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[bookmark: _Toc223443267]PurePlate Kits: Sustainable and Affordable UK Meal-Kit Enterprise

[bookmark: _Toc223443268]1. Introduction
PurePlate Kits is a proposed UK-based meal-kit subscription service aimed at providing affordable and sustainable meal solutions for busy households. The UK food and grocery sector is undergoing structural change, with online food retail and subscription-based models continuing to grow (Statista, 2024b). Simultaneously, food price inflation has influenced household spending patterns (ONS, 2024), increasing demand for cost-conscious solutions.
In addition, research shows that UK consumers are increasingly motivated by environmental concerns, particularly in food purchasing decisions (Deloitte, 2023; Mintel, 2023). PurePlate Kits aims to respond directly to these combined economic and environmental pressures by offering competitively priced meal kits that reduce waste and promote responsible sourcing.

[bookmark: _Toc223443269]2. Product / Service Proposition
PurePlate Kits provides pre-portioned meal kits containing fresh ingredients and step-by-step recipe instructions. The service reduces food waste while offering convenience and price transparency. The subscription model generates recurring revenue and enhances customer retention, which is central to sustainable business model design (Osterwalder and Pigneur, 2010). Subscription-based enterprises benefit from predictable income streams and improved customer lifetime value (Tzuo and Weisert, 2018).
Meals are priced at £6 per serving, positioning the business below many national competitors. Porter (1980) argues that focused cost leadership can create competitive advantage when targeting specific market segments. PurePlate Kits adopts this strategy by serving price-sensitive yet environmentally conscious consumers within a regional market.


[bookmark: _Toc223443270]3. The Story Behind the Idea
The concept emerged from observing the financial pressures facing UK households and the growing emphasis on sustainable consumption. According to the ONS (2024), food price inflation has significantly affected consumer budgets. Meanwhile, Deloitte (2023) reports that a large proportion of UK consumers consider sustainability when making purchasing decisions.
Personal interest in reducing food waste and supporting local suppliers further informed the development of the idea. By providing pre-measured ingredients, PurePlate Kits aims to reduce household waste while supporting local economic activity.

[bookmark: _Toc223443271]4. Legal Structure and Ownership
The business will initially operate as a sole trader. This structure is appropriate during early-stage development due to lower administrative complexity and cost (Keir Thomas-Bryant, 2018; Williams, 2023).
However, unlimited liability presents financial exposure. As revenue stabilises, transitioning to a limited company would reduce personal liability and improve access to finance. Such staged structural development aligns with recommended start-up practice (Scarborough and Cornwall, 2019).

[bookmark: _Toc223443272]5. Mission, Aim, SMART Objectives & USP
[bookmark: _Toc223443273]5.1. Mission Statement

“To provide affordable, sustainable and convenient meal solutions across the UK.”
[bookmark: _Toc223443274]5.2. Business Aim
To establish PurePlate Kits as a recognised regional sustainable meal-kit provider within three years.


[bookmark: _Toc223443275]5.3. SMART Objectives
	•	Achieve 500 active subscribers within 12 months
	•	Generate £26,700 revenue in Year 1
	•	Maintain profit margins above 35%
	•	Establish partnerships with five local suppliers within six months

[bookmark: _Toc223443276]5.4. USP
Affordable sustainable meal kits priced at £6 per serving with transparent sourcing and flexible subscription options.

[bookmark: _Toc223443277]6. Physical Resources
The business will operate from Cardiff, Wales, benefiting from strong transport links and access to local suppliers (Welsh Government, 2023). A small warehouse facility will provide refrigerated storage and preparation space compliant with UK food hygiene regulations
Operating regionally during Year 1 allows controlled growth and efficient logistics.

[bookmark: _Toc223443278]7. Human Resources
The initial team will consist of a Founder/Manager, Operations Assistant, Marketing Executive and Delivery Coordinator. Effective workforce planning is critical in small enterprises to ensure productivity and flexibility (CIPD, 2023). Recruitment will prioritise adaptable individuals capable of multi-role responsibilities.

