YESFOOD Complete Business Plan
Product/Service Proposition & Company Name
Company Name: YESFOOD

YESFOOD is a fast-casual healthy food chain bridging convenience and nutrition for busy individuals who refuse to compromise their health.
Core Offerings: Main meals with 0-10% oil (Power Bowls, Grilled Wraps, Soup & Salad Combos), high-protein desserts, fresh smoothies and juices.
Key Features: Clear calorie labeling, visible kitchens, detailed nutritional information, 3–5-minute service time with multiple ordering channels.

The Story Behind YESFOOD
Every day, millions of people make a choice they wish they didn't have to make.
Between grabbing lunch and missing their deadline. Between feeding their kids dinner and spending an hour cooking. Between fuelling their body and fuelling their day.
They stand in drive-through lines, knowing the meal isn't what they want for themselves. But what else can they do? Life doesn't pause. The clock doesn't stop. And somewhere along the way, we all accepted a lie: that being busy means giving up on being healthy.
But what if it didn't have to be this way?
What if there was a place that understood? A place built for the reality of modern life, not an idealized version of it. Where "quick" didn't mean "unhealthy," and "convenient" didn't mean "compromise."
That's the vision behind YESFOOD.
Not another restaurant. A solution. A promise that people deserve better even on their busiest days, especially on their busiest days.
Imagine meals made with 0-10% oil that taste good. Calories clearly labelled because transparency is respect. Dessert’s high in protein and low in sugar, proving you don't have to choose between satisfaction and health.
Imagine a place where grabbing food on the go doesn't come with guilt. Where speed and nutrition finally meet. Where busy people can take care of themselves without taking extra time they don't have.
This is what YESFOOD will be.
For the person rushing between jobs. For the parent juggling everything. For anyone who's ever felt like their only options are sacrifice their time or sacrifice their health.
Because taking care of yourself shouldn't be a luxury. It should be as accessible as any drive-through and far more rewarding.
YESFOOD is open now. It stands for something simple but powerful: that everyone deserves to say yes to themselves. Yes to health. Yes to convenience. Yes to living fully without giving up what matters.

Type of Business Ownership
Structure: Limited Liability Company (LLC)

An LLC provides limited liability protection, enhances credibility with suppliers and investors, offers tax flexibility, and facilitates growth through share issuance while protecting personal assets from business risks.

Mission, Aims, Objectives & USP
Mission: "To empower busy people to prioritize their health without sacrificing their time."

SMART Objectives:

1. Year 1: Open Cardiff location, achieve 300 customers/day by month 6, generate £400,000 revenue

2. Year 2: Build 2,000 registered app users
3. Years 2-3: Open two additional locations (Bristol, Birmingham)

4. Year 3: Achieve 40% brand awareness in operating cities

USP: "Healthy food in fast food time—complete transparency, 0-10% oil, clear calories, under 5 minutes."

Physical Location


10 Mill Lane, CardiffCF10 1FL
Cardiff city center offers 30,000+ office workers, high student density, and 100,000+ weekly Queen Street visitors. The 85 square meter ground floor unit features street facing windows ideal for open kitchens. Annual lease: £36,000; fit out: £60,000.

Human Resources
Staffing Plan - Year 1 (12 employees)
Management:
· General Manager - £32,000
· Kitchen Manager - £28,000

Front-Line Staff:

· Kitchen Staff (4 part-time) - £11.50/hour

· Customer Service (6 part-time) - £11.00/hour

Shift Pattern: Three overlapping shifts (7AM-3PM, 11AM-7PM, 3PM-10PM) ensuring optimal coverage during peak hours.

Marketing Activities
Pre-Launch (Months 1-3): Social media campaign, local PR targeting Wales Online and BBC Radio Wales, distributed 5,000 flyers. Budget: £1,300
Launch (Month 3): Opening day event (first 100 customers receive free meals), micro-influencer partnerships, 20% off Week 1. Budget: £3,500
Ongoing: Digital ads (£500/month), loyalty app with points system, corporate and gym partnerships, university student discounts.
Total Year 1 Marketing Budget: £21,700

Market Research
Primary Research: Survey of 400+ respondents revealed 69% eat lunch out 3+ times weekly, 67% prevented from choosing healthier options due to time constraints (Food Standards Agency, 2024), and 82% would pay
£7-10 for healthy meals under 5 minutes.

Secondary Research: UK fast-casual market valued at £4.1 billion, growing 6.2% annually with healthy segment at 9.1% (Action on Salt & Action on Sugar, 2024). Cardiff's quick-service market: £45-50 million annually.
Key Gap: No competitor offers <5-minute service + comprehensive health focus + full transparency + hot meals.

