
Business Plan
Example - GreenSprout Kitchens
**Please note that we cannot accept business plans which are handwritten** 

CONTACT INFORMATION
Owner’s Contact Information
Name: Sarah Thompson
Home Address: 14 Willow Bank Drive, Great Harwood, Lancashire
Postcode: BB6 7YD
Home Phone: 01254 000000
Business Contact Information

Name: GreenSprout Kitchens
Address: 14 Willow Bank Drive, Great Harwood, Lancashire
Postcode: BB6 7YD
Phone: 01254 000000
Email: hello@greensproutkitchens.co.uk
Website / Social Media: www.instagram.com/greensproutkitchens
Start Date or Anticipated Start Date: July 2026
1. Business Overview 
	Briefly describe your business, what you do and who you sell to. (approx. 150 words)
GreenSprout Kitchens is a locally focused food business producing fresh, nutritious ready meals using seasonal British ingredients. Based in Lancashire, the company targets busy families and professionals seeking convenient, healthy alternatives to ultra-processed food. Our menu blends traditional comfort dishes with modern dietary options, including vegetarian, vegan and high-protein meals.

The business operates from a certified home kitchen initially, transitioning to a small commercial unit within 18 months as demand grows. Sales will be driven through online ordering, local delivery and partnerships with independent retailers and gyms.

GreenSprout differentiates itself through transparent sourcing, eco-friendly packaging and a rotating weekly menu to reduce waste and maintain customer interest. Initial funding requirements are modest and focused on equipment required to trade and brand creation.

With increasing consumer demand for convenient yet healthy food, GreenSprout Kitchens is well positioned to establish a loyal local customer base and scale sustainably.


2. The Business Offer 
	What do you provide or sell? 
Who are your customers? Be specific, not “everyone”
What problem are you solving for them? (approx. 100-150  words)
Why do customers choose you over alternatives? (approx. 100-150 words)
GreenSprout Kitchens produces fresh, ready-to-eat meals made from locally sourced, seasonal ingredients. The range includes traditional comfort dishes, plant-based options and high-protein meals, all designed to be nutritious and convenient. Orders are placed online for local delivery, with additional sales through selected independent retailers and fitness centres.

Our customers are busy professionals aged 25–50 across East Lancashire, health-conscious families seeking convenient meal options and fitness-focused individuals who want balanced, high-protein meals without the time commitment of cooking.

Many people struggle to balance busy lifestyles with healthy eating, often relying on ultra-processed convenience food or takeaways. GreenSprout Kitchens provides a practical alternative by offering fresh, nutritious meals that require no preparation. This saves time while helping customers maintain a balanced diet, supporting both their health and daily routines.

Customers choose GreenSprout Kitchens for quality, transparency and convenience. Unlike supermarket ready meals, our food is freshly prepared using locally sourced ingredients with minimal processing. Compared to takeaways, we offer healthier, more balanced options. Our rotating menu, eco-friendly packaging and focus on dietary flexibility (including vegan and high-protein options) further differentiate us, building trust and encouraging repeat business.


3. Evidence of Demand 

	What evidence do you have that customers want your product/service?
e.g. Sales to date, Customer enquiries, Pre-orders / Bookings, Contracts / Agreements, Social Media engagement, Market research, 
Please provide details (approx. 150 words)
Market evidence indicates strong and growing demand for healthy, convenient meal solutions in the East Lancashire area. Informal market research, including local surveys and conversations with potential customers, shows consistent frustration with the lack of fresh, affordable ready meals that are not highly processed. Interest has also been demonstrated through early social media activity, where sample menu posts have generated engagement and direct enquiries about pricing and delivery options.

In addition, the broader UK ready-meals and healthy convenience food market continues to grow, driven by busy lifestyles and increased health awareness. Competitor analysis shows limited local providers offering freshly prepared, small-batch meals with transparent sourcing.

Initial pilot testing of sample meals with friends, family and local contacts has received positive feedback on taste, quality and convenience, with several expressing intent to purchase regularly once available. This combination of qualitative feedback and market trend data supports clear customer demand.