[bookmark: _Toc223443279]8. Marketing Activities
The marketing strategy is shaped by segmentation, targeting and positioning principles (Kotler, Armstrong and Opresnik, 2021). Digital platforms, particularly Instagram and TikTok, will act as the main engagement channels, reflecting established digital marketing best practice (Chaffey and Ellis‑Chadwick, 2022). Consistent branding is essential for building recognition and trust among consumers (Kotler and Keller, 2016). As shown in Fig. 2, promotional activity will emphasise affordability and sustainability, aligning with core value propositions. These messages will be supported by website functionality designed to optimise user experience, streamline navigation and maximise conversion through clear calls to action and simplified purchasing pathways.
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Figure 2: Marketing design example for business use
Source: Authors own design (Canva material) 

[bookmark: _Toc223443280]9. Market Research
Primary research was conducted via an online questionnaire (Appendix B), generating 21 valid responses. Findings identified price and sustainability as the most influential purchasing factors, alongside interest in healthy eating and dietary flexibility.
Secondary research supports the viability of the model. The UK meal-kit sector continues to expand (Statista, 2024a), while consumer interest in convenient home cooking remains strong (Mintel, 2023). The competitive landscape is robust, with established national brands dominating online retail (CMA, 2023). These insights informed pricing and differentiation strategy.

[bookmark: _Toc223443281]10. Financial Resources
Start-Up Investment: £35,000
Funded through personal savings (£15,000), business loan (£15,000) and grant (£5,000).

[bookmark: _Toc223443282]10.1. 12-Month Financial Forecast
Projected Revenue: £26,700
Projected Expenses: £15,684
Net Profit: £11,016
Profit Margin: 41% (see Fig. 1 and Appendix A) 


Figure 1: Year 1 Revenue and Expenses Forecast 
Source: Authors calculation 
Revenue increases progressively throughout the year while fixed costs remain stable, supporting scalability.

[bookmark: _Toc223443283]10.2. Break-Even Analysis
· Fixed annual costs: £1,800
· Contribution per meal: approximately £3.67
· Break-even point: approximately 491 meals
· Break-even is achieved within the first quarter.

[bookmark: _Toc223443284]10.3. Sensitivity Analysis
A 10% increase in ingredient costs would reduce projected profit by approximately £1,100. Inflation therefore represents a measurable but manageable risk (ONS, 2024). Supplier diversification and regular cost reviews mitigate this exposure.

[bookmark: _Toc223443285]11. Competitor Analysis
Major competitors include HelloFresh and Gousto, which benefit from economies of scale and national distribution (Deloitte, 2023). However, higher pricing structures create opportunities for price-focused differentiation.
PurePlate Kits adopts a focused strategy within a regional market, reducing direct exposure to national marketing expenditure pressures (Porter, 1980).

[bookmark: _Toc223443286]12. SWOT & Conclusion
The business benefits from key strengths such as strong profit margins and a subscription-based revenue model, which support predictable cash flow and customer retention. Its main weaknesses relate to limited brand awareness and the need to build trust in a competitive market. Opportunities remain significant, driven by increasing consumer interest in sustainable purchasing behaviours (Mintel, 2023). However, threats include inflationary pressures affecting costs and consumer spending, as well as intense competition from established market players (CMA, 2023).
Overall, the financial modelling, market demand and strategic positioning collectively indicate that the concept demonstrates realistic commercial feasibility and the potential for sustainable long‑term growth.