Financial Resources
Startup Costs


	Item
	Cost

	Lease deposit (3 months)
	£9,000

	Fit out & renovation
	£60,000

	Furniture & fixtures
	£8,000

	Kitchen equipment
	£25,000

	Refrigeration units
	£8,000

	POS system & tablets
	£3,000

	Website development
	£2,500

	Loyalty app development
	£3,000

	Legal fees & registration
	£1,500

	Licenses & permits
	£1,200

	Insurance (first year)
	£3,500

	Initial food stock
	£6,000

	Packaging & supplies
	£2,000

	Marketing
	£7,500

	Working capital (3 months)
	£40,000

	TOTAL
	£179,200

	
	



Sources of Finance
· Personal Investment: £50,000 (28%)
· Bank Loan: £80,000 (45%) - 5-year term, 6.5% interest, £1,560 monthly repayment

· Angel Investment: £50,000 (28%) - 20% equity stake

Monthly Operating Costs

	Category
	Monthly Cost

	Rent
	£3,000

	Utilities
	£800

	Staff wages
	£14,500

	Food & ingredients (35% of revenue)
	Variable

	Packaging (5% of revenue)
	Variable

	Marketing
	£1,000

	Insurance
	£290

	Software subscriptions
	£200

	Loan repayment
	£1,560

	Other
	£1,200

	



	Category
	Monthly Cost

	Fixed Costs Total
	£22,550

	
	


Pricing Strategy



	Menu Item
	Cost
	Price
	Margin

	Power Bowls
	£2.80
	£8.50
	67%

	Grilled Wraps
	£2.50
	£7.50
	67%

	Salad Combos
	£2.20
	£7.00
	69%

	Protein Desserts
	£1.30
	£3.50
	63%

	Smoothies
	£1.50
	£4.50
	67%

	Average Transaction
	£3.20
	£8.00
	60%

	
	
	
	





	Month
	Daily Customers
	Monthly Revenue
	Monthly Costs
	Net Profit

	
	
	
	
	

	1-2
	150
	£36,000
	£35,200
	£800	

	
	
	
	
	

	3-4
	200
	£48,000
	£39,350
	£8,650

	5-6
	250
	£60,000
	£43,550
	£16,450

	7-9
	300
	£72,000
	£47,750
	£24,250

	10-12
	350
	£84,000
	£51,950
	£32,050

	
	
	
	
	


Year 1 Summary: Total Revenue: £720,000 | Net Profit: £182,400 | Profit Margin: 25.3%Revenue Projections
12-Month Cash Flow Forecast




	Month
	Opening Balance
	Revenue
	Costs
	Loan Payment
	Closing Balance

	1
	£40,000
	£36,000
	-£35,200
	-£1,560
	£39,240

	2
	£39,240
	£36,000
	-£35,200
	-£1,560
	£38,480

	3
	£38,480
	£48,000
	-£39,350
	-£1,560
	£45,570

	4
	£45,570
	£48,000
	-£39,350
	-£1,560
	£52,660

	5
	£52,660
	£60,000
	-£43,550
	-£1,560
	£67,550

	6
	£67,550
	£60,000
	-£43,550
	-£1,560
	£82,440

	7
	£82,440
	£72,000
	-£47,750
	-£1,560
	£105,130

	8
	£105,130
	£72,000
	-£47,750
	-£1,560
	£127,820

	9
	£127,820
	£72,000
	-£47,750
	-£1,560
	£150,510

	10
	£150,510
	£84,000
	-£51,950
	-£1,560
	£181,000

	11
	£181,000
	£84,000
	-£51,950
	-£1,560
	£211,490

	12
	£211,490
	£84,000
	-£51,950
	-£1,560
	£241,980

	
	
	
	
	
	



Break-Even Analysis: Monthly break-even at £37,583 revenue (157 customers/day), achievable within first month.

