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1. EXECUTIVE SUMMARY

The paper aims at proposing an effective business model for implementing the vision of erecting community-owned vertical farms in England with the help of Urban Vertical Farming Co-op. The audience will be in a position to learn how hydroponics is used to grow fresh produce in an efficient and environmentally-friendly manner throughout the year. There is much attention paid to strengths, weaknesses, opportunities and threats for urban farming development in the document. 
Some of the main sections include establishing team structure, where strengths, roles, and training needs and gaps of the team have been described. In the area of product, the marketing plan considers the price strategy, the physical appearance of the products, place, and promotion in an effort to foster community involvement. 
Preparing financial forecasts helps in determining the expected amount of income and yield, which proves the possibility of co-op’s stable income and financial profit. In conclusion, this paper presents a strategy for the realisation of the local food system in relation to environment and community engagement in urban agriculture.


2. THE BUSINESS IDEA

2.1 The Product/Service
Business Idea: Urban Vertical Farming Co-op
Address: 24 Aswin St.London E8 3DL, London
Email: Urbanvertical.farmcoop@gmail.com
Website link: https:www.//urbanvertical.co.uk/
Urban Vertical Farming Co-op targets the establishment of vertical farming in urban environments where the farms are owned by everyone, and the business will be in London. These farms employ hydroponic culture in their practice to provide fresh produce all year round and with very little transportation required (Rickman & Roddick, 2013). Some members of the co-op can purchase some or all of the shares to work the land and get a part of the crops in return. The initiative helps replenish local food supply, helps communities learn ways of being environmentally friendly and supports togetherness. That is why, apart from improving local food systems, this model actively contributes to the development of green urban environments – the spaces that are unused so far.
2.2 SWOT Analysis Summary

There are severe threats such as stiff completion, increased production costs and inadequate capital which have been described below as opportunities As the demand for fresh food to be produced locally increases we shall market widely for this co-op. Many of the schools and businesses within close proximity of the site can act as potential allies and partners, increasing our company’s profile and reception. Technological advancement in hydroponics must be advanced, to increase efficiency and reduce costs, this means working hand in hand with technological advancement experts. In addition, partnerships with urban development initiatives will offer funding and grants.
On the same note, risks like economic difficulties may lead to reduced membership and spendings. To avoid this, the services will be made easily available through workable flexible pricing structures. Climate changes remain a threat to crop production where we shall combat through climate controlled production and crop production diversification.
There might also be negative perception of Vertical farming hence people might not support it, this we shall try to change by educating them. Also, there is a possibility that the technologies we are to incorporate may prove to be unfruitful; we shall therefore ensure members are trained in technology breakdowns and have standby plans.
To prevent market saturation we will device a strong community focused on co-ownership where members are loyal and we want to constantly add Subsidiaries. By meaningfully and purposefully employing the opportunities and controlling the threats, the co-op may succeed in the urban agriculture context.




3. THE TEAM

3.1   Key Personnel

Oana-Andreea Puscuta: Co-Founder & Farm Manager
Skills and Experience: Considerable prior experience on urban farming, hydroponic farming, as well as vertical farming. Has a background in Agriculture and has been a successful operator of several urban gardens.
Role and Responsibilities: Supervise farming activities, introduce efficiency, and environmental-friendly methods in farming, control the workers and the farming department, maintain quality, and develop convergent programs to educate the community.



Robert Daniel Mihalcea: Marketing Director

Skills and Experience: More than ten years of experience in the marketing field specifically in the food and agricultural industries with interests in digital communications and community management. Past history of effective public campaigns used in support of local foods.

Role and Responsibilities: Promote and sell products, reinforce the company’s image, increase followers on social networks, find sponsors and local companies, and conduct events.



Ioana Elisa Bucur: Operations Coordinator

Skills and Experience: Extensive experience in the production spectrum, coupled with a deep understanding of how a supply chain works specifically within the food production business. Has a Business Administration degree and possesses prior professional experience in addressing and improving the process of a start-up.

Role and Responsibilities: Supervise routine work processes, monitor proper cultivation processes, coordinate matters related to the planting processes and distribution networks and organise inventory systems.