[bookmark: _Toc223443287]PART 2 – INDIVIDUAL REFLECTION 

This module has significantly strengthened my understanding of enterprise development and the multifaceted processes involved in creating a viable business proposition. One of the most notable areas of growth has been in the design, collection and analysis of primary research. Engaging with research methods in a practical context deepened my ability to interpret data critically and to draw meaningful insights from both qualitative and quantitative findings. This process required me to look beyond surface-level observations and instead examine patterns (creating a questionnaire and learning how to read data’s), consumer behaviours and underlying motivations in a more rigorous manner, as emphasised by Barringer and Ireland (2022). The experience helped me appreciate the importance of evidence-led decision-making in enterprise planning.
Another key area of development was financial forecasting. Before undertaking this module, my understanding of contribution margins, break-even analysis and broader financial modelling was relatively limited. Through structured tasks and guided learning, I gained a clearer awareness of how financial assumptions interact, and how even small changes such as inflation can significantly influence the financial viability of a business concept. Williams (2023) highlights the importance of these tools for assessing risk and long-term sustainability, and this became increasingly evident as I applied them within my own business plan.
The most impactful aspect of my learning, however, was financial planning and risk evaluation. At the beginning of the module, I underestimated the value of sensitivity analysis and the necessity of stress-testing assumptions. As the project progressed, I realised how essential it is to incorporate inflation risk, fluctuating supplier costs and variability in consumer demand. Applying these considerations not only improved the realism of my forecasts but also strengthened the overall robustness of the proposal. This shift demonstrated to me that financial planning is not simply about projecting growth, but about recognising uncertainty and preparing for volatility.
In parallel, applying strategic theory enriched my academic development. Engaging with frameworks such as Porter’s Five Forces enabled me to move from descriptive commentary to analytical evaluation when assessing competitive positioning and industry dynamics. Johnson, Scholes and Whittington (2023) emphasise the value of structured strategic analysis in understanding external pressures and competitive advantage, and using these models encouraged deeper reflection on strategic decision-making. This represented a shift in my approach, favouring structured, theory-informed evaluation over instinctive or anecdotal interpretation.
Preparing the full business plan was an experience that required balancing creativity with financial discipline. I learned that an innovative idea is only one part of enterprise development; it must be supported by coherent financial logic, strategic alignment and a clear value proposition. This balance strengthened my analytical reasoning, enhanced my confidence in presenting professional arguments and improved my ability to communicate complex ideas with clarity and structure.
Overall, the module has meaningfully enhanced my entrepreneurial mindset. It has provided me not only with academic knowledge but also with practical insight into the realities of enterprise design and planning. I now feel better equipped to evaluate business opportunities critically, manage risk with greater awareness and develop proposals that are both imaginative and grounded in sound analytical principles.
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[bookmark: _Toc223443291]Appendix B : Questionnaire 
[bookmark: _Toc222954527][bookmark: _Toc223443292]Questionnaire
	What is your age group?

	18-25
	26-35
	36-45
	46-60
	Over 60

	3
	9
	4
	4
	2

	
	
	
	
	

	How often do you use meal prep services?

	Daily
	Weekly
	Occasionally
	Rarely
	

	1
	2
	10
	8
	

	How important is healthy eating to you?

	1
Very Important
	2
	3
	4
	5
Not important at all

	5
	4
	4
	2
	X

	
	
	
	
	

	What will motivate you to choose meal prep kits?

	Save time
	Healthier meal choices
	Weight Management
	Convenience
	Cost effective

	13
	7
	6
	8
	6

	
	
	
	
	

	How satisfied are you with your current meal prep options?

	1. Very dissatisfied
	2
	3
	4
	5- Very Satisfied

	1
	5
	11
	4
	X

	
	
	
	
	

	How much will you be willing to spend per meal?

	Under £5
	£5 -£7
	£7- £10
	Over £10
	

	3
	9
	7
	2
	

	
	
	
	
	

	What type of meals do you prefer?
	

	Vegetarian
	Vegan
	Balanced
	Low- carb
	High-protein

	3
	2
	15
	3
	8

	
	
	
	
	

	Do you have any dietary requirements?
	

	No
	N/A
	Diabetes
	Other reasons
	

	14
	4
	1
	7
	

	
	
	
	
	

	Would you be interested in trying a new meal prep kit service?
	

	Yes
	No
	Maybe
	
	

	14
	3
	4
	
	

	
	
	
	
	

	What improvements would you like to see in meal prep kits?
	

	More variety
	Fast delivery
	More balanced meals
	 less packaging waste and offered more budget-friendly choices
	

