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[bookmark: _z27e7gibjhl4] 1 Business Concept
Tackling plastic waste, democratising skateboarding & proving to people what products made from waste can do, through rapid development and distribution, to consumers and businesses, of the world's first traditional popsicle-shaped recycled plastic skateboard decks. We provide a business solution to operate in a truly authentic and holistically impactful way with the collective aim of making it as easy as possible for young people, in situations of economic hardship, to start recycling plastic and skating, allowing them to participate in environmentally, socially, and physically healthy activity. Our vision is to produce locally recycled skateboards within a community. Creating jobs with beneficial economic and societal impact from waste streams of pollutants, using RPSDs fundamental research which is published open source to accelerate product development.
[bookmark: _th5yxmnkd1mt]2 Skills/Team
1. Name / Percentage ownership / Job Title
Skills of individual and roles within the company
2. Name / Percentage ownership / Job Title
Skills of individual and roles within the company
3. Name / Percentage ownership / Job Title
Skills of individual and roles within the company

[bookmark: _hp0wgfh4157t] 3 SWOT Analysis
[bookmark: _tqwjrhb1kj97]
	S
	W

	●    Sustainability is a consistently more positive trend
●    Business has an impact beyond sustainability; social and emotive benefits
●    Localised production
●     Low-tech - No ownership or understanding of expensive/high-tech tools needed to produce decks or moulds
●    Accessible - No complex/high skill process involved
●    Open Source - Allows for rapid product development
 
 
	●  	Safety risks when melting plastic require physical infrastructure and explicit training
●  	Extra work required to market and explain the product - a consequence of it being first in the world
●  	Productivity dependent on geographical location and popularity of skateboarding in the region
●  	Deck slightly more brittle and heavier than a wooden deck - can be solved through material exploration
●  	Receives criticism for microplastics - still big net positive of plastic prevented from entering environment 

	O
	T

	●    Unique Product - First in the world of its type and only of its type.
●    Cheaper than wooden deck market leader
●    Abundance of input resources - 6 billion tons of plastic waste in the world right now
●    More and more businesses want to adopt sustainable practises, it's no longer a nice to have but a need
●    Open source - Anyone can contribute to our development

	●     Skaters accustomed to wooden decks
●     Sustainability may fall out of trend
●    Competition from larger more established companies
●    At scrutiny of public opinion regarding new idea - first in the world so a big step for people
●    Open source research being used for un-sustainable/greenwashing practices
●    Oversaturation of market - number recycled plastic products increasing exponentially in last 5 years


[bookmark: _dv95a4qm8snk] 
[bookmark: _bst10xpdopvh]
[bookmark: _xawmvi8lte3t]

[bookmark: _r6ato1axna9y]4 Business Model
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[bookmark: _8ydhu08405d3]5  Product/Service
Plastic pollution is ravaging our planet. Skateboarding remains out of reach to many due to their economic situation. Making decks from plastic waste dramatically reduces cost (~50%) and increases accessibility to the sport whilst simultaneously cleaning up the planet.
We plan to start a business selling skateboard decks and providing demonstrations and public workshops. From the perspective of end-users, the significant needs that having a skateboard deck addresses are the need to belong to a social and sporting community, the need to be in good conscience about the products they consume and the need to live in an unpolluted environment.
Price Range
Deck Sales (B2C and B2B)                            	                                                            	€60 - €150
[bookmark: _igmvtrfevj79]6 Customers
Our target market for deck sales, for our business customers and us, is 5-25-year-olds below the poverty line in LEDCs. Through research, we discovered a strong positive correlation between people interested in skateboarding and people who care about sustainability. We also observed a strong correlation between the desirability to participate in skateboarding and the demographic identified as our target market.
We will reach the target market by selling machinery, tooling, educational material and in-person training to aspiring businesses and entrepreneurs in the geographical region of our target market. Therefore this constitutes the target market for mould sales, workspace kit sales and partially, deck sales.
Customer groups
Our customer groups can be split into four distinct categories, for each type of sale:
Deck Sales (B2C and B2B)*
○      Aspiring skaters: Our main target for deck sales are people who are involved in skating but cannot afford a traditional deck.
○      Existing skaters: People who already skate and want to add the deck to their collection or make the transition to our deck.
○      Sustainability-minded people: People who can't necessarily skate but are attracted to sustainability products in general.
○      Art appreciators: Each deck is unique and its manufacturing process tells a story, making it appealing to those who have an interest in products with artistic value.
*Note: The average price of a skateboard deck (Globally) is €70, [Amazon.com] our decks cost <€20 to produce.
 