4. Competition Analysis

	Who are your main competitors? Please consider both:
1. Direct competitors (businesses offering similar products/services) 
2. Indirect competitors (alternative ways customers currently meet the same need) 

Direct competitors include national meal prep and ready-meal providers such as Cook, Charlie Bigham’s, Prep Kitchen and Mindful Chef, as well as smaller local meal prep businesses across East Lancashire offering similar convenience-based food options.

Indirect competitors include supermarkets, takeaways and home cooking. Supermarkets provide ready meals at a lower price point, takeaways offer convenience and home cooking remains a common alternative for customers preparing meals themselves.
How do they compare to your business? (approx 100 words)

National competitors benefit from strong branding, established supply chains and scale, but often lack local flexibility and personalisation. Local competitors may offer fresh food but tend to have limited menu variety or less focus on structured, nutritionally balanced meal options.

Indirect competitors such as supermarkets and takeaways offer convenience but typically do not provide the same balance of freshness, nutrition and quality. Home cooking allows full control over ingredients but requires time and planning, which many customers find difficult to maintain.

What makes you different or better? (approx. 100 words)
GreenSprout Kitchens differentiates itself by offering freshly prepared, nutritionally balanced meals made using locally sourced ingredients. The business combines convenience with quality, providing a healthier alternative to both ready meals and takeaways.

A rotating seasonal menu, focus on dietary flexibility and the ability to respond quickly to customer preferences allow for a more personalised service. This local, customer-focused approach helps build trust and encourages repeat business, positioning GreenSprout Kitchens strongly within the market.


5. Revenue Model

	How will your business make money? List your main income streams:
 1. Direct online meal sales (primary)
 2. Wholesale supply to independent retailers and gyms
 3. Subscription meal plans (weekly recurring orders)
Typical price of your product/service:
£6–£8 per individual meal depending on portion size and dietary range
Estimated monthly revenue (next 12 months):
Starting at approximately £3,000 per month, growing to £10,000+ per month within 12 months as customer base and partnerships expand
Main business costs (top 3–5):
1. Ingredients and packaging
2. Utilities and kitchen overheads
3. Delivery and logistics
4. Marketing and customer acquisition
5. Equipment maintenance and replacement
GreenSprout Kitchens will generate revenue primarily through direct-to-consumer online sales, supported by a simple ordering system and local delivery. As the business grows, recurring subscription plans will provide predictable income and improve customer retention. Wholesale supply to selected retailers and gyms will create additional, scalable revenue streams and increase brand visibility. This blended model provides both stability and growth potential.


6. Growth Plan
	What are you aiming to achieve over the next 12 months? (approx. 150 words)

Over the next 12 months, GreenSprout Kitchens aims to establish a strong and loyal local customer base, achieve consistent weekly order volumes and build a recognisable brand across East Lancashire. A key target is to reach approximately 150–200 regular weekly customers through direct online orders and repeat purchases. Alongside this, the business will launch a subscription-based meal plan offering to create more predictable recurring revenue and improve customer retention.

A further objective is to secure at least 3–5 wholesale partnerships with independent retailers, gyms, or health-focused businesses to broaden market reach and increase brand visibility. The business will also focus on refining its menu offering based on customer feedback, improving production processes to increase efficiency and reducing waste through better planning and seasonal sourcing.

In addition, GreenSprout Kitchens will strengthen its digital marketing activity, particularly through social media and local engagement, to drive awareness, attract new customers and build long-term brand loyalty within the community.
What will change or improve as a result of this project? (approx. 150 words)

As the business develops, production capacity and overall operational efficiency will significantly improve. Investment in upgraded kitchen equipment and improved processes will allow for higher output, faster preparation times and more consistent product quality across the full range of meals. This will enable the business to meet increasing demand without compromising standards.

Customer experience will also be enhanced through more reliable fulfilment, improved order handling and a more responsive service. A broader and more regularly updated menu will allow for greater choice, including seasonal and dietary-specific options, helping to attract a wider customer base and encourage repeat orders.

Over time, the business will transition from a home-based kitchen setup to a small commercial unit within 12–18 months. This will support increased production volumes, ensure full compliance as the business scales and create the foundation for future job creation. Collectively, these improvements will strengthen sustainability, improve profitability and support long-term growth.


