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EXECUTIVE SUMMARY  

The Online food-ordering and delivery business is showing rapid growth in recent years and 

since 2016 it stands at £73.2 billion. It has also received a lot of attention from investors, 

making the market’s investment rise above £748 million in 2015. The UK has also followed 

this upward trend wherein 2016, customers made a total of 88.1 million takeaway orders. It 

is expected that people from the UK are going to spend almost £8 billion a year by the end 

of 2020. The food-delivering market is also connected to the rise of the digital technology, 

where consumers are getting more and more familiar with online ordering and shopping with 

the growing usage of smartphones. With the marketplace for takeaways and home-delivery 

meals being exceptionally competitive, the future lies in the companies that provide an entire 

service including delivery.  

The food ordering market can be segmented into 2 categories, online and offline ordering, 

where the online ordering can be furthermore categorized into Aggregators, New-Delivery 

players, and Custom Build Online Platforms. Our direct competitors are the third type, where 

companies offer restaurants and takeaways their own customizable online ordering systems. 

Research shows that when asked about features they would be interested in the food-ordering 

software, the majority responded that they would like to see delivery tracking, with the 

second most required feature being a “money-back guarantee”. Having features that would 

make consumers more secure is very important in the overall differentiation of the company 

in the competitive marketplace.  

As a company that offers online ordering systems to restaurants and takeaways in the UK, 

our top 6 direct competitors are eTakeout, touch2success, Food-Ordering.co.uk, OrderSense, 

Hungrr and Appaway, all possessing different advantages and disadvantages in the market. 

The UK has a generally positive business climate where the political environment is stable 

and independent, and the economy is strong with a population that mostly has high and stable 

income. Analyzing the demographics in the UK, it shows that the targeted age segment 

(children of 6-12 years) is a sub-segment of the 0-15 year’s age segment in UK which makes 

17.7% of the UK’s population, and the adults who will actually purchase the product are 

categorized as the 16-64 age segment which is 63% of the UK’s population. 



 

 

The main service would be to offer independent mobile apps and websites to restaurants and 

takeaways which will enable them to accept orders online without paying commission. The 

target market would consist of takeaways, restaurants and fast-food kiosks who still don’t 

have their own online delivery systems. The product would be cost-saving, value-for-money 

software solutions representing fully customizable online ordering system for takeaways 

with no commission, accompanied by a 24/7 customer support, fully setup ordering printer 

and a 10,000 promotional leaflets.  

Using a market penetration pricing method, clients will only have to pay £12 + VAT per 

week, and a one-time setup fee of £149 + VAT, which will enable easier market penetration 

and a wider audience. Raising awareness will be the main marketing activity with Website 

promoting, Tele-marketing, promotional materials and Google AdWords. Once product 

awareness is raised, word-of-mouth, customer reviews, and additional online advertising will 

help in attracting even more customers.  

To further reduce the chance of business failure, we also conducted SWOT analysis that 

pointed out at our business’s strengths, weaknesses, opportunities, and threats. The major 

strength is the cheap, competitive prices making great value-for-money product. Combined 

with a loyalty card feature it will keep old customers and will attract new customers that 

realize the benefits making them switch to ordering directly from the takeaway rather than 

aggregator type of food ordering services. 

The opportunity for the business is seen in the rapidly growing market in which it enters 

where big investments flow through. This ensures that the business enters a market that is 

not going to die out in near future. The general weakness of our business is the offering of 

only one type of product/service option for the customers which might not be able to support 

growth. The offering of one product/service option leads the business to a state where it can 

only satisfy one type of customers but as the company grows we need to differentiate the 

product/service into several versions, where customers can choose if they want a more 

expensive version with additional features or cheaper version with less customization. Our 

perceived threats come in the form of high tax rates that companies need to pay which 

reduces profitability With the market being so fast growing and saturated it also has no 

barrier to entry which makes easy for other new competitors to enter and it is highly 

competitive where we need to continuously improve the product/service with new and 

innovative additions, making the clients differentiate the company from the competitors.  



 

 

From the financial plan, it can be seen that for the first year of operations the business will 

record losses of £198,130, wherein the second year it will make net profits of £135,080 and 

£432,063 in the third year.  

EXTERNAL ANALYSIS 

The external analysis includes an overview of the food delivery market and the online 

ordering as part of the food delivery market, worldwide and in the UK. Industry trends that 

influence the progression of the market will be identified and analyzed, the main market 

segments, outlined with consumer characteristics analysis. Furthermore, the competitive 

landscape and the top competitors will be analyzed. The external analysis finishes with a 

PEST analysis – an overview of the Political, Economic, Social, and Technological factors 

that shape the online ordering of takeaway restaurant food.  

MARKET OVERVIEW 

The Online food-ordering and delivery business is rapidly growing in the past few years as 

new platforms for food-ordering are emerging, trying to capture markets and customers 

across the whole world. These platforms allow customers to order food from a wide array of 

restaurants with a single tap on their mobile phones, personal computers, and laptops. 

According to McKinsey, since November 2016 the worldwide market for food delivery 

stands at £73.2 billion, or 1% of the total food market and 4% of food sold through 

restaurants and fast-food chains. In 2016 in the UK, the demand for home delivery of food 

grew 10 times faster than for dining out in restaurants, and food ordering and delivering apps 

have seen a huge jump in popularity.  

The overall level of funding for the industry and the size of marketing budgets are the key 

catalysts for the adoption of online food delivery. The growth of the technology – mainly 

smartphones and online penetration has only been slightly relevant to the speed of adoption 

of the online food delivery, but it is expected the food delivery category and the smartphone 

category to grow simultaneously as new smartphone users adapt their behavior to take full 

advantage of the technology. The benefits of online and mobile ordering also allow 

customers to have access to up-to-date menus and offers, where normally customers may 

find an outdated menu which wouldn’t have the latest offers. Takeaway food is also 

benefiting from its positioning in between eating out and cooking at home, where consumers 



 

 

don’t want to go out and don’t want to or don’t have time to cook themselves, and they just 

order the food online.  

It’s interesting to note that while just $46 million (£34.4 million) was invested in food 

ordering companies worldwide in 2013, the market saw extreme growth in 2014 where a 

staggering $600 million (£449 million) was invested, and in 2015 that number rose 

above $1,000 million (£748.36 million), according to an article on TechCrunch which used 

data gathered from multiple relevant sources such as Thomson, CrunchBase, New York 

Times, Capital IQ, and Wall Street Research Reports.  

 
*2012 to 2015E Capital Inflows to Food Ordering Space 

The UK is not an exception to the upward trend of online food ordering. Technology 

developments in recent years made food ordering and delivery much easier and more 

exciting. In the UK, customers made a total of 88.1 million takeaway orders in 2016, 

where one of the most popular platforms Just Eat, grew their network to about 27,600 

number of restaurants, as shown in a research by QSRMedia.  

The size of the food delivery market in the United Kingdom in 2016 shows that the market 

was valued at a total of £6.1 billion, £1,138 billion of which was accounted by Telephone 

and £950 million of which was accounted for by the Domino’s Brand. 



 

 

 

If it’s taken into account that the technologically educated younger generation represents the 

higher percentage of consumers that order online, it can be expected that as they get older 

and new generations come, the market will continue to grow.   

The United Kingdom is expected to spend almost £8 billion a year by the end of 2020 as 

the surge in smartphone usage and time-pressed households cooking fewer meals boosts the 

country’s preference for takeaway food. According to Euromonitor International, it’s also 

expected the expenditure on pizza, curry, and Chinese food to grow by 28% during this 

decade to £7.6 billion a year. This trend is easily exemplified by Domino’s Pizza with their 

reports of growth by 21% in their quarterly sales of 2015, to £200 million, with 75% of 

orders placed online and 61% of those made with mobile devices. UK’s largest online 

takeaway group Just Eat also reported a rise of sales by 54% in the first half of 2015, and a 

Nationwide survey found that households buy three takeaways a month on average, with 

expectations to grow in the later years. 