7 Market Analysis
According to the UN Department of Economic and Social Affairs, the total population of 5-25 in LEDCs 2022 is 2.4 billion (2,395,639,695) and is predicted to grow to 2.5 billion (2,507,250,334) by 2050. [See Appendix A]. The World Data bank [data.worldbank.org] estimates that 80% of these people live below the poverty line, meaning our total addressable market is 1.92 billion and is predicted to grow to 2 billion by 2050.
The average global penetration rate of the skateboarding market is 2-3%. Considering the goal of our project is to increase the accessibility of skateboarding our addressable market should exceed this. Based on data given by the World Economic Forum, the average market penetration rate is 12.5% of the TAM for B2B startups in the sustainability sector. This means the size of our market in 2022 is 300 million people and is predicted to be 312.5 million people by 2050.
The financial, skill and infrastructure needs of the market were studied carefully to make sure that the businesses we help set up can maintain themselves. Businesses can be established in spaces the size of a garage, for less than €30,000, and the equipment can be maintained using basic tooling, (Hand drill, welding machines and angle grinders + hand tools) with basic skills found in any area developed enough to have an automotive repair shop.
[bookmark: _d2srtf1mxzp6] 8 Competitors
It is important to say we are not trying to entirely replace with wooden decks, we know these will always hold a special place in the hearts and hands of seasoned skaters, we are providing an alternative to expand the accessibility of the sport, by putting the first decks in the hands of people who have previously not been able to access them.
There are a few projects producing skateboard decks from recycled plastic, the most significant players are:
1.     Waste Boards
2.     Bureo
3.     P.E.T. E-Skateboards
Despite several people producing and marketing recycled plastic decks (cruiser boards), there is currently nobody in the world producing traditional popsicle skateboard decks and nobody marketing the actual manufacturing equipment to produce any type of deck, making us the world first and giving us the leadership position.
In comparison with the competition, our deck is the only traditional popsicle shape skateboard deck, to be made from recycled plastic, on the market making it their most unique selling point. A popsicle deck is the most common type of skateboard deck on the market, which means the transition to /adoption of Sustainability-minded is possible in terms of physical hardware, surrounding knowledge and useability. Our decks can be made from various common waste types, HDPE & PP, found in domestic and commercial waste streams. The decks themselves can be recycled as each deck is made from just one material.
[bookmark: _wb1rko258g7x]


[bookmark: _1cingno70xj4]9 Vision/Objectives
Our vision is to see a dramatic increase in people participating in skateboarding, who previously were unable to due to their socioeconomic status, whilst simultaneously catalysing an increase in the amount of plastic waste that is recuperated from waste streams and hence preventing it from turning into pollution. Both objectives are of equal priority.
End of year 1 Objectives Suggested

●  	 Partnership agreements with 1+ wholesale partners

●      Establish material supply chains from local waste sources
●  	Sales of decks equivalent to or more than initial cost of machines
Impact Metrics
1.     KG recycled plastic
2.     Number of Sales
3.     End of Year Profit
4.     Jobs Created
[bookmark: _kcsclrrrk1ub] Growth Targets
Our target growth is for our sales to increase in base 2 numbers each year:
Deck Sales
	Year
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5
	Year 6
	Year 7
	Year 8

	Decks sales (100s)
	4
	8
	16
	32
	64
	128
	256
	…


[bookmark: _pz2mredijhk3]10 Scalability Planning
The aim of an individual manufacturer is to build and maintain a local supply chain of waste and converting that into sellable products to end user either directly or through a wholesaler. With aim of expanding a base starting a team year after year and upping production to fill the market's created and found needs.
A large proportion of the time in the first year will be devoted to designing the actual approach and method of scalability (how to streamline deck making in units of 1000s.) Year one should be able to start with one set of machines and a team of three. With even profits by the end of year one to pay for the machines 1.5x over. Each year adding machine sets and employee count necessary to double production and profits.
At the beginning of production, the plastic sources come from smaller streams, on a domestic and commercial scale, that we collect, wash and shred ourselves. As operations scale, we will shift towards taking larger industrial quantities of plastic, and procure un-shredded and pre-shredded plastic in units of 1 ton + to minimize cost and complexity. We will also try to generate positive income by planning a waste collection scheme where companies pay us to handle their plastic waste.
[bookmark: _dzfmg5pjtqkk]11 Marketing Plan
Direct inbound contact will be our main source of traffic to our web store and contact for and achieved through a combination of advertising on social media platforms (Facebook, Instagram, LinkedIn, TikTok and Snapchat) and traditional media (interviews for newspapers, tv shows and blogs). We will publish on social media once every two weeks, based on the day and time of day our channel has the most attention, according to analytic data. We will also post on special events, e.g world clean-up day. 
To support this we will run an ongoing email-based outreach campaign to contact potential business partners. Our campaign will aim to reach 100 inboxes per month, offering sample decks to potential collaborators. The campaign will focus on targeting specific businesses and organisations, not individuals, as there is more value per interaction that can be extracted and not generic emails as they appear as spam. The campaign's focus is to secure sales, but also to seek plastic sources, and media opportunities and build a following for the project.
As well as online exposure, we plan to create real-world exposure through demonstrations and workshops. This will be achieved by targeting universities, colleges, youth centers, cultural events and sports events. The objective is to build a local support network within our region, to practice and train our staff in preparation for implementation on a global scale, and simultaneously publicize the events on a global platform.