Petre Chiriac: CE Specialist

Skills and Experience: Skills and background in the field, as well as in community organising and non-profit management supported by emphasis on urban agriculture projects. Knowledgeable in designing education programs for groups of different cultures.

Role and Responsibilities: Develop partnerships with the people of North Dumfries, offer workshops, host events and encourage co-op members’ participation.




3.2  Skills Gaps & Key Partners


3.2.1  Additional Staff Requirements (Roles and Responsibilities):

· Farm manager: It is believed to be in charge of operational activities, crop production, and many that relate to sustainable agriculture. It provides the necessary professional competence in hydroponics and operational experience, solving the problem of the lack of agricultural specialisation in the candidate.
· Marketing Coordinator: Oversees all the brand’s marketing activities and builds the necessary social media presence. This position strengthens our marketing strategy as there was lack of experience in marketing the co-op and in membership attraction.
· Education and Outreach Officer: Develops and hosts workshops and community sessions as a way of educating people on practices such as urban farming. It is responsible for outreach and, therefore, ensures that all campaign programs aimed at raising awareness on environmental issues and local food systems are well implemented.

3.2.2  Training and Development:

· Hydroponics Training: Acquired from an external agricultural consultant who specialised in hydroponic farming. This training will cover areas that the Farm Manager and the staff have inadequate knowledge with regards to crop production. Estimated cost: Priced at £1,500 per a two-day workshop.
· Marketing Strategy Workshop: Led by a marketing agency for engaging marginalised communities, a strategy we propose. By the end of this workshop, the Marketing Coordinator will learn the basics of digital marketing and the strategies of engaging an intended community. Estimated cost: £800 for a half-day session.
· Community Outreach Training: Available thanks to a non-profit organisation that aims at popularising ecology. It is expected that because of such training, the successful candidate – the Education and Outreach Coordinator will design effective programs meant for the engagement of the locals as well as improve on his or her communication skills. Estimated cost: £600.

3.2.3 Outsourced Support / Key Partners:

· Local Agricultural Consultant: Sought to be employed for constant advisories on hydroponics and farm operation. This specialist service will help our operations be as efficient and sustainable as possible. Estimated cost: £2,000.
· Marketing Agency: Cooperated in branding and in developing the marketing throw away. This agency will improve the informational promotion of our activity, as well as the ability to attract new members to the agency. Estimated cost: £1,500.
· Legal services firms: Hired to help with compliance, contracts and regulations. With this specialist service, our co-op will be in compliance with legal requirements and risks too will have been managed. Estimated cost: £1,000.

4. MARKET RESEARCH

4.1  Market Information, Trends and External Factors

Studying the demographic, analysts have found that the total vertical farming market in the UK is expected to reach £ 1 billion by 2025 due to the growing consumer demand for fresh and locally produced food products (Martin et al., 2023). Sustainability conscious consumers are willing to pay a premium to get sustainable food products, yet another market opportunity for our Urban Vertical Farming Co-op. We also foresee that more than 80 percent of the total population in the UK will be living in urban areas in 2050 which means an efficient vertical farm is needed.
Highlighted trends are the increase in demand for sustainable food and nutritionally healthy food products, and the growing consumption of plant-based products. In our PEST analysis, some of the most sensitive political aspects we observe include government incentives for soil conservation that can increase our profitability. However, factors such as the ones brought up by Brexit, in passing may affect availability of tradable commodities and labour.
Some business structures might affect operational costs such as inflationary increase in energy costs; therefore, appropriate technologies will need to be acquired. In a social aspect, people are more inclined to live in urban areas, hence a good environment for a vertical farm. Technologically referring to hydroponic systems, changes can enhance the productivity of the systems to produce food.
Since it is out of the control of the co-op, the co-op will obtain partnerships for sources of finance, ensure use of technology in provision of efficient services at low costs, and establish relations with people of the community to gain support and recognition. This strategic approach places us well to take advantage of opportunities within the market without exposing us to similar risks.

