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Owner(s): Moin Sher, Nasreen Sher
Date: 23/03/2026

1. Business Description:
Hawwa's Savouries is a frozen savouries company focused on delivering high-quality, ready-to-heat savoury snacks and meals, such as samosas, pakoras, spring rolls, and pastries. We cater to busy individuals, families, and businesses seeking convenient, delicious savoury options with homemade taste and premium ingredients.
Mission Statement:
To redefine frozen snacking by offering flavour-packed savouries that combine traditional recipes with modern convenience.
The business is a Partnership owned by myself and my mother, who is where most of the recipes come from - and is named after my baby niece.
2. Business Concept:
Hawwa’s Savouries will produce and distribute frozen savoury snacks that offer authentic taste, premium ingredients, and long shelf life. Products will be sold in retail-ready packaging to grocery stores and directly to consumers.
The business will focus on quality, strong branding, and competitive pricing while maintaining high food safety standards.
Vision Statement:
To become the go-to brand for frozen savoury snacks across supermarkets, food service, and online delivery platforms.
3. Business Objectives (SMART Objectives):
Short-Term Objectives
Specific: 
· Launch frozen products 
· Secure 5-10 retail stockists in East London
Measurable:
· Use existing recipes and outsourced manufacturing
· Achieve monthly sales of 1000+ units by month 6
Achievable:
· Develop packaging and branding
· Collect customer reviews
Relevant:
· Build the foundation for retail distribution
· Increase product range
· Explore export or franchise opportunities
Time: 
· Launch 3 - 5 frozen products within 6 months
· Complete all launches within 6 months
Long-Term Objectives
Specific: 
· Secure 20 - 30 retail stockists, expanded in the London area
· Grow online revenue
Measurable:
· Reach break-even within 12 months
· Monthly sales increased to 10000 units per month
Achievable:
· Complete professional packaging and brand identity 
· Grow to 10+ products
Relevant:
· Build strong online direct-to-consumer sales
· Expand market reach
Time: 
· Expand distribution across London within 2 years
· Supply at least one supermarket chain by Year 3

4. PESTLE Analysis:
Political: UK food safety and trading regulations must be followed which includes licences, hygiene, storage temperatures and contamination control.
Economical: Inflation may affect ingredient costs such as meat, vegetables, oils; but frozen foods remain affordable, convenient options. 
Social: There is an increasing demand for convenience foods and global flavours. Consumers may also want healthier food options, possibly high-protein, clean ingredients foods etc.
Technological: Freezing technology will extend shelf life efficiently, direct-to‑consumer frozen food delivery is rising, requiring better insulated packaging.
Legal: Compliance with UK Food Standards Agency labelling and hygiene laws- Requirements for allergens, nutritional information, and origin labelling are strict. Mislabelling can lead to fines or product recalls.
Environmental: Sustainable packaging can improve brand reputation- Consumers increasingly prefer eco‑friendly packaging, responsibly sourced ingredients, and low‑carbon operations. Frozen foods also reduce food waste, which can be a positive sustainability message.
5. Product description:
Hawwa’s Savouries will manufacture delicious south-Asian themed traditional foods such as meat and vegetable spring rolls, samosas, pakoras, and pastries. All products will be hand-crafted, packaged, and kept frozen until distribution.
6. Market Analysis and Marketing Plan:
Industry Outlook-
The frozen snack food segment is growing due to increased demand for quick-prep, high-quality comfort foods. Consumers are looking for products that offer great taste, long shelf life, and convenience without compromising on quality.
Target Market Demographics:
· Age: All ages
· Income: Middle-income and above
· Habits: Targeted costumers buy frozen food weekly, values convenience, interested in global or traditional flavours

