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1 The Problem and the Opportunity

Platform provider of sustainable products that makes your
day to day life easier by reducing the carbon footprint of
your day to day life.

2 The Context

Few platforms on the market offer a variety of organic products
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Strengths
* Varied range of daily used products
* Exterral certification of sustainability

| - Managemant of a big number

| of products and brands
|

High kol of prices
Distributor

Extornal eertification of
quality

SWOT ANALYSIS

Weaknesses

* Strict selection of high quality masufacturers
+ Small expertise in the industry

*Managemant of vary different type of products

Threats
*Legal regulation

*Lack of awareness of older generations
*Price-conscious consumars

Biocenter

Biocenter

Only cosmetic and cleaning *
High level of prices

- Extornal eertification of quality ’

on mourishment

ol certification of
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3 The Solution

3.1 Technology and Operational Issues

- Digital platform

- Facebook

- Instagram

- Youtube

-# climate change, # sustainable development, # eco, # sustainable movility

3.2 Competitive Advantage

- Certification
- Community

3.3 Description of the Target Market

OFfice work
w-up 7:00
Outdoor activities
No sons

Real Fooder
Active reader
Medium class
Traveller
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Burocracy decrases the empowerment

U Feel diffusion responsibility
F9ENCY Think & Feel?

Exceptip sector Little changes can change the world Netflix moda
Inspired i
Climate Change
Veggie movement - . .
+realfooding friends following fast-fashion
[ 3 No alternatives
Hear? See?

Changes on movility childs as agents of change

. movements requiring a change
RecicleReuseReduce q g g

RecicleReuseReduce
Bicicle +walk Say&Do? Realfooding

diffussion+influence

Pain . . . Gain
Not much digital Simplicity
Too much products hard to find Part of a tribu
Foodprint

3.4 Product/service snapshot

The minimum product/ service is the website

4 The Strategy (Scaling Strategy)

- Business Model: Lean canvas

- Key metrics:
e Sales
e Scope

e .Customer acquisition costs
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5 Entry and Growth Strategy

MAY 2021

-Global expansion
-Global suppliers
-create our own product:

SCALABILITY ROADMAP @

DEC 2020

Prepare For global
hristmas effort MAY 2020 EURO

-Expansion to EUROPE
-Euro suppliers
-Check $ Kpi's

NOV 19 “torito”
-Expansion to spain
-use the learned experience
-search new alliances

-work with new suppliers

OCT 19 start vic
LEAN-STARTUP
Pretotyope in city
Low investment
Local alliances

Test the business
online store Web/App
market differentiaton

6 The Marketing Plan

In order to propose a realistic marketing plan adapted to the real Spanish context in which the start up is
going to operate we have done previously an analysis of the situation. This general analysis of the
starting point is based in two sub-analysis:

1. A competitors analysis
2. A market research
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COMPETITORS ANALYSIS

Ecoplaza Alimentos Saludables Biocenter
www.ecoplaza.es alimentossaludables.com www.biocenter.es
- Management of a - Only food - Only cosmetic.and cleaning
big number of Reduced ber of Hich level GF Xt
products and brands - educed number o - High level of prices
D brands External certification of qualit
@ - High level of ' . xternal certification of quality
w . - High level of prices
Z prices
< _ . .
< - Distributor Distributor
S
- Multiproduct a - Focuson - Manufacturer and distributor
[%2] . .
T multi-Brand nourishment
O
< - 30 years of expertise - External certification
o .
= of quality
MARKET RESEARCH

*  40% of the products consumed by buyers of the specialized channel are ECO
*  Most would like to_ increase that proportion but the main barrier is the PRICE

*  60% of buyers of the specialized channel have increase the number or expense of ECO product
in the last year

* The main reasons to buy in a specialized channel are:
* /Having access to certain products
e _The quality of the products
* The confidence given by the buyer
*  The proximity to the home / work

- SFl- 5 GOBIERNO
( STH.T DE ESPANA
22
m
MMMMM N
Y

NTE

Spanish Ministry of Agriculture, Food and the Environment
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MARKETING MIX

PRODUCT POLICY

- Strict selection of sustainable high quality suppliers
- Quality & sustainability guarantee by external certification

L <
Da o>

BIO-VIDA SANA
E= Espana

- Multi-brand: only premium brands /2'-// - -
. 7 e
- Wide range of product % & R, s
- Breakfast i
- Lunch / dinner / snack time

- Shower time
- Washing / cleaning

PRICE POLICY
- Good value for money
- Offer a high quality product at a medium price
- Eco and sustainability as added value
- Market-oriented price
- Ecology and sustainability as added value for committed customers

- Skimming launching strategy
- Progressive profit margin reduction as market size increases
PLACE POLICY

- E-commerce: App, Website
- Exclusive online sale
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- Distribution channel: DROPSHIPPING
- Direct shipping from the manufacturer to the consumer
- Reduction of fuel consumption
- Reduction of pollution generated by merchandise transport

The Dropship Model

CUSTOMER PLACES FORWARD ORDER TO
ORDER - PAYS YOU ” YOUR SUPPUIER AND

RETAN PRICE y ol DI —\vfffjiﬁx
/// N
<« SUPPLIER
A € dmmumsne

PRODUCT DIRECTLY TO
YOUR CUSTOMER

- Short distribution channel
- We are intermediary in the purchasing process

- Nointermediaries in the delivery process

Purchase Delivery

( Producer W ( Producer W
Distributors
| Agents

( Customer ’ ( Customer ’

PROMOTION POLICY
- Social network advertising

© I s
[ I .

y | 29%

[ > ] 25%
- Hastag: # climate change, # sustainable development, # eco, # sustainable movility
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ECO- CERTIFICATION

@

£
O

BIO-VIDA SANA
K= Espaiia

7 The Economics of the Business

7.1 Financial Need

3 years financial planning:
- Own resources (capital): 15.000 euros
- Loan or credit: 35.000 euros

Initial investment:

- Professional services: consulting, online store creation, web positioning.
- Insurance

- Banking services

- Taxes

- Market differentiation research

8 Conclusions

This project contributes to sustainable development through the creation of a platform that encourages
and brings together people who wish to change their consumption habits towards more ecological and
environmentally friendly products.

It is an easily replicable model for any type of product, which also contributes to generating a grater

social impact.

Appendix — Business Canvas
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- Product cost - Sales cost - Staff -
Marketing - Website - App - Spotify - Co
work space

- Purchases - Subscribers

UNIQUE VALUE
PROBLEM SOLUTION PROPOSITION SPECIALADVANTAGE CUSTOMER SEGMENTS
- Multiple platforms Organic products - Unification - Certification - -28-40years old -

- No reliability of supplier Community Men/women - Conscious
eco-products stimulatesdaily - Proactive - Simple -
-Lonely struggle/ carbon footprint Medium high purchasing

claiming decrease level
-Complicated
achievement of eco
lifestyle
KEY METRICS CHANNELS
- Sales - Scope - - Facebook - Instagram -
Customer acquisition Youtube -#eco #change
costs
COST STRUCTURE REVENUE STREAMS
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