	10
	11
	14
	15
	





PurePlate Kits 
Year 2027 Forecast

INCOME	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Meals sold (units)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	300	320	340	350	360	370	380	400	420	450	470	290	Price per meal 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	6	6	6	6	6	6	6	6	6	6	6	6	Revenue	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	TOTAL INCOME 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	Category 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Incredients	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	660	704	748.00000000000011	770.00000000000011	792.00000000000011	814.00000000000011	836.00000000000011	880.00000000000011	924.00000000000011	990.00000000000011	1034	638	Packaging	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	160	170	175	180	185	190	200	210	225	235	145	Delivery/Fuel 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	90	96	102	105	108	111	114	120	126	135	141	87	Payment fees (2%)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	36	38.4	40.800000000000004	42	43.2	44.4	45.6	48	50.4	54	56.4	34.800000000000004	Total Variable Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	936	998.4	1060.8000000000002	1092	1123.2	1154.4000000000001	1185.5999999999999	1248	1310.4000000000001	1404	1466.4	904.8	Fixed Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	150	150	150	150	150	150	150	150	150	150	150	TOTAL EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1086	1148.4000000000001	1210.8000000000002	1242	1273.2	1304.4000000000001	1335.6	1398	1460.4	1554	1616.4	1054.8	Profit Summary	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	Profit /Loss	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	714	771.59999999999991	829.19999999999982	858	886.8	915.59999999999991	944.40000000000009	1002	1059.5999999999999	1146	1203.5999999999999	685.2	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Profit Margin 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0.39666666666666667	0.40187499999999993	0.40647058823529403	0.40857142857142859	0.41055555555555551	0.41243243243243238	0.41421052631578953	0.41749999999999998	0.42047619047619045	0.42444444444444446	0.42680851063829783	0.39379310344827589	
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Yearly Forecast Jan 2027- Dec2027

PURE PLATES KIT

Category  January February March April  May June  July  August  September October  November December 

INCOME

Meals sold (units) 300 320 340 350 360 370 380 400 420 450 470 290

Price per meal  6.00 £           6.00 £          6.00 £             6.00 £         6.00 £         6.00 £         6.00 £         6.00 £         6.00 £               6.00 £              6.00 £                6.00 £                

Revenue 1,800.00 £   1,920.00 £  2,040.00 £    ######## ######## ######## ######## ######## 2,520.00 £       2,700.00 £      2,820.00 £        1,740.00 £       

TOTAL INCOME  1,800.00 £   1,920.00 £  2,040.00 £    ######## ######## ######## ######## ######## 2,520.00 £       2,700.00 £      2,820.00 £        1,740.00 £       

Category  January February March April  May June  July  August  September October  November December 

EXPENSES 

Incredients 660.00 £      704.00 £      748.00 £        770.00 £    792.00 £    814.00 £    836.00 £    880.00 £    924.00 £          990.00 £          1,034.00 £        638.00 £           

Packaging 150.00 £      160.00 £      170.00 £        175.00 £    180.00 £    185.00 £    190.00 £    200.00 £    210.00 £          225.00 £          235.00 £           145.00 £           

Delivery/Fuel  90.00 £         96.00 £        102.00 £        105.00 £    108.00 £    111.00 £    114.00 £    120.00 £    126.00 £          135.00 £          141.00 £           87.00 £             

Payment fees (2%) 36.00 £         38.40 £        40.80 £          42.00 £       43.20 £       44.40 £       45.60 £       48.00 £       50.40 £             54.00 £            56.40 £              34.80 £             

Total Variable Costs 

936.00 £      998.40 £      1,060.80 £    ######## ######## ######## ######## ######## 1,310.40 £       1,404.00 £      1,466.40 £        904.80 £           

Fixed Costs  150.00 £      150.00 £      150.00 £        150.00 £    150.00 £    150.00 £    150.00 £    150.00 £    150.00 £          150.00 £          150.00 £           150.00 £           

TOTAL EXPENSES  1,086.00 £   1,148.40 £  1,210.80 £    ######## ######## ######## ######## ######## 1,460.40 £       1,554.00 £      1,616.40 £        1,054.80 £       

Profit Summary

January February March April  May June  July  August  September October  November December 

Profit /Loss 714.00 £      771.60 £      829.20 £        858.00 £    886.80 £    915.60 £    944.40 £    ######## 1,059.60 £       1,146.00 £      1,203.60 £        685.20 £           

Profit Margin  40% 40% 41% 41% 41% 41% 41% 42% 42% 42% 43% 39%
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										Yearly Forecast Jan 2027- Dec2027

										PURE PLATES KIT



				Category 		January		February		March		April 		May		June 		July 		August 		September 		October 		November		December 