4.2  Customer Profiles

1. Health-Conscious Millennials: This group of people is 25-40 years old and pays great attention to their health focusing on the quality of the produce they consume, preferably organic and locally grown. They visit health shops and look for new products that sustain the kind of lifestyle they follow.
2. Eco-Conscious Families: Families of working-aged 30-50 years seem to care most about sustainability. Purchasing locally produced foods and supporting education, they find appeal in the co-op for both food and donated effort.
3. Local Restaurants and Cafés: Some small businesses incorporated quality aspects of the ingredients. They source locally in order to appeal to environmentally conscious shoppers and would get their produce and herbs from the co-op.



4.3  Competitor Profiles

1. Farmers’ Markets supply local meats, fruits, and vegetables that are nutritious and sourced locally. Strengths are product diversity and seasonal range but they do not possess products that can be sold all year round. The co-op will stabilize availability and it will also offer informational sessions, which will improve value for the consumer.
2. Convenience and variety are preserved in supermarkets which contain Organic sections, however, these supermarkets do not emphasise local purchasing. They are loyal to our brand, but they’re not joining the community. The co-op will mainly focus on local ownership and this will be an added advantage when it comes to social responsibility since more consumers are already becoming environmentally conscious, they will buy the foods produced by the co-op because these foods will be fresher as compared to those that take longer to reach the supermarket after they have been produced.
3. Usually, Online Grocery Delivery Services makes grocery purchasing convenient, though not as fresh as the locally sourced products. In their accessibility, they may lack warmth and may come across as cold. The co-op will emphasise the fact which offers high quality and engages its members in a community process, thus establishing a profound relationship with the buying public that is looking for locally sourced foods.







5. MARKETING PLAN

5.1 Price
When targeting customers our pricing strategy will entice the customer while maintaining low costs of our goods as well as our environmentally friendly methods of production. For instance, organic Lettuce will cost £2.50 per head and locally grown herbs costing £1.50 per bunch. This pricing insinuates price premiums for quality and freshness without necessarily locking out the informal housing sector. Our costs will be comparable to a farmer's market but with one big bonus of being open throughout the year. More details of the prices are provided in the Appendices section of this document.
5.2 Product
In our product packaging, we will use environmentally friendly polythene, and the produce displayed will have a fresh attractive colour appeal. Products will be simple, in directly linked packaging with easy to read labels explaining the farm and its sustainable practices. Branding needs to evolve around community, health, and environment, and therefore the design will be inspired by earthy colours and contemporary typeface. There are several Sample and Idea sections in the Appendices which exhibit how our brand will appeal to consumers who care about the environment.
5.3 Placement
Many of the products to be sold will be online while some of them will be sold physically. Internet sales will be done online through a website, a platform that will enable direct sales for orders within the region that will be delivered or picked from our facility. Offline we will target restaurants and health food stores in our efforts to expand the distribution of the product. Delivery will be done through local courier services hence guaranteeing the food is as fresh as well as delivered in the shortest time possible.
5.4 Promotion
For awareness of the organisation, we plan the following promotional mix: Web promotion will involve promotions on social media platforms or Instagram and Facebook and colourful pictures of the product we intend to offer and the community we represent. We will also generate materials containing less formal information for consumers, for example blogs or videos concerning sustainable consumption. For traditional advertising there will be the use of fliers around the local area, main events in the area and farmers’ markets.



6.  KEY RESOURCES

6.1 Premises
The Urban Vertical Farming Co-op will be designed to consist of a hydroponically growing space, a retail selling area where direct customer contact would be established, and a management office section. As situated in central London, we expect our rent cost to be between £30,000 to £45,000 per annum not including business rates of between £3,750 to £7,500 per annum.
6.2 Equipment
These devices are necessary for operation of a hydroponic system, handling system, LED lighting system, and watering system respectively. Extra requirements include packing stations and tills regards to sales. When tendering the potential suppliers will price their offer competitively, starting from £15, 000 to £25, 000 for starting capital to support efficient operations for the business.
6.3 Key Suppliers
pigment suppliers will supply seeds and nutrient solutions and environmentally friendly packaging material crucial to operations. Local supplying sources may be agricultural cooperatives for seeds while nutrients may be supplied through online shops. Such costs of procuring these materials will cost between £5,000 and £10,000 per year, we will ensure the materials we use are of high quality and sourced sustainably.