Critical Analysis: SWOT & PESTLE (Risk Factors)
SWOT Analysis - Weaknesses & Threats Weaknesses:
· Unproven business model with no operational track record
· Limited brand recognition as new market entrant
· High initial capital requirements (£179,200) creating financial pressure

· Dependence on single location for Year 1 revenue
· Staff training challenges in maintaining speed + quality standards

· Limited menu variety compared to established competitors

Threats:

· Established fast-food chains could launch healthy lines quickly (Fast-Food Franchises in the UK, 2014-2029)
· Economic downturn reducing discretionary spending on premium-priced meals (Audit Consulting Group, 2025)
· Rising food costs eroding 60% margin targets
· Supplier reliability issues affecting consistency
· Changing consumer preferences or health trends

· Aggressive competitor response in Cardiff market
· Difficulty securing quality staff in competitive hospitality market (RSM UK, 2025)

PESTLE Analysis - Political Risk Factors:
· Potential changes to minimum wage increasing labor costs

· Stricter food safety regulations requiring additional compliance costs
· Brexit-related supply chain disruptions affecting ingredient availability

Economics:

· Inflation pressuring ingredient costs beyond projected 35%
· Consumer spending cuts during economic uncertainty (Meaningful Vision, 2025)
· Rising commercial rent in Cardiff city center

· Interest rate increases affecting loan repayments

Social:

· Health trend fatigue - consumers reverting to convenience over nutrition

· Competition from meal kit delivery services and home cooking trends
· Difficulty changing established lunch habits in target demographics

Technological:

· High costs of maintaining and upgrading digital infrastructure (Dancausa Millán & Millán Vázquez de la Torre, 2024)
· Cybersecurity risks with customer data and payment systems

· Rapid technology changes requiring continuous investment
· Dependence on third-party delivery platforms taking commission margins

Legal:

· Strict food hygiene and safety compliance requirements

· Employment law complexity with mixed full-time/part-time workforce
· Potential liability claims in food service industry

· Nutritional labeling regulation changes requiring menu adjustments

Environmental:

· Rising costs of sustainable packaging materials
· Supply chain vulnerabilities from climate-affected agriculture

· Waste management costs and environmental compliance
· Consumer pressure for greater sustainability potentially increasing operational costs

Conclusion
YESFOOD's financial plan is realistic and feasible with conservative projections, proven pricing models, diversified funding, healthy profit margins (25%+), and positive cash flow from Month 1. The business model aligns with restaurant entrepreneurship determinants (Ramos-Rodriguez, Medina-Garrido and Ruiz-Navarro, 2023) and addresses market needs through innovative location-based approaches (Weber et al., 2025). However, significant risks exist around market competition, cost pressures, and operational execution that require careful monitoring and agile response strategies.
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						Reflection 


The engagement with the business plan of YESFOOD has been an important part of my learning experience because it has helped me understand how different aspects of business development combine together to create an efficient business plan. Before engaging with this project, my knowledge related to marketing and operations was rather basic; but using these ideas for developing an actual business concept forced me to think more analytically and arrive at a conclusion that considers multiple factors rather than just using my creativity.

One of the major areas where there was improved understanding was concerning the topic of marketing mix or 7 Ps. Although I was familiar with this concept previously, when I was required to implement it in real life or when implementing this concept, I realized how different factors relate to or affect each other in this concept. For example, while deciding on the product (low-oil products with high nutrition and transparency), this significantly impacted pricing decisions and how these customers should be reached at an individual level considering their hectic lifestyle but emphasis on nutrition and health.

It also helped me gain more insights into market segmentation, targeting, and positioning. By breaking down consumers into demographic, lifestyle, and behavior factors, I realized how important it was to define exactly which specific target market was to be addressed instead of targeting every market segment. Creating a positioning statement helped me understand how important it was to focus on differences rather than similarities with rivals.

The human and physical resources sections showed how a business idea can only ever be as good as its operation structure. I discussed employee numbers, sourcing these employees, and how this would be arranged in terms of store design, which brought to light how operations relate to service speed and satisfaction. The real-world focus suggested just how complicated running a business can be once you get to this level of detail.

Financial planning and cash flow forecasting were found to be the most difficult but at the same time valuable parts of this unit. Drawing up an accurate cash flow required me to analyze costs and revenue patterns and risk factors associated with running any business. I realized how important it was to keep myself grounded between ambition and realism. Analyzing financing alternatives helped me understand how companies raise finances and what’s involved with different types of financing arrangements.

Finishing the SWOT analysis allowed me to assess my business more thoroughly because it demonstrated that all ideas have strengths and weaknesses and that threats and opportunities need to constantly be watched for. It solidified my skill at strategic thinking and incorporating creativity. In conclusion, this project helped develop analytical thinking, knowledge about finances, and a more pragmatic outlook when it comes to business development. It showed how different pieces of business work together and helped me trust my ability to assess feasibility rather than just create ideas. This experience has helped me gain more insights into what it takes to develop an idea into an organized and plausible business proposal.