Even though individual restaurants and restaurant chains have been expanding their home 

delivery services in a gradual manner, most of the growth in the market has resulted from 

the launch and growth of third-party service providers, who offer meal deliveries from 

multiple restaurants. The table below shows the leading takeaway and restaurant meal 

delivery third-party online providers in the UK.  



 

 

 

 *Selected leading takeaway and restaurant meal delivery third-party online providers in the UK in 2016 

 

As stated before by other sources, Just Eat is decisively the number one ordering platform 

in the UK with 26,700 restaurants available on their platform. Other popular online ordering 

platforms are Hungry House, Takeaway.com, and Deliveroo. 

A conducted survey by Management Today in 2015 shows that even though Just Eat is the 

most popular ordering platform in the UK, about two-thirds of the Takeaways that use the 

platform are not satisfied. The biggest problem that the Takeaways are having with Just Eat 

is their high ordering fees where about half of them said that they would leave the platform 

if they can find an alternative. Based on a minimum order commission of 10%, the 

companies paid an average of £725 per month in fees and about 50% of them said they had 

lost significant revenue from loyal customers using the Just Eat platform to order. That being 

said the ordering platform cannot survive if it takes all the profits while leaving the 

companies with nothing. If the relationship with the companies continues to be one-sided it 

means that they are not leaving the platform only to stay relevant in the market, but are 

willing to make a change if another alternative shows where the commission is low or non-

existing.  

The marketplace for takeaways and home-delivery meals is exceptionally competitive and 

many market analysts are skeptical about the growth of the companies that do not provide 

its own delivery services, believing that the future lies in the companies that provide an 

entire service including delivery. 

The rise of the digital technology is reshaping almost every market, including the food 

delivery market. Consumers are already familiar with online ordering and shopping through 

apps and websites, so the same experience is expected when it comes to ordering food.  

 



 

 

MARKET SEGMENTATION 

The food ordering/delivery market can be segmented into 2 categories: online ordering and 

offline ordering. While the offline ordering is still 

dominating the market with a revenue of £45.6 

billion, compared with a revenue of £6.7 billion in 

online ordering, the market is undergoing a huge 

transformation as more consumers shift toward 

online ordering as a more convenient and much more 

customizable way of ordering.  

*Market value of different food delivery industry segments 

The increase in popularity of online ordering can be observed in the Cowen and Company 

Research Report:  

 

The graph shows a pretty clear direction of where the food delivery industry is heading – 

online orders are expected to surpass offline orders sometime within the next decade.  

Online ordering can be further segmented into 3 categories: 

1. Aggregators 

The first type of online food delivery services are the Aggregators, which appeared about 16 

years ago and are very familiar for the consumers. The Aggregators allow consumers to scan 

and compare menus, post reviews and place orders from a wide range of restaurants with a 



 

 

single click on a single online portal. This is also the case with the New Delivery services, 

but the main thing that makes them different is that the Aggregators are a part of the 

traditional-delivery system where they take orders from customers and route them to 

restaurants, which handle the delivery themselves. In this system, the restaurants pay a fixed 

margin of the order to the Aggregators, but they handle the actual delivery themselves. This 

doesn’t affect the consumers as they have no additional cost when ordering from an 

Aggregator. With their asset-light model, aggregators post earnings before interest, taxes, 

depreciation, and amortization margins of 40% to 50%. Even though investments continue 

to pour in this category, consolidation has already occurred where a few players in the market 

has achieved global scale. On a national level, there are a couple of players that dominate 

and hold most of the market, with their ability to build a large user base and in this type, 

consolidation is advanced and will likely continue. 

2. New-delivery players (Aggregators with value-added service)  

Like the first group, these online platforms also aggregate a large number of restaurants on 

their platform, but unlike traditional aggregators, the new-delivery players build their own 

logistics networks, providing delivery for restaurants that don’t have their own drivers. The 

players in this category also provide the logistics for the restaurants and this allows them to 

open a new segment of the restaurant market to home delivery - higher-end restaurants that 

traditionally did not deliver. The other thing that differentiates them from the Aggregators is 

the small fee that the consumers pay including the fixed margin paid by the restaurants. This 

new system has a higher cost for the end consumers, but it also has a higher cost for the 

New-Delivery players for maintaining the delivery vehicles and for drivers. McKinsey 

believes that the addressable market for New-Delivery will reach more than £17.6 billion by 

2025. 

3. Custom-build online platforms 

The third category includes all online platforms that are (most often) owned by the 

restaurants. Large takeaways and restaurants, such as Domino’s, have their own online 

platforms where customers can order only from that restaurant. Software providers have 

realized the potential to offer customizable software to restaurants and today more and more 

companies are offering small market players the chance to “own” an online platform with 

much more options and benefits than platforms from the previous 2 categories.  

 



 

 

CONSUMER CHARACTERISTICS 

Online shopping has become widely used by UK consumers. Recent research indicated that 

95% of all UK consumers have made use of online shopping in 2016. Key reasons for the 

growth of online shopping in the UK include the product range available, the prices offered 

by retailers and the convenience of the ordering and delivery services, which save time and 

the need to physically shop. The availability and uptake of required technologies (including 

computers, tablets, and mobile phones) have facilitated this growth in online shopping in the 

UK. Research suggests that computers are 8 the most common technology used by 

consumers to place online orders, followed by smartphones and tablets. The vast majority of 

online orders are placed by consumers while at home. However, in the case of online orders 

placed by smartphone, approximately one-third of consumers have used these to place orders 

while away from their home – most of these consumers placing orders while away from 

home are aged below 35 years. 

The business of online ordering and delivering restaurant meals to the home is a market 

that’s rapidly changing, as new online platforms race to grab their share of the market across 

the Americas, Asia, Europe, and the Middle East. One might argue that Europe, particular 

parts of Europe such as France and Italy do not have a takeaway culture, and Asia even less 

so, as street food is more common than home delivery.  

But the UK is a takeaway nation. A 2015 study by the market research company Mintel 

found 23% of adults order a takeaway once a week or more, and 33% order one at least 

every month. They also asked if people would pay more for a takeaway meal cooked from 

scratch, from good ingredients, and found 16% would (rising to 21% of high earners).  

This propensity for takeaway has taken a hit on supermarket chains such as Tesco, Asda, 

Sainsbury’s and Morrisons marking a decrease in sales in recent years.  

The UK’s consumer gradual tendency toward takeaway is evident, and Mike Watkins, head 

of retailer and business insight at Nielsen attributes this tendency to three key trends: 

 Consumer spending confidence increasing; 

 Overall rise in “food-on-the-go” – one of the few current growth areas for 

supermarkets; 

 Consumers’ increasing willingness to buy food online. 



 

 

The online ordering of fast food is indeed on the rise, especially among smartphone users. 

Emarketer.com found that UK’s smartphone users are among those most likely to order 

goods and services online, and food delivery is the second most popular category with 

31% of respondents, right after clothes, footwear/accessories with 36% of respondents. It’s 

interesting to note that both of these are tangible goods and yet they still get the highest 

percentage of online ordering, ahead of virtual goods such as games and music which were 

the most popular category up until several years ago. This further indicates the trend of 

increased consumer confidence, not just in safety of transactions, but in the quality of the 

goods purchased online.  

 

Nicola Knight, an analyst at Horizons, which tracks the eating-out industry, pointed out in a 

“The Guardian” interview that teenagers and young adults had been the driving force behind 

the recent growth in takeaway sales. The younger generation is the most frequent consumers 

of food prepared outside the home, so as they age, the UK’s becoming a nation used to 

buying takeaway foods.  

