and connectivity; seating; noise levels; cleanliness; and quality of customer service.
Entrepreneurial ecosystems require trust, networks, and collaboration (Audretsch et al., 2022); therefore, FlexiWork Hub should treat venue partners as long-term collaborators rather than just suppliers. 
Customer Retention
Retention of customers is essential for the long-term sustainability of the business, as obtaining customers through advertising can be expensive. To maintain customer retention, there are several strategies available, such as loyalty point rewards, personalised recommendations, favourite venues, user review postings, and subscription pricing discounts.
Building out community features as the platform evolves will also be important, for example, by holding regional networking events or themed workdays. This will help to create a much more integrated and valuable experience, in addition to being simply a method of booking services through the FlexiWork Hub. Customer loyalty is closely tied to brand image and reputation, as well as perceived value (Le, 2023).
Risk Management
The key risks to the business model include low customer acceptance, high venue turnover, differing product quality, increased competition, and weak unit economics.
To manage low customer acceptance, the business model will leverage MVP testing and targeted marketing efforts. To reduce high venue turnover, the venture will need to demonstrate viable financial return on investment (ROI) for partner businesses. To manage differing product quality, the business model will need to develop effective onboarding criteria, an active user review system, and periodic monitoring of venue performance. To manage increased competition, the business model will rely on the creation of a strong brand presence, density of locations within any given market area, and competitive pricing. Lastly, weak unit economics will be managed by tracking contribution margins, customer acquisition cost (CAC), and repeat customer bookings.
Many new ventures also face difficulty in accurately forecasting resource allocations and market demand (Amini Sedeh et al. 2023); therefore, it will be important to properly manage resources throughout the first year of operation and keep fixed costs to a minimum.
Adaptability
FlexiWork Hub must actively remain adaptable to changes that occur. For example, if there are delays in users adopting FlexiWork Hub, the business model can be pivoted towards acquiring corporate partnerships at a faster pace. Should there be inconsistency across the venue product offerings of cafes, the business model should focus on commercial hotels, libraries or community venues (if these other venues demonstrate higher levels of successful product delivery). FlexiWork Hub does not provide hourly bookings as they are too complicated. FlexiWork Hub will move to half-day and full-day bookings instead.
Because they are an entrepreneurial venture, FlexiWork Hub will benefit from not only learning from the market but also learning from market feedback instead. Companies with sustainable innovative capability have it because they learn and adapt; sustainable innovative capability is related to the ability to learn and adapt (Yu et al., 2023).
Through the Business Model Canvas, FlexiWork Hub is a platform business with no ownership of buildings (no assets). The core asset of FlexiWork Hub is not a property, but the technology created to connect supply to unfulfilled demand, therefore allowing scalability and reducing financial risk for FlexiWork Hub compared to the traditional co-working model.
Through the Journey Map, the criteria for trust are the biggest barrier to FlexiWork Hub. Users need to trust the chosen venue will be appropriate for carrying out their work activity; therefore, FlexiWork Hub should build trust through product reviews, clear descriptive information and appropriate levels of quality assurance.
Overall, for FlexiWork Hub to scale too quickly, the roadmap indicates that the first six months should focus on producing evidence as opposed to growing the business; the business should only grow after validating demand for the product, the pricing of the product and customer retention.
Viability, Finance and Resources
In contrast to traditional co-working businesses, FlexiWork Hub has a low fixed-cost structure, making FlexiWork Hub financially viable. Traditional co-working will pay for large buildings and or the expensive fit-outs of the offices, but will use partner venues instead. Therefore, the financial viability of FlexiWork Hub is more affordable to establish and less difficult to adapt.
The estimated cost of starting is platform development, developing the brand, marketing, setting up legal and contractual obligations, obtaining insurance and contracts for customer service and developing partnerships with venues. The cost of creating a simple MVP could be in the region of £20,000 to £30. FlexiWork Hub, an online marketplace that connects businesses with remote service providers, will have operating costs comprised of a full-time Partner Manager, part-time IT support and customer service employees, digital marketing expenses, software costs, and payment processing fees. 
As an example of a conservative assumption around revenue, if there were 100 bookings a day at an average booking value of £8 each, the total monthly gross value of the bookings would be £800 (100 bookings x 30 days = 3,000 bookings). This £800 value is multiplied by a 20% commission for FlexiWork Hub (20% of £800 = £160 daily; £160 x 30 = £4800/month). While the revenue resulting from bookings alone may not be sufficient to cover all operating costs, existing customers will need to return to use the service repeatedly for it to be profitable; subscriptions will also need to be offered to generate sufficient revenue for sustaining the business. 
If FlexiWork Hub has 500 subscribers each paying £12 per month for a total subscription revenue of £6000 per month, with the combined revenue from booking commissions and subscription fees included, FlexiWork Hub will be getting closer to breakeven. Additional revenue streams will come through offering corporate membership packages, providing FlexiWork Hub with an opportunity to earn higher margin subscriptions and more predictable revenue. 
Depending on how fast user growth occurs, how successful marketing is performed, and how well those members stay engaged with FlexiWork Hub, they plan to reach breakeven during the first 12-18 months of operations. Business Planning is a process that will assist entrepreneurs in identifying their assumptions, meaning the entrepreneur can determine any financial gaps pre-scaling the market (Nakajima & Sekiguchi, 2025); however, the assumptions of any business plan you develop during the early stages of business are often inaccurate because of developing a trustworthy early-stage market. 
To be operational from the start of the business, there are five key resources needed, including an operationally functioning digital platform; a list of reliable venue partners; customer data; a well-established brand reputation; and a small team of employees. The initial team can consist of the founder-manager, technical developer, Partnership Lead and Marketing person. Entrepreneurs are encouraged to consider outsourcing to reduce operating costs taken on during the Pilot Phase of the business, which will help equip FlexiWork Hub and its employees with limited operating expenses. Funding for the establishment of the FlexiWork Hub can be attained from different sources, including university enterprise grants, seed funding, angel investment, or money from local innovation organisations. Impact investors may be interested in supporting this venture, which will help support local businesses by improving access to flexible work. When social investment is tied directly to the achievement of measurable impact, it may operate as a source of financing for social innovation (Purna et al., 2026).
The FlexiWork Hub will track both financial and non-financial indicators. Financial indicators include revenue, commission margin, cost of acquiring customers, repeat booking rates, and monthly recurring revenue. Non-financial indicators include customer satisfaction, venue satisfaction, total number of active venues, and average rating of venues.



