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EXECUTIVE SUMMARY 
Recyfarm is a proposed UK-based start-up that specialises in BIODEGRADABLE & COMPOSTABLE packaging for food products to decrease reliance on single-use plastics. The company's goal is to offer sustainable packaging solutions that provide environmental protection capabilities while simultaneously operating in a manner that fulfils the requirements of restaurants, cafés, bakeries, food trucks and take-out trucks. It is worth noting that Recyfarm is seeking a £120,000 start-up investment to bring its business to fruition, purchase equipment, and support initial operations. The marketing approach is centred on price management, B-to-B marketing visits, e-marketing and relationship marketing, all of which are geared toward establishing customer loyalty. By combining sustainable ambitions with its business model, Recyfarm is likely to become a market leader, optimise its competitive development and therefore improve its positioning in a market that is sustainably oriented.
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Figure 1: Recyfarm: A Sustainable Food Packaging Startup
(Source: Self-created)
Recyfarm is a UK-based start-up with "sustainable" food packaging solutions that are biodegradable and recyclable. The business provides services to curb environmental issues due to single-use plastics and to enable businesses to realise their sustainable goals. Rosário et al (2022) said that Sustainable entrepreneurship can add both environmental and economic values, and the Recyfarm is an environmentally aware and economically viable business.
[bookmark: _Toc233464833]1.2 Products and Services
Along with compostable takeaway boxes, biodegradable paper cups, eco-friendly food containers and sustainable shopping bags, Recyfarm also provides packaging materials made of renewable resources. These products provide a way for restaurants, cafés, and take-out establishments to be more environmentally conscious, while also meeting changing consumer demands. Odeyemi et al. (2024) argued that the implementation of green business practices will lead to better performance in terms of the environment and generate long-term competitive value against sustainable product innovations.
[bookmark: _Toc233464834]1.3 Management Structure
Recyfarm's organisational structure is all about simplicity: Founder and Managing Director, Operations Manager, Sales and Marketing Executive, Production Staff. A well-defined management structure also helps to streamline operations, hold people accountable, and make informed decisions, which leads to greater efficiency and sustainable business development in the initial stages, according to Sharma (2023).
[bookmark: _Toc233464835]1.4 Legal Structure
It will be a Private Limited Company as this company form will provide “limited liability”, increased investor confidence and business credibility. When choosing a legal structure, Dal Mas et al. (2023) suggested choosing a structure that will help to minimise financial risks and permit future investments and organisational growth.
[bookmark: _Toc233464836]2.0 Market Research (LO1)
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	Political
	Economic
	Social
	Technological
	Environmental
	Legal

	UK environmental policies encourage sustainable packaging.
	Inflation increases production costs, but demand remains resilient.
	Consumers increasingly prefer eco-friendly packaging.
	Advances in biodegradable materials improve product quality.
	Reduction of plastic waste supports circular economy objectives.
	UK packaging and food safety regulations require compliant products.



Table 1: PESTEL Analysis of Recyfarm
(Source: Self-created)
The table below summarises the factors that impact Recyfarm's business environment from outside its organisation.
A PESTEL analysis (see Appendix 1) shows that sustainable enterprises are increasingly favoured by the external environment in which Recyfarm operates. A greater presence in the policy sector that helps reduce the use of plastics gives an advantage for demand for biodegradable packaging, which may lead to rising costs for the operation. Bhuiyan et al (2023) argued that using PESTEL analysis would help organisations assess opportunities and risks that are outside of their control in a systematic manner when forming business strategies.
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Figure 2: PESTLE Analysis
(Source: Ormston, 2025)
In terms of the economy, inflation can make manufacturing costs higher, but growing food deliveries remain a driver for demand for more eco-friendly packaging. Consumers are more drawn to companies taking environmental actions, providing a greater market opportunity. Improved biodegradable materials and effective production processes are made possible by technological innovation, boosting competitiveness. Environmentally, minimising plastic pollution is directly related to the Recyfarm value proposition, and with legal compliance issues relating to packaging and food safety standards in the UK, keeping business credible and market access is ensured. They thus provide favourable conditions overall for sustainable business development.
[bookmark: _Toc233464838]2.2 Competitor Analysis
Competition in the market is high, with established suppliers of sustainable food packaging in the restaurant, café and takeaway food industry. There are competing products already available in the market to choose from, such as biodegradable containers, paper cups, recyclable packaging with established distribution methods and reputations for the brands. This can be less flexible for larger companies with their supply chain; however, if they need to adapt their providers to meet their customers' changing needs or offer custom packaging solutions. According to Kaur et al. (2022), effective green marketing strategies may provide competitive differentiation through the alignment of environmental responsibility and the expectations of customers.
Recyfarm is going to compete by offering customised products, being responsive to customers' needs, and by offering special attention to environmentally friendly packaging made of renewable resources. Such a strategic fit allows the business to refine customer relationships and stay on top of market and regulatory shifts. While the brand's recognition may not be widespread today, the business's niche sustainability efforts offer a competitive edge that is poised to contribute to market growth and differentiation amidst the growing green packaging market.
[bookmark: _Toc233464839]3.0 Marketing Communications (LO2)
[bookmark: _Toc233464840]3.1 Target Market
Recyfarm is mainly aimed at restaurants, cafés, bakeries, food trucks, and take-out facilities that are looking for sustainable packaging solutions. The demand for sustainable alternatives is growing in these businesses to meet consumer needs and standards, as well as regulatory requirements. Thus, by concentrating on business-to-business customers, Recyfarm can ensure consistent demand in a fast-growing green packaging industry.
[bookmark: _Toc233464841]3.2 Marketing Objectives
According to de Oliveira Lima et al. (2024), the main marketing aims of green marketing are to raise "brand awareness", ensure the organisation's long-term business, and foster long-term commercial relationships.
[bookmark: _Toc233464842]3.3 Marketing Strategy (4Ps) 
	Product
	Price
	Place
	Promotion