7.  FINANCES AND START-UP SUPPORT


	EXPENDITURE
	Year 1 
£

	Company Registration
	200

	Rent/Rates
	40,000

	Staff Wages
	70,000

	Travel/Accommodation
	2,000

	Telephone (mobile)
	600

	Broadband
	600

	Utilities
	5,000

	Marketing and materials 
	10,000

	Insurance
	1,200

	Capital Expenditure/Equipment
	20,000

	Training & Development
	3,000

	Accounting/Legal
	2,500

	Outside Services
	3,000

	Stock/Materials Purchases
	15,000

	Bank Charges
	300

	Office Consumables 
	1,000

	Loans Repayments
	2,000

	Total Expenditure
	253,500

	INCOME
	Year 1 
£

	Leafy greens
	120,000

	Herbs
	30,000

	Microgreens
	20,000

	Capital Introduced
	50,000

	Funding 
	25,000

	Loans/Borrowing
	10,000

	Total Income
	£ 255,000




	YEAR ONE PROFIT/LOSS
	£

	Total Income
	255,000

	Total Expenditure
	253,500

	
	

	Profit/Loss
	£1,500

	
	















7.1 	Financial Summary

As with all business plans, the financial summary specific to the Urban Vertical Farming Co-op considers overall anticipated costs and revenues for the company in question. The former scoops out £70,000 for staff wages, which is suitable since employees engage in hydroponics and other customer services. Rates and taxes of £6,000 were combined with other overheads to obtain an estimated rent of £40,000 for typical commercial rents in urban London. £10,000 has been budgeted for marketing, which was also explained in the marketing plan to help advertise the promotional strategies that will be adopted to appeal to informed consumers concerned with the environment and the community.
Sales income estimates comprise income from fresh produce sales (£120,000), income from the conduct of workshops (£30,000) and membership fees (£20,000). These estimates are based on the view acquired from market research which shows high demand for local and sustainable products. Also, we estimate to obtain £50,000 in fixed assets and £25,000 from grants that support urban agriculture businesses.
For start-up support there are business development programs within regions with grants and coaching for sustainable businesses which will help us find such funding and support. Such an approach guarantees the authenticity of the financial statements and interacting goals and objectives enshrined under the business plan.




APPENDICES
Appendix A – SWOT Analysis
Strengths
Community Ownership: Builds for local residents through sharing investment and participation.
Sustainability: Embraces hydroponic techniques and therefore minimises the use of water for transporting the produce.
Fresh Produce: Ensures consumers have an all-year-round opportunity to purchase fresh farm produce from local farmers.
Education and Engagement: Provides training and education materials to increase environmental stewardship.
Space Utilisation: Converts idle land in towns and cities to productive garden lands.
Weaknesses
High Initial Costs: The process of building vertical farms is capital intensive especially in terms of technology.
Technical Expertise: It may be difficult to overcome some challenges during the initial period especially due to low experience in hydroponics production.
Market Competition: It is threatened by competition from fully fledged grocery stores as well as farmer markets.
Regulatory Challenges: It is always a challenge to analyse the aspects of urban zoning as well as agricultural policies.
Dependence on Membership: Thus, like in any other companies, success in the co-op enterprise is a function of the extent to which the organisation is able to attract and retain its members.
Opportunities
Growing Demand for Local Food: High consumer awareness of the organic, origin and sustainability factors of the added organoleptic qualities.
Partnerships: Features giving a possibility to work with local schools, businesses and Environmental organisations.
Technology Advancements: With it, innovations that can improve farming practices, and hence productivity, as well as bringing down the expenses involved can be developed.
Urban Development Initiatives: Government and non-government organisation support for green urban projects.
Health Trends: An increase in health consciousness is likely to create a domestic demand for horticultural produce.

Threats
Economic Conditions: It has been realised that the association can be affected by membership and funds during an economic crunch.
Climate Change: Effects, which may lead to variations in the yields of crops because of change in weather conditions.
Public Perception: Social concerns about vertical farming may be a result of the following misconceptions.
Technological Failures: The biggest danger of relying on use of technology in farming operations.
Market Saturation: Competition could however increase as more people embrace urban farming as it is today.