[bookmark: _y51y47er162y]12 Sales Plan
Indirect sales will be our main approach to increase deck sales. We will partner with wholesalers and distributors. In order to streamline our sales process, it is in our interest to transition from B2C to B2B sales. B2B sales involve less communication, less diversity of manufacturing and less logistical cost per deck meaning more value can be achieved with each sale. B2B has the additional benefit of additional advertising, inbound traffic and outsourcing of many parts of the sales process, allowing us to focus on production and technical development.
Direct Outbound sales and Systematic/Industrial Interlock will be our main mechanism to generate workspace and mould sales. We aim to partner with larger organizations, that have an already established audience and financial resources, that want to integrate our production process into their activity. The sales process for a mould or workspace package is a lot longer term (and larger profit) than deck sales, so the sales process requires constant flowing dialogue with the customer until the package is delivered. We will manage this process internally.
The sales-focused portion of our marketing campaign has two styles of approach, for each type of sales. We will contact wholesalers, distributors, and resellers of skateboard decks such as Ankorstore, CoCreate and Bluehouse. 




[bookmark: _uh82mcx6zfzd]
[bookmark: _n1qitnqrxprk]13 First Twelve Month Plan
	Gantt Chart                                                          Month
 
 
Task
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

	Building team
	
	
	
	
	
	
	
	
	
	
	
	

	Deck production
	 

	Social Media Posts
	Bi-weekly + Special events

	Outreach to wholesale partners
	 
	 
	 
	 
	 
	 
	 

	Fulfillment of wholesale partners agreements
	 
	 
	 
	 
	 
	 
	 

	Planning of local participatory
	 
	 
	 
	 
	 
	 
	 

	Delivery of participatory workshops
	 
	 
	 
	 
	 
	 
	 

	Planning for year 2 and beyond
	 
	 
	 
	 
	 
	 
	 
	 


[bookmark: _dic52tdwzeby]14 Production/Logistics
For the decks produced locally we plan to source our plastic from local commercial and industrial partners such as supermarkets, catering companies, the manufacturing industry and through organised cleanups. (e.g. beach cleanups).
To deliver our deck within our country we will use _______ and to deliver decks outside of our region we will use UPS.
[bookmark: _u07fidjjwj94]14 Our Company/Things To Consider
Consider what the most suitable business entity type for your operations is and why. Where will your company operate? Will you need a rental facility, business premises, an office, a warehouse, etc.? Consider also, what your company’s vision is for the next three years. What will you aim to achieve and how can you reach your targets? If you are starting a business with others, you should sign a shareholders’ agreement at the time of registering your company. Decide when you want to sign the agreement, what its scope will be and who will draw it up. If your business is a limited liability company, decide how you divide the shares between you and how you make decisions in case of any unexpected crises.
[bookmark: _ghjhpi1pws6w] 15 Financial Planning
[bookmark: _j209y9hg5e9n]We will outsource our accounting to ________________. As our business involves a physical workspace, we will need workspace insurance, which we will get from __________________.
[bookmark: _j209y9hg5e9n]Invoices and bookkeeping will be stored in Google Docs to keep data cloud based for security reasons and accessible to multiple people.
[bookmark: _j209y9hg5e9n]A company bank account will be made with  __________________.
[bookmark: _klz18kzax14k]16 Financial Calculations
[bookmark: _39o92twpqd6y]Our financial calculations can be found here.
[bookmark: _d6hvl2oie1li]17 Appendix
Appendix A: UN World Population Prospects 2022

[image: ][image: ]
population.un.org. (n.d.). World Population Prospects - Population Division - United Nations. [online] Available at: https://population.un.org/wpp/Graphs/DemographicProfiles/Pyramid/902 [Accessed 25 Jul. 2022].
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Less developed regions population by age and sex: 2050
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