Implementation & Learning Loop
The FlexiWork Hub will employ a Build-Measure-Learn development methodology. In other words, we will develop a simple version of our service and collect real-world evidence that will allow us to refine the service based on actual user behaviour. The FlexiWork Hub requires that its minimum viable product (MVP) include only the most basic features: venue listings, search, booking, payment, confirmations, and reviews.
The MVP Concept
MVP allows entrepreneurs to test the underlying assumptions of their business prior to making a significant investment in developing the business (Lortie et al., 2025). The MVP for the FlexiWork Hub should not be a perfect product; it simply needs to be capable of generating valuable learning.
Visual 1: Business Model Canvas
	Business Model Element
	FlexiWork Hub

	Customer Segments
	Freelancers, hybrid workers, remote employees, students, SMEs and corporate teams

	Value Proposition
	Affordable, flexible and local workspaces available on demand

	Channels
	Mobile app, website, social media, university partnerships, and employer partnerships

	Customer Relationships
	Self-service booking, reviews, loyalty rewards, subscriptions and customer support

	Revenue Streams
	Booking commission, subscriptions, corporate packages and premium listings

	Key Resources
	Digital platform, venue network, user data, brand, partnership team

	Key Activities
	Platform development, venue onboarding, marketing, quality control and customer support

	Key Partnerships
	Cafés, hotels, community centres, libraries, local councils, employers and universities

	Cost Structure
	App development, marketing, staff, payment processing, insurance and customer service



Learning Loop Evidence Sources
The learning loop will be based on three sources of evidence. The first source will be the use of platform analytics to track the number of searches, bookings, cancellations, repeat uses, and conversion rates. The second source will be surveys of customers to measure their level of satisfaction and identify reasons for non-use. The third source will be conducting interviews with our venue partners to identify operational challenges.
Every month during the pilot, improvements should be made based on what is learned through the learning loop. For example, if users search for venues but do not book, there may be an issue with either pricing or trust. If users book once but do not return, there is likely to be an issue with the workspace experience. Finally, if a venue quits the platform, the partner incentive structure might need to be modified.
Implementation will take place in three phases. Phase I (Months 0-3) will involve the development of the MVP and onboarding of venues. Phase II (Months 4-6) will involve the testing and refinement of the MVP. Phase III (Months 7-24) will involve the controlled scaling of the business. This phased approach reduces the risk of launching the business and allows for evidence-based scaling of the FlexiWork Hub.
Conclusion & Recommendations
In conclusion, the FlexiWork Hub is an example of an innovative small business that seeks to build an entrepreneurial business model by solving a significant market need. As such, recommendations are provided to launch the FlexiWork Hub with a small, targeted pilot in London, conduct due diligence on demand, prioritise trust and quality, and only scale once the repeat use of the FlexiWork Hub and the satisfaction of our partner venues have been established.
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Appendix 
Customer Journey Map
	Stage
	User Action
	Pain Point
	FlexiWork Hub Response

	Awareness
	Sees social media ad or recommendation
	Does not know that local workspace options exist
	Clear marketing focused on convenience and affordability

	Search
	Opens the app and enters the location
	Too many irrelevant options
	Filters for price, distance, Wi-Fi, noise and facilities

	Booking
	Chooses venue and pays
	Worries about reliability
	Reviews, photos, clear rules and instant confirmation

	Workspace Use
	Arrives and works
	The venue may be noisy or unsuitable
	Minimum quality standards and user ratings

	Feedback
	Leaves review
	Feedback may feel pointless
	Reward points for reviews

	Repeat Use
	Books again or subscribes
	Needs consistent value
	Loyalty rewards and personalised recommendations



Two-Year Implementation Roadmap
	Time Period
	Main Objective
	Key Actions
	Success Measures

	Months 0–3
	Build MVP
	Develop a basic app, recruit 10–15 venues, and test the booking flow
	MVP live, first bookings completed

	Months 4–6
	Validate demand
	Run pricing tests, collect feedback, improve UX
	Repeat booking rate, customer satisfaction

	Months 7–12
	Strengthen model
	Add subscriptions, improve venue quality, and increase marketing
	Monthly revenue growth, partner retention

	Months 13–18
	Expand locally
	Add more London boroughs and corporate pilots
	Corporate clients, higher booking density

	Months 19–24
	Scale nationally
	Enter one or two UK cities, and refine operations
	Break-even progress, stable retention
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