
MyFarm: A hypothetical ‘grow-your-own’ startup (2)
Sebastian Farrant

1. SWOT Analysis

A SWOT analysis is a useful tool used by businesses in the early stages of their conceptualisation 
to help identify varying factors of a businesses traits (Namugenyi et al., 2019). The strengths are 
internal factors of a company that give it an edge over other competitors. For MyFarm, those 
strengths have been identified as its simplicity and convenience through delivering straight to 
customers doors, as well as it’s level of customisation. Allowing users to customise their purchases 
can increase loyalty and consumer satisfaction (Lindecrantz et al., 2020). Weaknesses are internal 
factors that put a company at a disadvantage compared to its competitors. For MyFarm, these 
weaknesses were identified as a limited customer base, being out-priced by larger stores and 
limited scope. Customer acquisition costs would be undertaken due to the lack of existing 
customer base and would struggle to grow through word of mouth (Chu & Kim, 2011). 

Opportunities are external factors that the business can capitalise on to gain a competitive 
advantage. In MyFarm’s case these opportunities include the emerging technologies available on 
smartphones and other devices that could be utilised to enhance the product offering and 
experience, such as augmented reality. There is also an increase in interest for sustainable living. 
Sales of environmentally friendly and ‘sustainability’ products went up by 20% from 2014 to 2018 
(Nielsen, 2018). The threats are external factors that could compromise the businesses’ success. 
These threats were identified as competition from direct delivery services, changes in the climate 
and brick and mortar stores conversion of their catalogue to online. As the UK gets warmer winters 
and springs, flowers and crops are ripening earlier putting them in danger of disease and late frosts 
(Royal Horticulture Society, n.d.).





2. Business Model Canvas and Value Proposition

The Business model canvas is a tool utilised to analyse every aspect of a businesses functions 
and provides an in depth analysis of it’s internal and external operations (Parry, 2014) as well as 
letting users examine important relationships the company has throughout its supply chain (from 
customer to manufacturer). Customer segments have been identified and segmented through 
mass market or niche sections such as home and community gardeners. Some of the key activities 
are identified as produce sourcing, subscription management and application development. A few 
of the channels MyFarm can operate through are social media, in-person workshops, SMS and 
email. MyFarms primary partners would include suppliers of seeds and produce, online payment 
system providers, educational organisations and logistics and delivery services. 



2. Marketing Promotion and Strategy for the website 

MyFarm would adopt a strong social media marketing strategy to help raise brand awareness and 
promote its value proposition to the target customer base (Ohajionu & Mathews, n.d.). Social 
Media platforms such as Twitter, Instagram and Facebook have a nearly unlimited reach if used 
correctly and are free to use. They can help develop brand presence and customer engagement. 
MyFarm social media profiles would share gardening related content relevant to the ideal 
customer. This content would include gardening tips and advice alongside humorous ‘meme’ 
content that could have a positive affect on the brand image. The profiles would also highlight the 
environmental impact of traditional consumer habits and draw comparisons to the convenience and 
sustainability the company is offering as an alternative through its products. There will a strong 
emphasis on ensuring the content created is visually appealing, this will be especially important 
with food and recipe content in order to engage and draw potential customers in by showing them 
what they could be eating. 

Collaborating with influencers on social media platforms can increase the scope of the brand 
image by presenting it to a larger audience (Konstantopoulou et al., 2019). These influencers can 
share their experience on the app and talk about its benefits to their impressionable audience. It is 
important that the beliefs and values of the influencers match that of the company this will relate 
directly to their following who will have a higher likelihood of being engaged with the promotion. 

Email marketing is also an effective method of advertisement (Hartemo, 2016) that would be 
employed to increase MyFarms customer base. The emails would include similar content to the 
social media profiles. Gardening advice, recipes that can be made with available products and 
promotions could all encourage potential users to activate a subscription. Tailoring newsletters 
based on user data would be a useful tactic to provide personalised content based on their 
purchase history (if any) and personal preferences. Marketing through word of mouth is one of the 
most effective forms of marketing as it ensures a higher level of audience engagement. Besides 
having a remarkable product, one way to boost marketing through word of mouth is referral 
programs. Referral programs give existing users a reward based incentive to spread the word 
about the business. This form of marketing normally has a lower cost per acquisition compared to 
traditional paid advertising and increases customer value on average (Schmitt et al., 2011). The 
referral reward could be a discount on their existing subscription or a gift of free seeds and 
gardening equipment. 

Partnering with local SME’s such as cafes and restaurants would be an effective way to exhibit the 
produce made from the seeds available through the business. This could be done through free 
samples or limited speciality dishes available on their menus. One could take advantage of certain 
world events such as running this partnership and promotion during climate week or world 
environment day. This could also provide an incentive to restaurants that grow their own produce. 
MyFarm could also run promotional activities during relative events such as food festivals or 
farmers markets. Free samples of the produce grown from the app could be handed out to 
prospective customers alongside promotional discounts for signing up on the spot. 



4. Storyboard for an advert to sell your product.

The core message accompanying this storyboard is about coming together for a greater cause. 
The protagonist is alone at the start of the story but through the usage of the company product he 
is pictured happy and enjoying life with his friend at the end, enjoying something that is essentially 
a byproduct of a purchase he made into MyFarm. The primary themes are loneliness, friendship 
and sustainability. These themes all tie into each other, showing through adopting a sustainable 
hobby such as home growing produce with MyFarm the protagonist is able to bring people together  
(Connectedness) to enjoy something he is proud of and has brought him fulfilment through being 
environmentally sustainable in light of current climate events (Appropriateness) - meals he has 
grown from scratch by himself (Novelty). The advert takes a simplistic approach to telling the story 
but emphasises on the mental wellbeing of the protagonist to engage the viewers and provoke an 
emotional response (Mizerski & Dennis White, 1986). 

5. Create 10 slide presentation 

Included in project file. 
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