Competitive Advantage:
· Homemade-style recipes
· Unique flavour offerings (family recipes)
· No artificial preservatives
· Strong visual branding and packaging
· Competitive pricing without quality compromise
Product Range:
· Mini and full-sized samosas (veg/non-veg)
· Pies (chicken, vegetarian)
· Spring rolls
· Savoury pastries (cheese & onion, meat)
· Custom seasonal specials
Target Customers:
· Working/Busy individuals
· Families
· School lunch providers
· Catering companies
· Retail grocery stores and convenience outlets
· Restaurants

Marketing and Sales Strategy:

Brand Positioning:
A premium frozen savouries brand that combines traditional flavour with modern convenience.
Sales Channels:
Independent grocers and supermarket chains offer valuable opportunities to place our products directly in front of everyday shoppers, giving our products consistent visibility and the chance to build brand recognition on the shelves. 
Alongside retail, having a strong online presence through our own company website and established e‑commerce platforms allows us to reach customers who prefer the convenience of ordering from home. Food delivery partnerships can further expand our reach by tapping into the growing demand for ready‑to‑cook and ready‑to‑eat options, making our products accessible to a wider audience with minimal friction. 
We can also build strong local relationships by supplying nearby delis, cafés, and takeaways, where our items can complement their menus or be sold as grab‑and‑go options. Together, these channels create a balanced distribution strategy that blends retail, digital, and community-based sales, helping our brand grow steadily and sustainably.
Marketing Tactics:
Local pop‑up tastings and market stalls can provide an excellent way to introduce our products directly to consumers, allowing people to sample the flavours, give instant feedback, and build early brand loyalty through real-world interaction. Visibility can be strengthened further by placing branded freezer boxes in stores, creating a consistent and recognisable presence that encourages impulse purchases. 
Digital outreach also plays a major role, with social media campaigns that highlight “real ingredients” and “authentic taste” helping to communicate quality and build trust among health‑conscious and flavour‑focused audiences. Collaborations with food bloggers and influencers can amplify this message. 
To maintain engagement over time, loyalty programs and targeted promotions can reward repeat customers, encourage referrals, and create a sense of belonging around the brand. Together, these tactics form a well‑rounded marketing approach that blends in‑person experiences, strong visual branding, digital storytelling, and customer retention strategies.
Pricing Strategy:
Mid-range to premium pricing depending on the offering, with bundle deals for bulk purchases.
Operations Plan:
Products will be handmade in a licensed commercial kitchen or outsourced to a contract manufacturer. We will use freezing and vacuum packaging to maintain freshness and quality.
Supply Chain:
Ingredients sourced from trusted local vendors; packaging materials designed for durability and visual appeal.
Competition Analysis: 
The frozen food market in East London is highly competitive, shaped by a mix of established supermarket chains, independent ethnic grocers, and a growing number of small‑batch producers. 
Major retailers such as Tesco, Sainsbury’s, Asda, Morrisons, Iceland, and discount chains like Lidl and Aldi dominate shelf space with extensive frozen ranges and aggressive pricing. 
Alongside them, East London’s diverse independent supermarkets-Asian, Turkish, Middle Eastern, African, Caribbean, and Eastern European-stock a wide variety of imported frozen foods that appeal to specific cultural communities, creating strong competition. Local producers offering dumplings, samosas, pastries, snacks, and ready‑to‑cook meals add another layer of rivalry, often competing on authenticity and freshness. 
Online‑focused frozen brands and nationwide delivery services further intensify the market by offering convenience and premium branding. Food service businesses such as takeaways, cafés, and street‑food vendors also compete indirectly by offering similar flavours in fresh, ready‑to‑eat formats. Overall, East London’s frozen food environment is crowded but full of opportunity for brands that differentiate through authentic flavours, strong branding, consistent quality, and a reliable supply chain.
Staffing Plan:
• Kitchen team 
• Packaging staff
• Drivers/distribution 
• Sales and marketing support
Distribution Logistics:
• Cold storage and freezer truck logistics (in-house or 3rd party)
• Efficient packaging for extended shelf-life (up to 6-12 months)
7. Financial Plan
A realistic financial plan for the first month includes both start‑up costs and early operating expenses. Start‑up costs typically cover equipment such as mixers, freezers, sealing machines, prep tables, and initial kitchen setup, along with licensing, branding, packaging, and the first batch of inventory. These initial expenses usually fall within the £5,000-£20,000 range depending on our equipment choices and whether a shared commercial kitchen is used.
Operating costs for the first month will include kitchen rental hours, utilities, ingredients for production, packaging replenishment, cleaning supplies, and early marketing activities such as social media ads or sampling events. Together, these operating costs generally add an additional £600-£2,000 for a small‑scale launch.
Funding for the company will come from a combination of personal savings, small business loans, family investment, reinvesting early sales revenue, or low‑interest financing options designed for food businesses.
	Equipment (mixers, freezers, sealing machines): 
	£3,000 - £8,000