Statistics showcased by statista.com shows the results of a survey in which respondents were 

asked how they order food when using a food delivery service in the United Kingdom in 

2017, broken down by three age groups: 18 to 29, 30 to 59, and 60 years or older. These 



 

 

statistics further reinforce the notion that young people are the key market of the takeaway 

culture. Food delivery apps were one of the most popular methods for 18 to 29-year-olds, 

with 58% of respondents claiming to use such apps. In contrast, it was the least popular 

ordering method for respondents aged 60 or over. Another popular choice for 18 to 29-year-

olds was to use an online food delivery service site.  

 

*Methods of using food delivery services in the United Kingdom (UK) 2017, by age 

Research shows that more than 80% of UK consumers make use of takeaway and other 

restaurant home-delivered meals. However, most people do this on an occasional basis, with 

only 13% purchasing a meal at least once a week directly from the restaurant and 6% through 

a third party provider (based on an internet survey of 2,000 respondents - Mintel, 2016). 83% 

of UK consumers have ordered a meal for takeaway/home-delivery directly from a restaurant 

at some time, compared with 43% of consumers who have ordered from a third-party 

platform. Highest usage rates are among those aged 16-44 (with 19% of these consumers 

ordering a meal at least once per week) and those consumers with children (Mintel, 2016b).  

Convenience is a major factor in the ordering of food takeaways/home deliveries. 

Convenience is likely to increase as more restaurants and third-party ordering platforms 

improve their online services. In addition, online ordering allows easy ordering from any 

location at any time. 

The figure below shows the reasons given by survey respondents for placing orders.  



 

 

 

*Frequency of home delivery/takeaway usage in the UK (December 2015) 

The most popular reason, with 58% of respondents choosing it was when they feel like 

having a treat. Saving time was also one of the more important reasons for ordering online, 

as 40% of respondents responded that they ordered online “when I do not have time to cook”. 

Other reasons for ordering online were: for family time together, for a special occasion, when 

watching a film at home, to catch up with friends, when they/their partner work late, when 

watching sport on TV, and for a romantic meal/date.  

The next figure shows the online meal ordering services that consumers are interested in 

being made available.  

 

*Consumer interest in online ordering features for takeaway/home delivery in the UK 



 

 

When asked about features they would be interested in seeing when ordering a 

takeaway/home delivery online, the majority of respondents, or 51%, answered that they 

would like to see delivery tracking. The tracking of meal orders is a feature that is of interest 

to consumers so that they have visibility of progress of their meal delivery. Tracking services 

are already provided by some providers. This is likely to be implemented by more providers 

in future. The second most popular feature was a “money-back guarantee” in case of 

delayed delivery, with 44% of respondents saying they would like to have it as an option. 

Other features respondents deemed important were: Star-rating reviews of dishes by 

customers, written reviews of dishes by customers, and dish recommendations. 

Food Ordering and Delivery Apps help businesses run referral and loyalty programs. 

Combining a food ordering mobile app with a loyalty or rewards point program is profitable 

and makes too much sense to ignore it. This is a low-cost strategy that can be really 

successful for the increase of the business’ ROI. Many companies connect rewards to 

discounts and getting something for free. 

Mobile-based loyalty programs are far more personal than a single discount card handed to 

a customer when ordering. All the data and the interaction is on the customer's phone a 

device that hardly ever leaves their side. For consumers, loyalty reward points are easy to 

track directly through the app and lead to big savings if they order regularly or frequently. 

With these loyalty programs, businesses can ensure continued use and increase in purchases 

by sending push notifications reminding loyal customers how close they are or suggesting 

them to come in for a meal or a drink with a discount. This way businesses will have a lesser 

chance of losing their customers. But loyalty programs are not solely for free stuff. 

According to a research from 2014, 71% of UK consumers are more likely to return to a 

restaurant if it offers a loyalty program, 65% would download a restaurant’s app to access 

offers and deals and 80% would return to a restaurant to benefit from in-app loyalty program, 

even if it meant they’d have to keep buying a few things before they got anything. 

Having a loyalty program built in a mobile app not only makes the old customers order 

regularly but also attracts new customers that realize the benefits they get from being a loyal 

customer. 

 

 



 

 

COMPETITIVE LANDSCAPE 

As evident from the market overview, the online ordering of takeaway food is increasingly 

on the rise and is expected to be the preferred method of ordering in the years to come. 

Inevitably, this has attracted entrepreneurs, businessmen, and technology experts and 

enthusiasts to invest and develop online delivery platforms such as third-party delivery 

platforms and customizable online ordering systems. As a result, the competition is 

increasing day-to-day. More and more experts realize the potential of the market and race to 

capture a larger market share. As a company offering online ordering systems to UK 

restaurants and takeaways, ABC’s direct competitors are other companies that offer online 

ordering systems to restaurants and takeaways in the UK market. The firms described below 

are those that have the highest Google rating when searching with the keywords “Online 

food ordering systems the UK”. 

DIRECT COMPETITION 

ETAKEOUT  

General Overview: eTakeout is a UK based 

information technology company that designs 

custom branded ordering system for restaurants and takeaways. The designs are customized 

specifically for each client and are made from scratch. If the client does not have a website, 

it is developed with their specific requirements, and if they do have a website it can be 

improved in its performance to attract more customers. It provides businesses with an 

attractively designed website with a functionality to allow their customers to place orders 

online and to have it received through an iBacsTel remote printer.  

Pricing: eTakeout has 3 different price groups. 

The first one is a £45 a month website only package with £99 setup free. 

The second package costs £45 a month, and it is Apps only package with a £99 setup fee. 

The third one is for clients that need both Web and Apps and it costs £65 a month with £149 

setup fee. 

Features: Open 24/7/365, Custom Design, Menu Management, Reach New Customers, 

Coupon Engine, Never Miss an Order, No Commissions, Unique Website, Safe & Secure, 



 

 

Get Paid Directly, SMS/GPRS Printer, Mobile Apps, Customer Engagement, Increase Sales, 

Easy Setup, Flexible Order-Receiving. 

Advantages: 

 Cost Efficient, Excellent customer service and support based on reviews from 

customers. 

 Custom designed apps for both Android and IOS operating systems. 

 No commissions, so whatever money the client makes from orders is theirs to take. 

 Customer database with users information which can be used when creating email 

campaigns and special announcements. 

 The company is high on the Google rankings making it more popular, and reliable. 

Disadvantages: 

 Usage of fully-customizable templates that don’t have good User Interface if the 

client does not-opt out for a unique website design; 

 Unique Website Designs costs £150 in addition to the setup fee; 

 Their primary marketing focus is on Google ranking, disregarding other channels; 

 No incentives for customers, such as loyalty programs, coupons, and discounts. 

TOUCH2SUCESS  

General Overview: Touch2Success is a 

nationwide company that provides takeaways 

and restaurants across the United Kingdom 

with Online Ordering Systems, Web sites, and EPOS Systems integrated with an Online 

Ordering Mobile App and an Online Payment Gateway. The company doesn’t charge 

commission on orders, rather, they charge clients a small weekly fee. They have staff all 

across the country so they are always near clients in need of customer support, technical or 

other. Touch2Success has a full-service approach, as they provide all the hardware and 

takeaway software. A small setup fee is required for the hardware.  

Pricing: A refundable deposit of £350 is required of customers, but only for an EPOS 

system. The first month is a free trial period, but in order to get a free month, clients would 



 

 

have to subscribe for a 3 month trial period. The weekly fee is £25. Free support is given to 

clients throughout the entire time they are subscribed. 

Features: A mobile app to control settings; taking reservations; offline SMS as means of 

advertising; automatic promotional SMS; delivery charges based on postcodes + 

including/excluding postcodes; an option to ban customers by IP, phone number or address; 

online ordering website; photo gallery, online order tracking; late order notification; 

customer reviews; pay by card facility; live support; iPhone and Android apps for client’s 

customers; SMS marketing; promotional emails; customer database; customer app; statistics 

on type of orders, best sellers, etc.; tracker of driver takings; delivery directions; order queue 

for chefs; estimated waiting time for customers; franchise management; remote access. 