Appendix B – PEST Analysis
Political Factors
Politics plays a critical role in shaping the growth of vertical farming in urban centres of the UK. Subsidies and grants are also important facilitators, but planning permissions are critical stimuli in the development process. However, Brexit consequences which include changing trade policies, the labour market may present some difficulties.
Economic Factors
The UK’s environment both economic and social also comes in to play a central role. An improved economy may lead to customer awareness of consumption which may contribute to a required higher standard product with heightened local makes. However, other variables such as; inflation, rate of interest and energy costs may tamper with the operational cost and consumer’s capability to purchase products.
Social Factors
Information and social trends may direct more consumers to adopt sustainable food practices and more population is shifting to urban areas hence the appropriate environment for growing crops is within the growing region. However demographic factors, health and wellness patterns can also change the pull factors and thus databases.
Technological Factors
Innovations in hydroponic and aeroponic systems machinery, automation, and energy-efficient vertical farming technologies cut down the cost and raise the efficiency and sustainability of the process. These can lead to low cost, high yield, and low effect on the environment among the aims that can be achieved.



Appendix C – Copy of Pitch Supporting Material

The Urban Vertical Farming Co-op is a newly proposed concept which brought up the idea of the vertical farming culture back in cities. The ‘community owned’ business idea also reminds people of their neighbourhoods and focuses on environmentally friendly products. Examples include the involvement in hydroponic farming, conduct of workshops as well as strategy partnerships with local companies and organisations. This has made pricing to be another key factor considered in supporting low costs while ensuring high quality goods are produced. With our aggressive digital marketing campaign and engaging the customers through local events, customer relations will be fostered and commitment gained. Based on estimated first year revenues and expenses we are expecting a small profit of £7,500 which will confirm the efficiency of our concept of urban farming.
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                                                                                                                                                                                                                                                                                                                            SKILLS GAPS & KEY PARTNERS 3 . 2 . 1 Additional Staff Requirements (Roles and Responsibilities) : ● Farm manage ● Marketing Coordinator ● Education and Outreach Officer 3 . 2 . 2 Training and Development : ● Hydroponics Training ● Marketing Strategy Workshop ● Community Outreach Training 3 . 2 . 3 Outsourced Support / Key Partners : ● Local Agricultural Consultant ● Marketing Agency ● Legal services firms .   
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MARKET RESEARCH

4.1 Market Information, Trends and External Factors
. Studying the demographic, analysts have found that the total vertical farming market in the UK is expected to
reach £ 1 billion by 2025 due to the growing consumer demand for fresh and locally produced food products
(Martin et al., 2023 ).
. Sustainability conscious consumers are willing to pay a premium to get sustainable food products, yet another

market opportunity for our Urban Vertical Farming Co-op. We also foresee that more than 80 percent of the total

population in the UK will be living in urban areas in 2050 which means an efficient vertical farm is needed.

. Highlighted trends are the increase in demand for sustainable food and nutritionally healthy food products, and

the growing consumption of plant-based products.
4.2 Customer Profiles
1. Health-Conscious Millennials
2. Eco-Conscious Families
3. Local Restaurants and Cafés
4.3 Competitor Profiles

1. Farmers’ Markets supply local meats, fruits, and vegetables

2. Convenience and variety are preserved in supermarkets which contain Organic sections

3. Usually, Online Grocery Delivery Services
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                                                                                                                                                                                                                                                                                                                            MARKET RESEARCH 4 . 1 Market Information, Trends and External Factors ● Studying the demographic, analysts have found that the total vertical farming market in the UK is expected to reach £ 1 billion by 2025 due to the growing consumer demand for fresh and locally produced food products (Martin et al . , 2023 ) . ● Sustainability conscious consumers are willing to pay a premium to get sustainable food products, yet another market opportunity for our Urban Vertical Farming Co - op . We also foresee that more than 80 percent of the total population in the UK will be living in urban areas in 2050 which means an efficient vertical farm is needed . ● Highlighted trends are the increase in demand for sustainable food and nutritionally healthy food products, and the growing consumption of plant - based products . 4 . 2 Customer Profiles 1. Health - Conscious Millennials 2. Eco - Conscious Families 3. Local Restaurants and Cafés 4 . 3 Competitor Profiles 1. Farmers’ Markets supply local meats, fruits, and vegetables 2. Convenience and variety are preserved in supermarkets which contain Organic sections 3. Usually, Online Grocery Delivery Services   
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MARKETING PLAN