	Compostable and biodegradable food packaging
	Competitive value-based pricing
	Online platform and direct business supply
	Social media, company website, email marketing, trade exhibitions



Table 2: Marketing Mix (4Ps) for Recyfarm
(Source: Self-created)
The overall mix of marketing activities combines sustainability and competitive positioning to enhance customer acquisition.
Product quality is matched with care for the environment, while maintaining competitive pricing in Recyfarm's "marketing mix. Increased availability for business customers through online and direct supply. Moreover, the integrated promotion activities create visibility in the sustainable packaging market. According to Kaur et al. (2022), a green marketing campaign can be designed in a way that prompts people to make more environmentally aware purchases, thus strengthening their purchase intention.
[bookmark: _Toc233464843]3.4 Digital Marketing
In digital marketing, Instagram, LinkedIn, Facebook, Google Business Profile, and the company website will be leveraged to enhance market visibility and customer engagement. These platforms provide a platform for ongoing communication with business clients and a long-term relationship strategy while solidifying Recyfarm's sustainable branding and long-term client strategy.
[bookmark: _Toc233464844]4.0 Financial Plan
[bookmark: _Toc233464845]4.1 Funding Requirement
There are several costs involved in setting up Recyfarm manufacturing, acquiring equipment, finding premises, infrastructure, including digital infrastructure and developing initial marketing activities, which RC estimates will total around £120,000. Realistic financial planning brings trust to investors in their business by proving its feasibility and sustainability for the future, as stated by Dal Mas et al. (2023).
[bookmark: _Toc233464846]4.2 Source of Finance 
The finance will be provided from personal investment, bank loan, a sustainability grant from the government and financing by angel investors. Such a multi-faceted approach lessens financial reliance and increases investment flexibility. Gopal and Schnabl (2022) explained that more sources of financing can help build financial resilience and facilitate sustainable business growth for new businesses.
[bookmark: _Toc233464847]4.3 Start-up Costs (First Month)
	Expense Category
	Estimated Cost (£)
	Purpose
	Priority

	Machinery & Equipment
	45,000
	Production setup
	High

	Raw Materials
	18,000
	Initial manufacturing
	High

	Rent & Utilities
	9,000
	Operational premises
	High

	Registration, Insurance & Website
	8,000
	Business establishment
	Medium

	Marketing & Miscellaneous
	10,000
	Brand promotion and contingency
	Medium



Table 3: Estimated First-Month Start-up Costs
(Source: Self-created)
Machinery and raw materials are the most expensive investments, as the production capacity and the quality of the product during the business launch depend on them.
[bookmark: _Toc233464848]5.0 Conclusion 
Recyfarm is a viable start-up project bringing together the “sustainable entrepreneurship” and the increased market demand for environmentally friendly packaging. These external factors, together with a targeted marketing strategy and diversified funding, reinforce its business potential. According to Rosário et al. (2022), the companies that contribute to sustainability create long-term value in the economic and environmental landscape. This makes Recyfarm an excellent opportunity for competitive growth, but also acts as a way to help reduce waste and to facilitate the sustainable development of the packaging industry.
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