Advantages: 

 Great customer reviews; 

 Excellent customer service and support; 

 A lot of Epos users; 

 No commissions on orders; 

 A great array of marketing tools available for the client: automatic SMS, automatic 

emails, etc. 

Disadvantages:  

 Not very customizable; 

 Bad User Interface (UI); 

 The weekly fee is higher than the one charged by most competitors. 

FOOD-ORDERING.CO.UK 

General Overview: Food-Ordering.co.uk is an 

online food ordering software system for 

Restaurants, Takeaways, Chains, Caterers, Hotels, 

Resorts, Airports, Hospitals & Hospitality businesses. The provided software is ready to be 

filled up with the client's menu, prices and business details, with orders reaching the client 

via e-mail or other chosen methods like printers. The software can be set up in 5 to 10 

minutes and it can be used forever, but it is not allowed for the client to resell it. 



 

 

 Pricing: Food-Ordering.co.uk offers 3 pricing versions. 

The Basic Version where clients pay £795 one-time license fee with 30 days free support 

and training for 1 store or branch. 

The Professional Version costs £1500 one-time license fee with 30 days free support and 

training for 1 store or branch. In this version, the clients get additional features and services 

in comparison with the basic version. 

Chain/Portal/Developer Version costs £2700+ one-time license fee with 30 days support and 

training and it is for multiple stores or branches. This version also has additional features 

and services. 

Features: Food-Ordering.co.uk offers 27 regular features plus 6 optional features that clients 

can use in their system. 

These Features include: Accept Online Orders, Optimized For Mobiles, Distance and Value 

Checks, Super Simple Setup, Focused on Getting Orders, Menu Photos Available, Multiple 

Stores Supported, Works With Multiple Printers, Multiple Languages In Menu, Self-

Managed System, Get Paid Directly, Multiple Time Zones, Collection/Delivery Hours, 

Mobile App-Like Behaviors, Geo-Location/GPS Integration, Dish Versions And Toppings, 

Voucher Codes/Discounts, Built-In Marketing, Driver Tracking Support, Remembers 

Customers, Reporting And Analytics, Auto-Completes Addresses, Extract Customer 

Details, Manage Orders In Real-Time, Developer Friendly, EPSON Accredited, Runs on 

Windows, Customized For You, Link To Bank, EPOS and Printer, Mobile Website & 360° 

Tour, Food Ordering Portals, In-Restaurant Ordering, Responsive Website Design. 

Advantages: 

 Automated printing in multiple languages; 

 Order routing to different locations; 

 Easy to set-up. 

Disadvantages: 

 Many additional costs that include custom modifications, payment integration, 

mobile app, web/mobile design, technical support, etc.; 

 To upgrade to the latest version the client needs to pay 50% of the cost of the new 

version; 



 

 

 It offers food ordering software to many different industries which makes it not fully 

focused on restaurants and takeaways. 

ORDERSENSE 

General Overview: OrderSense focuses on 

creating food ordering websites and apps for 

restaurants and takeaways. The company also 

offers system integration for clients who have an existing website they are comfortable with. 

OrderSense also provides fully functional demo site so clients can try things out.  

Pricing: OrderSense offers 4 different price packages: 

Website & Responsive App package where clients pay £50 a month. 

Complete Package that costs £65 a month where clients also get the previous package. 

Marketing Inclusive that costs £75 a month clients get the previous packages. 

Marketing Inclusive where clients pay 6% on order value. 

Features: OrderSense offers 6 different categories of features. 

These features include Your Own Website, Social Media Marketing, My Business Center, 

Mobile Apps, Order Notification Terminal, E-mail Marketing. 

Advantages: 

 Offline and Online marketing support featuring social media and creative e-mail 

marketing to keep customers in the loop; 

 Designing apps for the most popular operating systems like iOS, Android, and 

Windows; 

 Loyalty program, repeat ordering and tokenization making the site unique and 

bringing customers back. 

Disadvantages: 

 All packages are subjected to 18 Months contract with additional cost to a one-off 

setup fee of £295 for website and responsive app and £395 for a complete package; 

 Only 10 hours a day customer support from Monday to Friday. 



 

 

HUNGRRR 

General overview: Hungrr is a company 

developing online and food ordering software 

systems ideal for takeaway, restaurant and food 

businesses. Clients get their own e-commerce website and Android and IOS apps, 

customized with their logo/ color scheme. There is no commission on orders – customers 

pay a fixed monthly fee no matter the size of the orders.  

Pricing: Hungrr’s pricing doesn’t offer detailed pricing plans on their website. The pricing 

starts at £75/month and can go to £200/month, depending on the features included. 

Features: easy setup; full control on adding/editing/updating menu items and prices; orders 

delivered directly to client’s SIM activated printer(s) and/or via email; secure ordering and 

receiving orders; mobile phone apps for IOS and Android; built-in customer database; 

support for orders to one or multiple locations with postcode technology; easy, regular and 

direct transfer of all transactions. 

Advantages:  

 Full customization of the software; 

 Promotes customer loyalty through incentives; 

 Order routing to different locations 

Disadvantages:  

 Relatively expensive, as clients will have to pay a lot more for a complete package; 

 Lacks adequate customer support; 

 Doesn’t offer any kind of marketing promotion and support.  

APPAWAY 

General overview: Appaway is a commission-

free ordering solution designed exclusively for 

takeaways.  

The solution they offer is pretty simple to use – customers download the app and order food. 

The order goes directly to the client’s printer with an audible alert.  



 

 

Pricing: A one-time setup cost of £195 and a fixed subscription of £12.50 per week. The 

order printer costs £150.  

Features: Mobile app and website; Management Dashboard, Touchscreen order printer; 

card payment processing; promotional launch materials.  

Advantages:  

 A good telesales team; 

 Simple to use for clients and their customers; 

 Relatively inexpensive in comparison to other direct competitors. 

Disadvantages:  

 Very few features offered to clients; 

 Limited choice of options and limited customization; 

 The software has no real incentive for customers to use. 

INDIRECT COMPETITION 

UBEREATS 

General Overview: UberEATS is the food delivery 

service launched by the famous taxi-hailing company 

Uber. It was firstly launched in London in 2016, and 

their plan is to expand the business to more than 40 

cities and towns in the UK by the end of 2017. UberEATS is selling food from a wider range 

of restaurants than the traditional British takeaway of pizza and curry via a network of 

bicycle and moped couriers. 

UberEATS has two offers, one for businesses where you can become restaurant partner and 

one for individuals where you can become a delivery partner. 

Restaurant Partner: Restaurants owners can sign up on the UberEATS website where they 

need to fill a form to become partners with Uber’s order delivering service. After becoming 

a restaurant partner, UberEATS help owners with the set-up, menu promotion and help with 

improving pickup and delivery times.  



 

 

Delivery Partner: Everyone who needs a job or wants to earn some cash can sign up and 

apply on UberEATS to become a delivery partner. Delivery partners also called couriers 

work on their own schedule making them their own boss and they can also choose if they 

want to deliver the food on Bike, Scooter or Car. 

Pricing: When businesses become partners, UberEATS only collects a service fee, which is 

calculated as a percentage of your sales on UberEATS. 

Advantages:  

 The rating system that the Uber car app uses is replicated for both restaurants and 

couriers where customers can rate both the delivery service and individual items on 

restaurant menus. 

 Uber is offering guaranteed delivery within 30 minutes. 

 It doesn’t have a minimum order value size. 

 It already has a recognizable brand and people are familiar with their other services. 

 It sells food from traditional British takeaways of pizza and curry as well as salad 

and sandwich bars. 

Disadvantages: 

 The delivery is available for only 12 hours a day, in contrast to the 16 hours a day of 

the competitors. 

 It still hasn’t reached a significant number of clients as its direct competitors like 

Deliveroo. 

 The only feature that differentiates themselves from competitors is their fast delivery. 