5.1 Price
) When targeting customers our pricing strategy will entice the customer while maintaining low costs of our goods as
well as our environmentally friendly methods of production.
) For instance, organic Lettuce will cost£2.50 per head and locally grown herbs costing £1.50 per bunch.
5.2 Product
) In our product packaging, we will use environmentally friendly polythene, and the produce displayed will have a
fresh attractive colour appeal
) Products will be simple, in directly linked packaging with easy to read labels explaining the farm and its
sustainable practices.
5.3 Placement
) Many of the products to be sold will be online while some of them will be sold physically.
) Internet sales will be done online through a website, a platform that will enable direct sales for orders within the
region that will be delivered or picked from our facility .

) Offline we will target restaurantsand health food stores in our efforts to expand the distribution of the product.
5.4 Promotion
) For awareness of the organisation, we plan the following promotional mix: Web promotion will involve

promotions on social media platforms or Instagram and Facebook and colourful pictures of the product we intend
to offer and the community we represent.
) We will also generate materials containing less formal information for consumers, for example blogs or videos

concerning sustainable consumption.
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                                                                                                                                                                                                                                                                                                                            MARKETING PLAN 5 . 1 Price ● When targeting customers our pricing strategy will entice the customer while maintaining low costs of our goods as well as our environmentally friendly methods of production . ● For instance, organic Lettuce will cost £ 2 . 50 per head and locally grown herbs costing £ 1 . 50 per bunch . 5 . 2 Product ● In our product packaging, we will use environmentally friendly polythene, and the produce displayed will have a fresh attractive colour appeal . ● Products will be simple, in directly linked packaging with easy to read labels explaining the farm and its sustainable practices . 5 . 3 Placement ● Many of the products to be sold will be online while some of them will be sold physically . ● Internet sales will be done online through a website, a platform that will enable direct sales for orders within the region that will be delivered or picked from our facility . ● Offline we will target restaurants and health food stores in our efforts to expand the distribution of the product . 5 . 4 Promotion ● For awareness of the organisation, we plan the following promotional mix : Web promotion will involve promotions on social media platforms or Instagram and Facebook and colourful pictures of the product we intend to offer and the community we represent . ● We will also generate materials containing less formal information for consumers, for example blogs or videos concerning sustainable consumption .   
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KEY RESOURCES

6.1 Premises
® The Urban Vertical Farming Co-op will be designed to conmsist of a
hydroponically growing space, a retail selling area where direct customer
contact would be established, and a management office section.
6.2 Equipment
®  These devices are necessary for operation of a hydroponic system, handling
system, LED lighting system, and watering system respectively .
6.3 Key Suppliers
® pigment suppliers will supply seeds and nutrient solutions and
environmentally friendly packaging material crucial to operations.
®  Local supplying sources may be agricultural cooperatives for seeds while

nutrients may be supplied through online shops.
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                                                                                                                                                                                                                                                                                                                            KEY RESOURCES 6 . 1 Premises ● The Urban Vertical Farming Co - op will be designed to consist of a hydroponically growing space, a retail selling area where direct customer contact would be established, and a management office section . 6 . 2 Equipment ● These devices are necessary for operation of a hydroponic system, handling system, LED lighting system, and watering system respectively . 6 . 3 Key Suppliers ● pigment suppliers will supply seeds and nutrient solutions and environmentally friendly packaging material crucial to operations . ● Local supplying sources may be agricultural cooperatives for seeds while nutrients may be supplied through online shops .   
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FINANCES AND START-UP SUPPORT

EXPENDITURE

Company Registration
Rent/Rates

Staff Wages
Travel/Accommodation
Telephone (mobile)
Broadband

Utilities

Marketing and materials
Year I Insurance
£ Capital Expenditure/Equipment
Training & Development
2 00 Accounting/Legal
Outside Services
40) 000 Stock/Materials Purchases
7 0) 000 Bank Charges
Office Consumables
2, 000 Loans Repayments
600
Total Expenditure
600
3,000

