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[bookmark: _heading=h.30j0zll]Business Description/Introduction
Healthbox is a business model catering to the needs of the individual consumer that is located in the office. It would provide keto, paleo, and Mediterranean diet food. The cost of expenses is low due to the fact that the same entrees are used in all three diets. There is a self-sustained demand for this business with more people searching for healthier options than ever after covid-19. Offices do not supply healthy meals that are catering to the specific health needs of the customer. The consumer is switching from the unhealthier options and actively looking for options that are healthy. Providing a service that provides a monthly plan with an entrance discount is the need of the hour. The consumer is rational and self-educated on the topic so there is less to no need of marketing. 
[bookmark: _heading=h.1fob9te]Industry Analysis
The market study reveals that more than 80% of people over 18 are interested in changing their lifestyle and eating habits post-Covid (gov. UK, 2022). With less healthy options and more unhealthy options available to order from in an office environment, the study reveals there is a greater market opportunity for businesses supplying healthy food options (Pechey et al., 2018). Sales can be maximised by promotion and review submission by clients. The optimum goal is to reach around 25 orders from an office for healthbox in the lunch hour from which the growth rate can be calculated with £6 for each box and the manufacturing cost of 25 orders will be adding up to £100 for a day out of which £25 is delivery cost. £150 will be produced each day and the growth rate for the first month is estimated to be 33% which is estimated to be about 40% by 6 months with 100 orders per day. With time this growth rate is estimated to reach 50% with more orders per day estimated. 
The competition in the industry is low since the suppliers of healthy cooked food are not targeting the market of office employees who spend about £10 on lunch each day and still do not cater to their nutrition needs (Barrow, 2022). Since the marketing is not being done in the corporate offices who consume more unhealthy food and less healthy options and are in constant search for fresh home-cooked nutritious meals that do cater to their specific diets, there is a lot of scope for new business. It cannot be considered a monopoly but an oligopoly since there are some available businesses that are working on this model, for example, the pure package, Nutrition Kitchen UK, fresh fitness food. The model is to cater to the specific needs of the consumer including the diets they are following such as keto, paleo, and the Mediterranean diet. The same food options with small details like more fresh produce with the same main entrée of meat from the Keto meal box can be used for the Mediterranean box. This is due to the fact that the same goal is being followed by all diets i.e. fewer carbs and more protein (except keto where the main source of energy is from fat). Moreover, healthbox will also be providing a nutrient breakdown for the consumers to eat guilt free. These small details can be specified for each customer but since the main entrée is being produced in bulk for all the clients at the same time the preparation cost is low (de Souza et al., 2019). The power of customers can be estimated by the total number of employees that are into fitness and changing their lifestyle which is estimated to be 8 out of 10 people over the age of 18 trying or determined to eat healthily and change their lifestyle (gov. UK, 2022). The threat of substitutes is low due to the fact that there are few other options available that are providing healthy meals but are not catering to the diets each consumer is following.  
[bookmark: _heading=h.3znysh7]Operations and Management Team Plan
The team will comprise 4 main leads, a nutritionist, a chef, a finance person who will also be delivering the healthbox, and the owner of the business that is going to look after sales and marketing of the venture. The careful thought process of producing a meal plan for the whole week and guidance for the preparation of the meals for the chef will be catered by the nutritionist. Moreover, the nutritionist will also be looking after the nutrition fact labels for each box. The chef will be preparing the meals along with the main entrees and the side dishes such as salad. The finance person will be looking after the income as well as management of finances along with the delivery of the box (Gill, 2019). The company owner will be using contacts with corporate HR managers to gain more market and provide services to offices. 
When starting the healthbox plan, the consumer will be provided with a form for their contact information, the diet they follow, any special instructions, as well as the number of calories they like to consume each day. By closely looking into the form the nutritionist will be providing a meal plan to the client in the next two days after approval the meal plan will be executed with help from the chef and finance person. 
Marketing Plan
With the high demand for healthy foods and consumers being rational, marketing is only needed for the first few months of the business model. Social media is going to help a lot in this scenario. Marketing would be inorganic to help reach for the first two months. Followers on Instagram, Facebook, and LinkedIn will be catered in a way to help get as much positive feedback as possible (Matović et al., 2020). The meal plans and entrance offers will be provided in the form of pamphlets which will be distributed to the targeted audience of 9-5 office employees. Since the market is literate and the consumer is rational, growth is evident. 
The product is unique as it is catering to the individual needs of the consumer according to their specific healthy diet. The price in comparison to the competitors is low for about 6 pounds for a meal which is healthy and nutritious and will be catering specific needs of the individual consumer. The placement of the product is economical since there is no in-store selling which makes it easy on the pocket and the consumer gets freshly cooked healthy meals at their workplace. There is no need for a lot of promotion for the product since an already educated audience is being targeted for the product. 
Pricing- Chef's pricing scheme is designed to be competitive and at the same time provide Chef and the distributor (when applicable) with a fair margin. Distribution- All of the products can be distributed within the Southeast United States. Advertising and Promotion- Chef Vending will employ several different methods for their advertising and promotion campaign. Customer Service- Exceptional customer service is a necessary component for making this business successful.
Marketing communication aids in the movement of products, services, and ideas from makers to end users, as well as the development and maintenance of relations with clients, prospects, as well as other important stakeholders in a company's operations. Sales promotions will keep playing major roles in the marketing communication mix in the foreseeable future. Social media allows businesses to be in direct contact with target customers (Anderson, et al., 2017). Social media marketing is inexpensive and gives brands instant reach to billions of active users. For these reasons, social media has proven to be one of the most effective channels to promote products online.
The project would benefit from the use of social media in conjunction with digital marketing since it would allow it to better understand customer feedback on the product. This can be accomplished easily through communication and collaboration, and the consumer feedback that will be received will be one of the positive factors in the product's development and growth. Auto shoe lacing products are becoming increasingly popular.
[bookmark: _heading=h.2et92p0]Financial Plan
Considering the financial objective of the business model which is to decrease customer acquisition costs by 1% a quarter and continue to decrease variable costs through efficiencies gained from experience by increasing profit margins by .5% per quarter.
	 