PEST 

The Pest analysis is an overview of the Political and Legal, Economic, Social, and 

Technological Factors that shape the UK, representing the nations of England, Wales, 

Scotland and Northern Ireland. 

Political factors show how the government intervenes in the economy. These factors include 

tax policy, labor law, environmental law, trade restrictions, tariffs, and political stability. 

Political factors may also include goods and services which the government aims to provide 

or to be provided (Merit goods) and those that the government does not want to be provided 

(Demerit goods). Economic Factors include economic growth, interest rates, exchange rates 



 

 

and the inflation rate, affecting how businesses operate and make decisions. Social factors 

include the cultural aspects and health consciousness, population growth rate, age, 

distribution, career attitudes and emphasis on safety. Technological factors include 

technological aspects like Research and Development activity, automation, technology 

incentives and the rate of technological change. 

Factors Key findings 
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·         UK is a constitutional monarchy that runs under the influence of a parliamentary 
system. 

·         The public has a large influence on the inner-workings of the country. 

·         UK is a politically stable country, split into national and local administration. 

·         The market is free, with a regulatory environment that is efficient and transparent. 

·         Starting a business takes less than a week, bankruptcy proceedings are 
straightforward, and the labour market is relatively efficient. Prices are free-forming, with 
the exception of price for most utilities. Therefore, a food ordering platform may be priced 
freely by the developers, but ultimately the price will be determined by the supply and the 
demand. 

·         Private property rights and contracts are very secure, and the court system is efficient 
and independent. 

·         The UK is one of the most successful nations in terms of the application of rule of 
law, control of corruption, government effectiveness and regulatory quality. According to 
Heritage.com, the country ranks as satisfactory on political stability and relatively high 
government integrity. This is a positive factor for every business in the UK - new and 
existing, and a software development business is no exception. 

·         In 2015, the UK government raised the minimum wage that applies to persons of 
different ages - New National Minimum Wage rates announced. The increase in minimum 
wage will definitely impact on the business as it will have to pay higher hourly rates for 
all its employees which is likely to translate to a cost increase of hundreds of thousands 
of pounds per year. 

·         In May 2016, the UK held elections for several political posts as noted by the BBC 
(2016). With new leaders taking offices across the country, there is potential that changes 
to the business environment can change it to better or worse. 
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·         UK ranks as a country with the 5th highest GDP in the world, second only to 
Germany in Europe, according to List of Countries by Projected GDP. It has one of the 
strongest economic positions relative to other countries. 

·         The economy of the UK was greatly affected by the 2008-2009 financial crises and 
it has been recovering from it since then. Data from the World Bank – GDP show that 
after the steep fall in GDP during 2008-2009 economic depression, UK’s GDP was slowly 
recovering and growing in the following year, up until 2014 when the GDP reached £2.24 
trillion The years 2015 and 2016 were marked by a decrease in total GDP with £2.15 
trillion and £1.96 trillion respectively. 



 

 

·         Like other businesses in the UK, a software development company has to pay taxes 
(corporate, income) which effectively reduce its profitability. The top personal income tax 
rate is 45%, and the corporate tax rate has been reduced to 18%. Other taxes include a 
Value-Added Tax and an environment tax. 

·         UK’s economy is considered stable and well diversified but forecasters predict that 
rising inflation, driven by the depreciation of sterling, will squeeze households’ income 
and depress consumer spending, which has been the main driver of the economic growth 
in recent years. 
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·         In UK, the working age population is between the ages of 16 to 64 and accounts for 
63% of the total population, while 17.7% of the population are 0-15 years old and 15.4% 
are over 65, according to Overview of the UK population: July 2017. Brits are continuing 
to outnumber deaths and immigration continue to outnumber emigration, resulting in a 
growing population.  

·         The educational infrastructure in the UK is considered to be of very high quality 
and it has a literacy level of 99%. 

·         The UK has marked 2017 as the year of the weakest growth in living standards in 
at least 60 years, according to “Living Standards, Poverty, and Inequality in the UK: 
2017”. Weak earnings growth, together with changes to taxes and benefits will lead to a 
rise in inequality by 2021-22.  
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·         As an MEDC (More Economically Developed Country), the UK has good access 
to technology. Internet availability is excellent and estimates made by broadcasting and 
telecoms networks that on average, a person in the UK spends cumulatively more than 
seven hours per day browsing the Internet. 

·         Technology is the driving force of the UK’s economy, with the Tech segment 
growing faster than UK economy, according to the third annual Tech Nation Report. 

·         UK is a country with quality innovation skills and expertise in science and IT. Laws 
with regard to intellectual property are vast and effective. 

 

The PEST analysis showed a generally positive business climate in the UK. The political 

environment is characterized by a stable and independent legal system and free and well-

known governmental regulations. As a politically stable country, the UK’s economy is 

strong, with relatively high and stable income, despite the small depression of consumer 

pricing in the years 2015 and 2016. The demographic analysis showed that the targeted age 

segment (children of 6-12 years) is a sub-segment of the 0-15 years’ age segment in the UK, 

which makes 17.7% of the UK population, and the adults who will actually purchase the 

product are categorized in the 16-64 age segment, 63% large. Technology is the driving force 

of the UK’s economy, and the country has a high-quality education system. UK is a country 

with quality innovation skills and expertise in science and IT. Laws with regard to 

intellectual property are vast and effective. 



 

 

INTERNAL ANALYSIS 

BUSINESS MODEL 

The business’s main service would be offering independent mobile apps 

and websites for takeaways and restaurants that will enable them to 

accept orders online without paying commission.  

The business’s value proposition is a customized, independent online 

ordering system that is free of commissions. Clients can take as many orders as they want 

and the weekly fee they would pay won’t be affected by order volume.  

ABC strives to achieve and maintain great long-term customer relationships. This will be 

achieved by great 24/7 customer support, excellent supporting services such as a printer with 

free setup, promotional leaflets, and ongoing maintenance of the software.  

The target market consists of takeaways, restaurants and fast-food kiosks who don’t have 

their own online ordering systems yet. The clients can be further divided into 3 target groups:  

 Takeaways who already use third-party delivery service providers such as JustEat 

and Deliveroo, but are struggling to make profit, or they make profit but believe 

prices of aggregators are too high; 

 New takeaways who are opening and want their own system rather than relying on 

third-party delivery service providers; 

 Takeaways wanting to upgrade their epos system.  

The ordering system will be accessible on the web and as an app for IOS and Android. 

Clients are able to try a demo version through ABC’s website or they can call or email the 

firm to get more information. Considering the nature of the business, the only possible 

distribution channel is digital. 

MISSION & VISION 

Mission: To provide a sustainable way for every takeaway to accept orders online without 

paying commission. 

Vision: To change the way online ordering works and to gain at least 20% market share of 

the UK takeaway market. 

 



 

 

MARKETING PLAN 

PRODUCT 

The product is an independent, fully customizable online ordering system for takeaways 

which will enable them to accept orders online without paying commission. The software 

will be accompanied by supporting components such as ongoing maintenance, 24/7 

customer support, fully setup ordering printer, and 10,000 promotional leaflets to kick-start 

the client’s marketing efforts. These supporting services will help in building long-term 

customer relationships and promote trust and loyalty in the company.  

Main product characteristics: 

 Custom mobile app; 

 Custom website; 

 Management System; 

 No commission to pay on any order; 

 Flat weekly subscription; 

 Free Marketing pack; 

 Professional design and setup; 

 Dedicated technical and marketing support; 

 Unlimited customers; 

 Unlimited menu items; 

 Delivery and collection options; 

 Payment by cash, card or PayPal.  

The product positions as a cost-saving, value-for-money software solution that enables 

small takeaways to have the customizability and professionalism of big players in the food 

industry, but for a fraction of the cost.  

The software includes a loyalty card feature that gives the customers of a particular takeaway 

a real incentive to ABC from the takeaway rather than a third-party delivery service provider 



 

 

or a direct competitor. The innovative features combined with lower prices are ABC’s main 

competitive advantages.  