10,000
1,200
20,000
3,000
2,500
3,000
15,000
300
1,000
2,000

253,5
00

Year 1

INCOME
£
Leafy greens 120,000
Herbs 30,000
Microgreens 20,000
Capital Introduced 50,000
Funding 25,000
Loans/Borrowing 10,000
£

Total Income 255,000
|YEAR ONE PROFIT/LOSS £
|Total Income 255,000
ITotal Expenditure 253.500
IProﬁt/Loss £1,500
[
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APPENDIX A—SWOT ANALYSIS

Strengths
. Community Ownership: Builds for local residents through sharing investment and participation
. Sustainability: Embraces hydrop onictechniques and therefore minimises the use of water for transp ortingthe produce.
. Fresh Produce: Ensures consumers have an all-y ear-round opportunityto purchase fresh farm produce from local farmers.
. Education and Engagement : Provides training and education materials to increase environmental stewardship
. Space Utilisation: Convertsidle land in townsand cities to productivegarden lands.
Weaknesses

. High Initial Costs The process of building vertical farms is capital intensive especially in terms of technology.

. Technical Expertise: It may be difficult to overcome some challenges during the initial period especially due to low experience in hydroponicsproduction
. Market Competition It is threatened by competition from fully fledged grocery storesas well as farmer markets.

° Regulatory Challenges: It is always a challenge to analyse the aspectsof urban zoning as well as agricultural policies.

° Dependenceon Membership: Thus, like in any other companies, success in the co-op enterpriseis a function of the extent to which the organisation is able to attract and retain its members.
Opportunities

° Growing Demand for Local Food: High consumer awareness of the organic, origin and sustainability factors of the added organoleptic qualities.

° Partnerships Features giving a possibilityto work with local schools, businesses and Environmental organisations.

. Technology Advancements: With it, innovations that can improve farming practices, and hence productivity as well as bringing down the expenses involved can be developed.

° Urban Development Initiatives: Government and non-government organisation sup portfor green urban projects.

° Health Trends: An increase in health consciousness is likely to create a domestic demand for horticultural produce.
Threats

° Economic Conditions: It has been realised that the association can be affected by membership and funds during an economic crunch.

° Climate Change: Effects, which may lead to variations in the yields of crops because of change in weather conditions.

° Public Perception: Social concerns about vertical farming may be a result of the following misconceptions.
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                                                                                                                                                                                                                                                                                                                       APPENDIX A – SWOT ANALYSIS Strengths ● Community Ownership : Builds for local residents through sharing investment and participation . ● Sustainability : Embraces hydroponic techniques and therefore minimises the use of water for transporting the produce . ● Fresh Produce : Ensures consumers have an all - year - round opportunity to purchase fresh farm produce from local farmers . ● Education and Engagement : Provides training and education materials to increase environmental stewardship . ● Space Utilisation : Converts idle land in towns and cities to productive garden lands . Weaknesses ● High Initial Costs : The process of building vertical farms is capital intensive especially in terms of technology . ● Technical Expertise : It may be difficult to overcome some challenges during the initial period especially due to low experience in hydroponics production . ● Market Competition : It is threatened by competition from fully fledged grocery stores as well as farmer markets . ● Regulatory Challenges : It is always a challenge to analyse the aspects of urban zoning as well as agricultural policies . ● Dependence on Membership : Thus, like in any other companies, success in the co - op enterprise is a function of the extent to which the organisation is able to attract and retain its members . Opportunities ● Growing Demand for Local Food : High consumer awareness of the organic, origin and sustainability factors of the added organoleptic qualities . ● Partnerships : Features giving a possibility to work with local schools, businesses and Environmental organisations . ● Technology Advancements : With it, innovations that can improve farming practices, and hence productivity, as well as bringing down the expenses involved can be developed . ● Urban Development Initiatives : Government and non - government organisation support for green urban projects . ● Health Trends : An increase in health consciousness is likely to create a domestic demand for horticultural produce . Threats ● Economic Conditions : It has been realised that the association can be affected by membership and funds during an economic crunch . ● Climate Change : Effects, which may lead to variations in the yields of crops because of change in weather conditions . ● Public Perception : Social concerns about vertical farming may be a result of the following misconceptions . ● Technological Failures : The biggest danger of relying on use of technology in farming operations . ● Market Saturation : Competition could however increase as more people embrace urban farming as it is today .
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APPENDIX B— PEST ANALYSIS