	March
	April
	June

	Number of Lunch Boxes Sold
	500
	550
	600

	Price per Lunchbox
	£6.00
	£6.00
	£6.50

	TOTAL SALES
	£3000.00
	£3300.00
	£3900.00

	 
	 
	 
	 

	Manufacturing Price + Delivery
	£4.00
	£4.00
	£4.00

	
	
	
	

	Profit
	£1000.00
	£1100.00
	£1624.74

	Growth Rate
	33.33%
	33.33%
	41.66%



[bookmark: _heading=h.tyjcwt]Market research
As a start-up in an industry that has a specific targeted audience with self-educated knowledge, in a perfect world, there would be fewer to no hurdles in the establishment of this venture (Pechey et al., 2019). Healthbox will be providing 
· Quality service
· Innovative, quality products that are able to both expand existing markets and create new ones for customers. 
· A steady disciplined pattern of growth. 
· Chef Vending's customers and keeping them happy.
The market research reveals that there are around 100+ businesses with the same business model but different targeted audiences. The market study also reveals that the businesses are not providing the services at an average of 6 pounds but more than 15 pounds are spent by an average customer trying to eat healthy. 
Pestel Analysis determining the macro environment of the business model suggests that since the business is a small venture there will be food laws, safety protocols, and food and drug authority regulations that will be needed to be followed. The economic factor is waived off for the first year since according to the government of UK if the business is earning less than 12k pounds in profit they don’t have to pay tax (taxpay, 2022). Since there will be social marketing with word of mouth, the social impact of the business in a perfect scenario is good as one consumer will be motivating the other for a healthier lifestyle change (Abdulla et al., 2020) Environmental factors will be catered in the future when the company is registered as a taxpayer. As a small business, healthbox will be consulting food laws as their code of conduct to carry out all the legal safety matters. 
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