The product has one basic version which allows for simplification at the beginning – clients 

can have the same features, but with a customizable design. As the company grows and 

evolves, the product will be differentiated into several versions, with the more expensive 

ones offering additional features, more benefits, and more supporting services. 

PRICE 

Clients will be charged an initial £149 setup fee ((VAT excluded). Once the system is set 

up, clients will only pay a fixed £12 + VAT on a weekly basis.  

ABC uses a market penetration pricing method. This means that our price is lower than 

the market average, which was confirmed by the competition analysis. The lower price will 

enable for easier market penetration and gain a wider audience, which is in accordance with 

the product positioning. 

PROMOTION 

The marketing effort at the beginning will be mainly put on raising awareness of the 

product’s existence and at a later stage, raising brand awareness and brand loyalty. 

In order to achieve the company’s promotional goal: to raise awareness of the product, 

the following promotional activities will be done in the begging of the promotional 

campaign: 

 Website promoting; ABC already has a website that acts as a great promotional tool. 

Clients are able to see the list of features, inform themselves of the benefits and 

savings they’ll be getting, and try out a demo version of the software. 

 Tele-marketing: A dedicated sales team will call potential clients with great value 

proposition, putting an accent on the savings a client will make if they choose to have 

their own online system rather than using a third-party delivery service; 

 Promotional materials: leaflets will be distributed throughout takeaways, giving 

them a sneak peek of the company’s solution. 

 Google AdWords: takeaways that are already interested in getting their own online 

ordering system can find the companies through a google search. 



 

 

Once product awareness is raised, word-of-mouth, customer reviews, and additional online 

advertising will help in attracting even more customers and maintaining a solid market share.  

PLACE 

The last P of 4P – the place, refers to the product’s distribution channels. The nature of the 

business – a software platform, makes the distribution channel analysis unconventional. 

The only possible marketing distribution channel for ABC’s online ordering system is the 

digital marketing channel which can include many small alternative marketing/distribution 

channels. These alternative marketing channels can be categorized: 

 Direct marketing/distribution channel – The direct subscription that will be 

available on the company’s website is the shortest marketing channel with no 

involvement of other intermediaries.  

 Indirect marketing/distribution channel – Another option for effective 

distribution of the platform is to use intermediaries – app stores where customers 

can download the application. Besides the distribution function, this channel also 

offers promotion. 

 Other marketing/distribution channels – The technology and internet offer 

various possibilities that can ensure easy access, high ROI (Return on Investment) 

and high installs volume. There are many tactics that can be used, such as optimizing 

the website for discovery through traditional search engines and then convert 

website visitors to application downloaders, pre-loads, pay-per-installs, mobile 

social networks for gamers that let users download a certain number of games for 

free, etc. 

PROCESS WORKFLOW 

The process workflow of the company helps to see the bigger picture and understand all the 

work stages of the activities that each stage includes. To get a business up and running, there 

is a lot of work that needs to be organized and done orderly. ABC’s process workflow is 

presented below in 7 stages. The darker-colored first 4 stages are already done. 



 

 

 

The company’s website is easy to navigate and it acts as a great tool for clients to get 

information about the software’s features and the benefits they would be getting. The demo 

version allows them to try the software before purchasing. The beta version of the software 

received positive feedback from a few small takeaways and was received enthusiastically. 

The no-commission feature and the unlimited options for menu items were valued the most. 

All of them were ready to switch Just Eat with ABC, the main reason being the much lower 

cost.  

ORGANIZATIONAL STRUCTURE 

The main skills and competencies that are needed at the beginning are managerial skills, 

software development and marketing and sales.  

ABC was founded by 2 entrepreneurs, each with their own field of experience. The two got 

the idea while talking to XYZ’s uncle who owned a takeaway and had to close down due to 

the excessive commission that Just Eat was charging him. This peaked their interest and they 

conducted a market research revealing that thousands of takeaways are all going through the 

same problem. Identifying a problem is half the solution, so know that the problem was 

identified, they set to develop an online ordering platform that will help other takeaways in 

lowering their costs of online delivery and prevent going out of business.  

The organizational structure of the company is presented below.  

1
•Design the company's website and logo

2
•Develop a beta version of the online ordering system
•Test the beta version with several small takeaways

3
•Plan the promotional activities
•Decide how to reach the target audience

4
•Release the full version of the software

5
•Develop marketing/distribution channels

6
•Start the promotional activities

7
•Ongoing maintenance and customer support
•Ongoing updates, addition of new features



 

 

 

XYZ is the CEO of the company. As CEO, Mr. XYZ is responsible for the company’s 

strategy implementation, building and leading the executive team and allocating capital to 

the company’s priorities. Prior to starting ABC, he was an IT contractor working with 

companies such as IBM and Legal and General.  

XZY  is the CFO of the company. As CFO, Faizan is responsible for financial planning and 

record-keeping, as well as managing the financial risks of the corporation.  

ZYX, an IT expert was brought in the company to take the position of CTO. As CTO, Phil 

is responsible for the company’s technologic development, deciding on the possible 

implementation of leading-edge technologies and deciding the necessary technology budget.  

The rest of the employees are freelance subcontractors working full-time for the company: 

Head IT developer, Head IT Developer Support, CTO’s admin support, support team – 3 

people, 6 salespersons, 6 lead generators, 2 designers, 1 quality control specialist, and 1 

accountant/bookkeeper. 

SWOT & RISK MANAGEMENT 

The SWOT analysis is the analysis that generally comes to mind when there is the necessity 

for an external and/or internal business/company analysis. The analysis showcases the 

Strengths, Weaknesses, Opportunities and the Threats that surround the client’s business 

venture. The strengths and weaknesses of the business come from within the business. The 

strengths represent a positive internal factor, while the weaknesses represent a negative 

internal factor. Because they are internal factors, both the strengths and the weaknesses can 

be influenced on – strengths can be utilized, while weaknesses can be eliminated. On the 
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other side, the opportunities and threats are external factors and the business cannot influence 

them, but it can take advantage of the opportunities and seize them, and develop strategies 

for reducing or eliminating the impact of a threat if it ever happens. 

In the pages that follow the SWOT analysis and the Risk Management will be thoroughly 

explained. 

SWOT ANALYSIS 

SWOT Analysis is a useful technique for understanding your Strengths and Weaknesses, 

and for identifying both the Opportunities open to you and the Threats you face. It can be 

used to “kick off” strategy formulation, or in a more sophisticated way a serious strategy 

tool. You can also use it to get an understanding of your competitors, which can give you 

the insights you need to craft a coherent and successful competitive position. 

Strengths: Weaknesses: 

 Cheap, competitive prices. 

 Great customer support and service. 

 Deep knowledge of the market, 

competitors. 

 Great value-for-money product. 

 Offering only one product/service 

option for customers. 

 Too much responsibility for a small 

number of employees. 

 Not being able to support growth. 

Opportunities: Threats:  

 Entering a rapidly growing market 

where big investments flow 

through. 

 Technology development is making 

the industry grow even faster and 

easier. 

 Online ordering is predicted to 

become the first choice of food 

ordering in the next decade, 

surpassing tele-ordering. 

 High Tax rates 

 No Barriers to entry 

 Highly competitive 



 

 

 Teenagers and young adults are the 

driving force behind the recent 

growth in the takeaway sales. 

 

 

Strength is an internal factor. These are factors which can be controlled by the company 

itself. These factors will help the business to run smoothly. Strengths allow the business to 

operate at its optimum level. 

Cheap, competitive prices – ABC offers clients cheap price of £12 per week (plus VAT) 

plus £149 set up cost (plus VAT) for the full product/service, which makes themselves 

competitive on the food ordering market. 

Great customer support and service – ABC has dedicated customer support that will guide 

the customer through the whole process of creating the app and setting up. 