PoliticalFactors
®  Politicsplays a critical role in shaping the growth of vertical farming in urban centres of the UK. Subsidies and grants are also important facilitators, but
planning permissions are critical stimuli in the development process However, Brexit consequences which include changing trade policies, the labour
market may present some difficulties
EconomicFactors
® The UK’s environment both economic and social also comes in to play a central role. An improved economy may lead to customer awareness of
consumption which may contribute to a required higher standard product with heightened local makes. However, other variables such as; inflation, rate of
interestand energy costs may tamper with the operational costand consumer’s capability to purchase products.
SocialFactors
®  Information and social trends may direct more consumers to adopt sustainable food practices and more population is shifting to urban areas hence the
appropriate environment for growing crops is within the growing region. However demographic factors, health and wellness patterns can also change the
pull factorsand thus databases.
Technological Factors
®  TInnovations in hydroponic and aeroponic systems machinery, automation, and energy-efficient vertical farming technologiescut down the cost and raise

the efficiencyand sustainability of the process These can lead to low cost, high yield, and low effect on the environment among the aims that can be

achieved.
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                                                                                                                                                                                                                                                                                                                       APPENDIX B – PEST ANALYSIS Political Factors ● Politics plays a critical role in shaping the growth of vertical farming in urban centres of the UK . Subsidies and grants are also important facilitators, but planning permissions are critical stimuli in the development process . However, Brexit consequences which include changing trade policies, the labour market may present some difficulties . Economic Factors ● The UK’s environment both economic and social also comes in to play a central role . An improved economy may lead to customer awareness of consumption which may contribute to a required higher standard product with heightened local makes . However, other variables such as ; inflation, rate of interest and energy costs may tamper with the operational cost and consumer’s capability to purchase products . Social Factors ● Information and social trends may direct more consumers to adopt sustainable food practices and more population is shifting to urban areas hence the appropriate environment for growing crops is within the growing region . However demographic factors, health and wellness patterns can also change the pull factors and thus databases . Technological Factors ● Innovations in hydroponic and aeroponic systems machinery, automation, and energy - efficient vertical farming technologies cut down the cost and raise the efficiency and sustainability of the process . These can lead to low cost, high yield, and low effect on the environment among the aims that can be achieved .
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APPENDIX C— COPY OF PITCH SUPPORTING MATERIAL

® The Urban Vertical Farming Co-op is a newly proposed concept which brought up the idea of the vertical farming culture back
in cities.

® The ‘community owned’ business idea also reminds people of their neighbourhoods and focuses on environmentally friendly
products.

® Examples include the involvement in hydroponic farming, conduct of workshops as well as strategy partnerships with local
companies and organisations.

® This has made pricing to be another key factor considered in supporting low costs while ensuring high quality goods are
produced. With our aggressive digital marketing campaign and engaging the customers through local events, customer relations
will be fostered and commitment gained.

® Based on estimated first year revenues and expenses we are expecting a small profit of £7,500 which will confirm the efficiency

of our concept of urban farming.





image26.svg
                                                                                                                                                                                                                                                                                                                       APPENDIX C – COPY OF PITCH SUPPORTING MATERIAL ● The Urban Vertical Farming Co - op is a newly proposed concept which brought up the idea of the vertical farming culture back in cities . ● The ‘community owned’ business idea also reminds people of their neighbourhoods and focuses on environmentally friendly products . ● Examples include the involvement in hydroponic farming, conduct of workshops as well as strategy partnerships with local companies and organisations . ● This has made pricing to be another key factor considered in supporting low costs while ensuring high quality goods are produced . With our aggressive digital marketing campaign and engaging the customers through local events, customer relations will be fostered and commitment gained . ● Based on estimated first year revenues and expenses we are expecting a small profit of £ 7 , 500 which will confirm the efficiency of our concept of urban farming .
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