7. Use of Funds
	What will the funding be spent on? (Approx 100 words)

The funding will be used to support the core elements required to successfully launch and grow the business. A key area of investment will be commercial kitchen equipment, which will increase production capacity, improve workflow efficiency and ensure consistent quality as demand grows. This will allow the business to operate at a more professional and scalable level from the outset.

Additional funding will be allocated to branding and targeted marketing activity. This will help establish a strong local presence, raise awareness of the business and attract early customers within the community. Effective marketing at launch stage is essential to building momentum, generating repeat custom and establishing the brand in a competitive local food market

What will happen if you do not receive this funding? (Approx 100 words) 
These investments are critical to creating a stable operational foundation and enabling sustainable growth. Without this support, the business would still be able to launch but progress would be slower due to limited production capacity and reduced visibility in the local market. This would delay customer acquisition and extend the time required to achieve consistent and sustainable trading levels.


8. Jobs & Impact
	Current number of employees:
1 (Owner)

Jobs to be created (roles and when):
1 (Owner) to work full-time on the business immediately
1 part-time kitchen assistant within 6–9 months
1 full-time production/operations role within 12–18 months

Jobs safeguarded (if applicable and why):
Not applicable at start-up stage

Any other business impacts (approx. 100 words):
GreenSprout Kitchens will support the local economy by sourcing ingredients from regional suppliers where possible and collaborating with independent retailers and fitness businesses. The focus on fresh, minimally processed food contributes to healthier lifestyle choices within the community. As the business grows, it will increase local employment opportunities and contribute to the development of a more sustainable, locally driven food network.


9. Risks & Challenges
	What are the top 3 risks to your business?

1. Slower-than-expected customer acquisition
2. Rising ingredient and supply costs
3. Operational capacity constraints during growth
How will you manage these risks? (approx. 150 words)

Customer acquisition risk will be managed through a combination of targeted local marketing, introductory promotional offers and ongoing engagement with the community to build awareness of the brand. In addition, partnerships with gyms, independent retailers and complementary local businesses will help increase visibility and create steady referral channels that support consistent customer growth.

Ingredient cost fluctuations will be addressed by maintaining flexible, seasonal menus that adapt to ingredient availability and pricing. The business will also build strong relationships with multiple local and regional suppliers to ensure competitive pricing, continuity of supply and reduced dependency on any single source.

Operational constraints will be managed through a phased approach to growth, gradually increasing production as demand rises. Investment in efficient kitchen equipment will support productivity, while additional staff will be introduced at the appropriate stage to maintain quality and service levels. Ongoing monitoring of sales, costs and capacity will ensure the business can respond quickly to changes and maintain financial and operational stability.


10. Owner / Team
	Who is running the business? (Names and roles)
Sarah Thompson – Founder & Owner

Relevant experience or skills (approx. 100 words)

Sarah Thompson has a background in food preparation, customer service and small business operations. She has developed practical experience through previous roles in catering environments and has a strong personal interest in nutrition and healthy cooking. Sarah has also completed food hygiene certification and has undertaken research into sustainable sourcing and packaging. Her combination of hands-on kitchen experience, organisational skills and commitment to healthy living provides a solid foundation for launching and growing GreenSprout Kitchens. She will oversee all aspects of the business, including production, supplier management, marketing and customer service, ensuring consistent quality and a strong customer experience.


11. Additional Information (Optional)
	GreenSprout Kitchens is built around a strong commitment to sustainability and supporting the local community. Wherever possible, the business sources ingredients from local suppliers and seasonal producers, helping to reduce food miles and support the regional economy. This approach not only ensures fresher, higher-quality meals but also strengthens relationships with other small businesses across East Lancashire.

Alongside this, the business has a social focus on improving access to healthy food for busy households who may otherwise rely on processed convenience meals. By offering affordable, nutritious alternatives, GreenSprout Kitchens aims to contribute positively to local wellbeing while building a business that is both commercially viable and socially responsible.


Declaration
	I confirm that the information provided in this business plan is accurate to the best of my knowledge. 
Name: Sarah Thompson
Date:   20/4/2026
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