Deep knowledge of the market, competitors – ABC has already been set up and it’s 

operating in the market where the company’s experience is growing, and at the same time, 

it’s getting to know its competitors. 

Great value-for-money product – The product and services that ABC offers are cheap 

comparing to what the customer gets. Not only do the customers get a custom website and 

an app, they also receive a free Printer and a custom Marketing Pack with posters, stickers, 

and leaflets with the client’s brand. The cost being £12 per week makes it cheaper comparing 

it to the competitor’s prices. 

Opportunities are an external factor. The business has no control over this matter. They 

tend to happen because of external reasons. For this reason, there was made an external 



 

 

analysis that pointed the specific factors and its influences. Political, economic, social or 

even technological reasons may give rise to opportunities. 

Entering a rapidly growing market where big investments flow through. – In the UK 

the food ordering market is experiencing a rapid growth standing at £62 billion, where the 

investments grew above £748 million in 2015. In 2016, the demand for home delivery of 

food grew 10 times faster than for dining out in restaurants, and food ordering and delivering 

apps have seen a huge jump in popularity. 

Technology development is making the industry grow even faster and easier – The food 

delivery market is also caught in the rise of the digital technology and with consumers being 

already familiar with online ordering and shopping through apps, the new and innovative 

technologies are making online food ordering even easier. 

Online ordering is predicted to become the first choice of food ordering in the next 

decade, surpassing tele-ordering – At the moment the offline (ordering through telephone) 

ordering is still dominating but the market is undergoing a huge transformation as more 

consumers shift toward online ordering as a more convenient and much more customizable 

way of ordering. 

Teenagers and young adults are the driving force behind the recent growth in the 

takeaway sales - With the young generation being the most frequent users of food ordering 

services, the UK will become a nation used to buying takeaway food as the generation grows 

older. This also corresponds to the frequent use of smartphones, where teenagers and young 

adults represent the bigger user base in which the food delivery is the second most popular 

category of things purchased via smartphones. 

RISK MANAGEMENT 

Risk analysis is the systematic study of uncertainties and risks we encounter in business, 

engineering, public policy and many other areas. Risk analysts seek to identify the risks 

faced by an institution or business unit, understand how and when they arise, and estimate 

the impact (Financial or otherwise) of adverse outcomes. 

The purpose of the risk management section is to look at the weaknesses and threats of 

the business more closely, view and assess the risk of failure, as well as provide possible 

solutions on how to avoid them if possible. The probability of the “risk” occurring, will be 

rated on a scale from 1 to 5, with 1 being the lowest and 5 the highest grade. The risk impact 



 

 

on the business will be rated in the same manner. When the risk probability and impact 

values are multiplied, a total risk value is gained. The total risk value presents the intensity 

of the risk it has on the business, where 25 is the highest and 1 is the lowest value. The 

following paragraph consists a table for management created with assumptions based on the 

requirement. 

Risk Proba

bility 

Impact Total Action 

Loss of market share due 

to offering only one 

product/service option for 

customers. 

5 3 15 Risk Mitigation 

When offering only one product/service option for its customers, the 

business enters a state where it can satisfy only one type of customers, 

in this case, customers that are looking for a cheap product with non-

customizable features. This can be mitigated with a strategy where at 

the start the product can have one basic version which allows for 

simplification and clients can have the same features, but with the 

customizable design. As the company grows and evolves, the product 

will be differentiated into several versions, with the more expensive 

ones offering additional features, more benefits, and more supporting 

services. 

Too much responsibility 

for a small number of 

employees can reduce 

business efficiency and 

even cause failure. 

4 5 20 Risk Mitigation 

This is a high risk for an IT startup because of the devastating impact 

it may have on the business. Many reports on business failures cite 

poor management as the number one reason for failure, which is the 

reason that this risk can reduce business efficiency. New business 

owners frequently lack relevant business and management expertise in 

areas such as finance, purchasing, selling, production, and hiring and 

managing employees. To remedy the problem, ABC’s management 

team will continuously educate themselves on skills they lack, hire 

skilled employees, or outsource work to competent professionals. As 

the business grows, more responsibilities will be delegated. 

Not being able to support 

growth 

5 5 25 Risk Avoidance 

The software functionality is great for small takeaways and 

restaurants, but if the business starts to grow at a faster pace than 

expected, scalability and quality of the software may become an issue, 



 

 

 

 

 

especially if the business attracts larger restaurants that would want 

more functionalities and customizability.  

The solution for ABC is to avoid the risk where the company will 

continuously update its marketing goals and upgrade the software with 

new, innovative features on an ongoing basis. This way the business 

will always stay in tune with changes in demand and market dynamics. 

High tax rates can 

increase costs significantly 

and reduce profitability 

5 2 10 Risk Acceptance 

Like any other businesses in the UK, a software development company 

has to pay taxes (corporate income) which effectively reduce its 

profitability. The top personal income tax rate is 45%, and the 

corporate tax rate has been reduced to 18%. Other taxes include a 

Value-Added Tax which is 20% and an environment tax. 

No barriers to entry 5 3 15 Risk Mitigation 

There are two types of barriers to entry that start-ups and businesses 

come by, one being Government barrier and the other being a Natural 

barrier. The software development market does not have strict 

Governmental barriers to entry as the only thing to avoid are the 

patented software. Natural barriers to entry include brand identity and 

customer loyalty as well as the cost of switching from one brand to 

another. In this industry, the barriers to entry are low as many 

customers can switch brands to one that better fulfill their needs. ABC 

will strive to create a strong brand identity and encourage customer 

loyalty through great complimentary services and excellent customer 

support.  

Highly competitive 4 4 16 Risk Acceptance 

Both the direct and indirect competitors will be highly competitive in 

the market trying to win over the customers with cheaper prices, better 

and more innovative software, better customer support and service. 

This risk is to be accepted and ABC needs to continuously improve 

their product with new and innovative additions, making the clients 

differentiate the company with the other competitors other than the 

cheap prices. 



 

 

FINANCIAL PLAN 

A financial plan is a comprehensive evaluation of an investor’s current and future financial 

state by using currently known variables to predict future cash flows, asset values, and 

withdrawal plans. These metrics are used along with estimates of asset growth to determine 

if entity’s financial goals can be met in the future, or what steps need to be taken to ensure 

that they are. In the following paragraphs, each section of the financial plan will be separately 

detailed and thoroughly explained.  

ASSUMPTIONS 

The financial plan will cover the income statement, the cash flow statement, and break-even 

analysis. But before that, we will present our numbers upon which all of our assumptions 

are based: 

1. We assumed that the business will have 35 new monthly customers in a average.  

2. The business already have 140 existing customers. 

3. The Price for Setup Fee was initially established at £149 per month, but after adding 

20% VAT, the more realistic price per sale which includes VAT is £178 once per 

new client. 

4. The price for Weekly Fee was assumed to be £12, adding the VAT into the 

calculations, the price per sale which includes VAT is £14.40.  This means that the 

assumed monthly revenue per item amasses £62.40. 

5. It was also assumed that the average client would make a total of 20 orders per month. 

They would be charged £0.50 per each. 

6. The cost of sales, more specifically, the Printer Goodcom will be given to each new 

client and it will cost £88. That will accompanied with a £10 cost for shipping.  

7. The cost for producing Leaflets for each new client will be £60. 

8. Next, are the employee taskforce and their assumed monthly salary, that will be 

showcased in the spaces that follow: 

 CEO - £2,000 

 General Manager - £2,000 



 

 

 4 Sales Staff - £1,500 

 6 Lead Generators – £1,000 

 Head IT Developer – £2,500 

 Head IT Developer Support – £1,200 

 Head of Admin – £1,500 

 Admin Support – £1,300 

 3 Support Team - £1,200 

 2 Image Designer - £1,200 

 Quality Control - £1,500 

 Accountant / Bookkeeper – £1,500 

9. The Rent and some of the other administrative expenses were assumed to amass 

£6,200. 