				INCOME

				Meals sold (units)		300		320		340		350		360		370		380		400		420		450		470		290

				Price per meal 		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00

				Revenue		£   1,800.00		£   1,920.00		£   2,040.00		£   2,100.00		£   2,160.00		£   2,220.00		£   2,280.00		£   2,400.00		£   2,520.00		£   2,700.00		£   2,820.00		£   1,740.00

				TOTAL INCOME 		£   1,800.00		£   1,920.00		£   2,040.00		£   2,100.00		£   2,160.00		£   2,220.00		£   2,280.00		£   2,400.00		£   2,520.00		£   2,700.00		£   2,820.00		£   1,740.00





				Category 		January		February		March		April 		May		June 		July 		August 		September 		October 		November		December 

				EXPENSES 

				Incredients		£   660.00		£   704.00		£   748.00		£   770.00		£   792.00		£   814.00		£   836.00		£   880.00		£   924.00		£   990.00		£   1,034.00		£   638.00

				Packaging		£   150.00		£   160.00		£   170.00		£   175.00		£   180.00		£   185.00		£   190.00		£   200.00		£   210.00		£   225.00		£   235.00		£   145.00

				Delivery/Fuel 		£   90.00		£   96.00		£   102.00		£   105.00		£   108.00		£   111.00		£   114.00		£   120.00		£   126.00		£   135.00		£   141.00		£   87.00

				Payment fees (2%)		£   36.00		£   38.40		£   40.80		£   42.00		£   43.20		£   44.40		£   45.60		£   48.00		£   50.40		£   54.00		£   56.40		£   34.80

				Total Variable Costs 		£   936.00		£   998.40		£   1,060.80		£   1,092.00		£   1,123.20		£   1,154.40		£   1,185.60		£   1,248.00		£   1,310.40		£   1,404.00		£   1,466.40		£   904.80

				Fixed Costs 		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00

				TOTAL EXPENSES 		£   1,086.00		£   1,148.40		£   1,210.80		£   1,242.00		£   1,273.20		£   1,304.40		£   1,335.60		£   1,398.00		£   1,460.40		£   1,554.00		£   1,616.40		£   1,054.80

				Profit Summary		January		February		March		April 		May		June 		July 		August 		September 		October 		November		December 

				Profit /Loss		£   714.00		£   771.60		£   829.20		£   858.00		£   886.80		£   915.60		£   944.40		£   1,002.00		£   1,059.60		£   1,146.00		£   1,203.60		£   685.20

				Profit Margin 		40%		40%		41%		41%		41%		41%		41%		42%		42%		42%		43%		39%

																												 





INCOME	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Meals sold (units)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	300	320	340	350	360	370	380	400	420	450	470	290	Price per meal 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	6	6	6	6	6	6	6	6	6	6	6	6	Revenue	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	TOTAL INCOME 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	Category 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Incredients	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	660	704	748.00000000000011	770.00000000000011	792.00000000000011	814.00000000000011	836.00000000000011	880.00000000000011	924.00000000000011	990.00000000000011	1034	638	Packaging	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	160	170	175	180	185	190	200	210	225	235	145	Delivery/Fuel 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	90	96	102	105	108	111	114	120	126	135	141	87	Payment fees (2%)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	36	38.4	40.800000000000004	42	43.2	44.4	45.6	48	50.4	54	56.4	34.800000000000004	Total Variable Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	936	998.4	1060.8000000000002	1092	1123.2	1154.4000000000001	1185.5999999999999	1248	1310.4000000000001	1404	1466.4	904.8	Fixed Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	150	150	150	150	150	150	150	150	150	150	150	TOTAL EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1086	1148.4000000000001	1210.8000000000002	1242	1273.2	1304.4000000000001	1335.6	1398	1460.4	1554	1616.4	1054.8	Profit Summary	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	Profit /Loss	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	714	771.59999999999991	829.19999999999982	858	886.8	915.59999999999991	944.40000000000009	1002	1059.5999999999999	1146	1203.5999999999999	685.2	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Profit Margin 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0.39666666666666667	0.40187499999999993	0.40647058823529403	0.40857142857142859	0.41055555555555551	0.41243243243243238	0.41421052631578953	0.41749999999999998	0.42047619047619045	0.42444444444444446	0.42680851063829783	0.39379310344827589	
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