	Commercial mixer: 
	£300 - £1,000

	Chest freezer(s): 

	£300 - £1,500 each

	Heat sealing machine:
	£150 -£500

	Prep tables, utensils, trays: 
	£500 - £2,000

	Optional: blast freezer (expensive, skip early stage)
	£3,000 - £15,000 each

	Kitchen setup / rent:
	£500 - £3,000 

	Shared commercial kitchen: 
	£10 - £25/hour

	Monthly cost (part-time use): 
	£400 - £1,200

	Deposit + first month: 
	£500 - £2,000

	Initial inventory & supplies:
	£800 - £2,500

	Ingredients (veg, meat, wrappers, oil, spices): 
	£300 - £1,000

	Bulk packaging (Ziplock bags, boxes): 
	£200 - £800

	Gloves, cleaning supplies, storage: 
	£100 - £30

	Licensing, marketing, packaging: 
	£300 - £1,500

	Food business registration (with local council):
	£37

	Food hygiene certificate: 

	£100 - £200


	Basic branding (logo, labels):
	£50 - £300

	Packaging design/printing upgrade:
	£100 - £500

	Initial marketing (Instagram ads, flyers): 
	£100 - £500

	Total estimated startup cost:
	£4,600-£15,000



Revenue Model:
• Wholesale to retailers
• Direct sales via website
• Catering/event packs

Projections (Year 1):
• Monthly unit sales: 1000
• Average price per unit: £7
• Gross revenue: £160,000
• Net profit margin: £84,000
Cashflow Analysis: 
I expect my cash flow in the early months to be tight, with most outgoings going toward kitchen rental, ingredients, packaging, and marketing. Income will start with smaller orders from local grocers, cafés, and direct customers, then grow as I secure more stockists and build repeat sales. The first month will likely show negative cash flow due to my start‑up costs, but I expect this to improve steadily as production becomes more efficient and demand increases.
Funding Requirements:
Seeking £15,000 to cover launch, inventory, equipment, and first 6 months of operating costs.
Breakeven Analysis:
The break‑even point for the business is reached once monthly sales cover both the initial start‑up investment and the ongoing operating costs. I am starting with an estimated £4,600-£15,000 in set‑up expenses, plus around £600-£2,000 in first‑month operating costs for kitchen rental, ingredients, packaging, and marketing. 
Based on my expected pricing and margins, I need to sell roughly 400-1,200 units per month to cover operating costs, and around 2,000-5,000 units over the first few months to recover the full start‑up spend. By keeping production efficient, managing ingredient costs, and securing steady retail or wholesale orders, I aim to reach break‑even within the first 3-6 months of trading.
if fixed costs are £2,000 per month, the selling price per unit is £5, and the variable cost per unit is £2, the contribution margin is £3. Using the breakeven formula, the break-even point is approximately 667 units. This means my business must sell at least 667 packs of savouries per month to cover all costs, with any additional sales generating profit.
8. Legal & Compliance:

Permits & Licensing:
• Food business license
• Health department inspection and approval
• Food handler certifications
• Product liability insurance
Regulatory Compliance:
All frozen savoury products will be labelled per requirements, including allergens, expiry, and reheating instructions.
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