10. The rates were assumed to be around £1,000. 

11. Marketing expenses for the business were assumed to be £5,000. 

12. The computers procured for business use at £3,000 were assumed to depreciate in a 

period of 2 years or 24 months. For the rest of the equipment, procured at assumed 

£500, also shares the same depreciation period as the computers of 2 years. 

INCOME STATEMENT 

The Income Statement (or Profit & Loss Statement) is a financial statement that reports a 

company’s financial performance over a specific accounting period. Financial performance 

is assessed by giving a summary of how the business incurs its revenues and expenses 

through both operating and non-operating activities (direct and indirect costs). It also shows 

the net profit or loss incurred over a specific accounting period. 

The income statement will showcase the anticipated total revenues the business will earn per 

year, £394,380 in the 1st, £759,276 in the 2nd and £1,124,172 in the 3rd year of operations. 



 

 

Next, our income statement showcases the direct costs for Printers and their Shipment. After 

adding together these costs, the value that we’ll get will represent the total direct costs for 

the projected three years, which amasses £66,360 for each one. 

Profit & Loss Statement 
     

  1st year 2nd year 3rd year 

 Total Revenues     £  394,380.00   £ 759,276.00   £ 1,124,172.00  

Direct cost:     

 Direct costs for Printers    £    36,960.00   £   36,960.00   £      36,960.00  

 Direct costs for Printers' Shipping    £      4,200.00   £     4,200.00   £        4,200.00  

 Leaflets    £    25,200.00   £   25,200.00   £      25,200.00  

 Total Direct Costs     £    66,360.00   £   66,360.00   £      66,360.00  

     

 Gross Profit    £  328,020.00   £ 692,916.00   £ 1,057,812.00  

% of Revenues  83.2% 91.3% 94.1% 

     

Indirect cost:     

 Salaries    £  378,000.00   £ 378,000.00   £    378,000.00  
 Rent & Other Administrative 
expenses    £    74,400.00   £   74,400.00   £      74,400.00  

 Rates    £    12,000.00   £   12,000.00   £      12,000.00  

 Marketing expenses    £    60,000.00   £   60,000.00   £      60,000.00  

 Depreciation    £      1,750.00   £     1,750.00   £                   -    

 Total Overheads     £  526,150.00   £ 526,150.00   £    524,400.00  

     

 Earnings Before Interest & Tax 
(EBIT)    -£  198,130.00   £ 166,766.00   £    533,412.00  

% of Revenues  -50.2% 22.0% 47.4% 

 Interest Expenses    £                 -     £                -     £                   -    

 Earnings Before Tax (EBT)    -£  198,130.00   £ 166,766.00   £    533,412.00  

     

Less: Corporate Tax 19.0%  £                 -     £   31,685.54   £    101,348.28  

Net Profit   -£  198,130.00   £ 135,080.46   £    432,063.72  

% of Revenues  -50.2% 17.8% 38.4% 

     

Cumulative profit   -£  198,130.00  -£   63,049.54   £    369,014.18  
 



 

 

Subtracting the total revenues per year with the total direct costs will equal the gross profit 

for that particular year, meaning £398,080 for the 1st, £886,279 for the 2nd and £1,413,435 

for the 3rd year. 

The indirect costs represent the costs that are not directly connected to the production of the 

final product of the business. Our business recognizes the indirect costs for monthly rent, 

staff salaries, software subscriptions, marketing expenses, other uncategorized 

administrative expenses, and depreciation. Once those indirect costs are added together, the 

total overhead expenses will be established. Those overhead expenses are the expenses that 

the business must cover, no matter if the business does or does not possess the necessary 

financial funds. 

For the first year of operations, the total overheads for the business amass £ 526,150 for the 

first two years of operations and decrease slightly in the third year to £524,400. 

Earnings before interest & tax (EBIT) is an indicator of a company’s profitability, calculated 

as total revenues minus total direct and total overhead expenses, excluding tax and interest. 

The business may experience losses in the first year of operations of £198,130, before 

amassing surpluses in the following two projected years, £166,766 for the second and 

£533,412 for the third year. 

Lastly, the net income is calculated by subtracting the yearly income tax (19.0%) from the 

earnings before tax. The net profit prognosis for the first two years suggests that the business 

will operate at a loss of around £198,130 in the 1st year, and £63,049 in the second year of 

operations. The business is expected to record cumulative profits of £369,014 in the third 

year of functioning. 

CASH FLOW STATEMENT 

The cash flow statement details the amount of cash and cash equivalents entering and leaving 

a company. The CFS also allows investors to understand how a company’s operations are 

running, where its money is coming from, and how it is being spent. 

Cash Flow Statement 
 1st year 2nd year 3rd year 

Net Income -£   198,130.00   £    135,080.46   £   432,063.72  

Depreciation   £       1,750.00  -£        1,750.00   £                 -    

Cash Flow from Operating Activities -£   196,380.00   £    133,330.46   £   432,063.72  

    



 

 

Sale of investments  £                  -     £                   -     £                 -    

Investment -£       3,500.00   £                   -     £                 -    

Cash Flow from Investing Activities -£       3,500.00   £                   -     £                 -    

    

Bank Overdraft  £                  -     £                   -     £                 -    

Loan Principle  £                  -     £                   -     £                 -    

Paid-in Capital  £                  -     £                   -     £                 -    

Cash Flow from Financing Activities  £                  -     £                   -     £                 -    

    

Net Cash Flow -£   199,880.00   £    133,330.46   £   432,063.72  

Add: Beg, Cash  £     20,000.00   £    153,330.46   £   452,063.72  

End, Cash -£  179,880.00   £   286,660.92   £  884,127.44  

 

The Cash flow from operating activities includes changes in the working capital such as 

increases or decreases in inventory, short-term debt, accounts receivable and accounts 

payable. The cash flow from operating activities is the value gained after the interest expense 

for a particular year which is subtracted from the net income for the same year. The cash 

flow from operating activities for the first three years is as follows: -£196,380 for the 1st, 

£133,330 for the 2nd and £432,063 for the third year. 

The net cash flow is calculated after the cash flow from operating, investing (operating and 

investing activities reduce the business’ finance) and financial activities are added up 

together, and it’s equal to a -£199,880 in the first year, £133,330 in the second and £432,063 

in the third year. 

The cash at the end of the period is equal to a sum of the net cash flow and the cash at the 

beginning of the period. For the first year, there will be a loss of £179,880 going into positive 

values in the second year with £286,660 and £884,127 in the third year of operations. 

BREAK-EVEN ANALYSIS 

The break-even analysis analyses different price levels relating to various levels of 

product/service demand so that an entity can determine what level of sales are needed to 

cover the total fixed costs. 

Break-Even Analysis 
    

 1st year 2nd year 3rd year 



 

 

(Expected) Number of units sold per year 4,830  9,870  14,910  

Average revenue per unit (ARPU)  £        883.38   £        809.57   £           788.52  
    

Total Revenues  £ 394,380.00   £ 759,276.00   £ 1,124,172.00  

    

Variable Costs:    

Direct costs for Printers  £   36,960.00   £   36,960.00   £      36,960.00  

Direct costs for Printers' Shipping  £     4,200.00   £     4,200.00   £        4,200.00  

Leaflets  £   25,200.00   £   25,200.00   £      25,200.00  

Total Variable Costs  £   66,360.00   £   66,360.00   £      66,360.00  

Variable cost per unit  £          13.74   £            6.72   £               4.45  

Total Fixed Costs  £ 526,150.00   £ 526,150.00   £    524,400.00  

Break-Even Point                  605                  655                     669  

    
 

Judging from the break-even 

analysis and the chart provided, 

the point where the business 

will cover all of its fixed costs 

while making no extra profits is 

at the 605 units of product sold 

threshold in the first year of 

operations, 655 in the second 

and 669 in the third year.  

605 655 669 
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