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Specialist Texture-Modified Meals, Dessert & Chef- for-Hire Service for People Living with Dysphagia.
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Executive Summary
Velouté Kitchen Ltd & Co. is registered as a sole proprietorship based in London within the UK hospitality and Food service sector specialist food business providing International Dysphagia Diet Standardisation Initiative (IDDSI). (Cichero et al., 2017), explain that dysphagia affects the global population. A compliant texture- modified meals, desserts and baked goods, alongside a chef-for- hire service for people living with dysphagia and a post-surgery recovery patient. During the first six months we initially introduce the chef-for-hire services, the focus will be on delivering this core service and building a strong reputation by collecting customer feedback and data and continue to grow that become the success in the global market according to (HTF Market Insights, 2024) From month 6-12 the business will expand its offering to include cooking classes, while continuing to grow its market presence through its website and social media highly impactful channel of communication. Having established a solid reputation and client base in Year 1 the business will be transition to a private Limited company. In Year 2, positioning it for further growth and expansion.
In Month 1-6, Velouté Kitchen. The first chef-for-hire service, in which the founder, a qualified chef and baker, visits client kitchens across Greater London, and the post recovery surgery patient to prepare IDDSI, (RCSLT, 2016) -verified meals using the client’s own kitchen and ingredients, supported by a portable texture- testing kit. 
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(IDDSI, 2016)
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[bookmark: _Toc235731229]Business Concept
Velouté Kitchen combined three complementary specialisms held by its founder: Professional culinary qualification as a chef and baker. Working competency in the IDDSI Framework, the UK’s adopted clinical standard for classifying texture- modified foods and thickened liquids on a continuum of eight levels (0-7), further explanation (RCSLT, 2016), used across speech and language therapy, care and hospital catering since 2019. This combination means every dish is designed to be texture- safe and nutritionally adequate, directly addressing the malnutrition risk that is well documented among people with dysphagia / post-surgical recovery patients according (Fact, 2026).
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[bookmark: _Toc235731231]Chef-for-hire
· Operates across Greater London, visiting private’s homes, residential and nursing care settings, and hospital catering teams on a contracted or one-off basis.
· Used the client own kitchen and ingredients, removing the need for Velouté Kitchen.
· [bookmark: _Toc235731232]Price per visit, reflecting a specialist clinical- skill premium over generic private chef rates.
· A portable IDDSI texture-testing kit (for example the IDDSI flow test and fork pressure test) is brought to every visit to verify each dish meet the prescribed IDDSI level before it is served.
· Menus are planned for nutritional adequacy as well as standard and hygiene safety and all regulations (Food and Standard Agency, 2026) drawing on the founder’s culinary nutrition qualification.
Cooking class
· Deliver hands on cooking class for caregivers, teaching IDDSI- compliant texture -modified meal preparation for dysphagia and post-surgery patient.
· Build a caregiver confidence and independence in preparing safe, dietician -approved meals at home, strengthening client retention and word -of mouth referrals.
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The sample menu below illustrates the range and presentation standard of Velouté Kitchen Co. 
Savoury:
· Velouté Chicken & Leek Ballotine (IDDSI Level 4- Puree) Poached chicken breast and Leek blended with a light velouté’, set into smooth log shape and gently moulded for visual appeal, served with a pureed carrot puree.
Dessert:
· Velouté vanilla Custard Pot (IDDSI Level 3-Pureed) Silky baked custard with Madagascan vanilla, naturally smooth in texture, finished with a light caramel drizzle (texture- tested).
· Soft Poached Pear in Spiced Syrup (IDDSI Level 6-Soft &Bite-Sized pieces) Pear poached until fork-soft in cinnamon syrup, cut into safe bite-sized pieces served with thickened crème’ anglaise. 

Objectives (SMART Objectives)
[bookmark: _Toc235731234]Setting specific, measurable financial targets improves accountability and tracks and business performance overtime (Doran, 1981)

Short- Term Objectives (less than a year)
	OBJECTIVE

	TARGET/MEASURE
	TIMEFRAME

	Register Velouté as a sole proprietorship and launch the booking website.
	Business registered website live

	Month 1

	Secure paying clients for the chef-for-hire service.

	3 paying clients onboarded 
	Month 3

	Reach full weekly session capacity within the £30/per hour, for 4- hour minimum model.

	3 sessions/ week booked consistently

	Month 6

	Collect structured client feedback to refine the service
.
	Feedback from 10 completed sessions.
	Month 6

	Launch a cooking class as a second revenue stream
.
	2 classes run per month
	Month 9

	Build a social media following to support Year 2 expansion.

	500+ across platform
	Month 12


NOTE:To: Monitor monthly the KPI-progress and market and customer responses.
Create the monthly meeting to assist business progress  (Camilleri, 2024)
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	OBJECTIVE

	TARGET /MEASURE
	TIMEFRAME

	Convert Velouté from sole proprietorship to Private Limited company.

	Ltd. Company registered at companies House
	Start of Year 2

	Reach full weekly capacity utilization across Greater London

	All 3 weekly session slots consistently booked.
	End of Year
2

	Grow cooking classes into a regular, ticketed revenue stream.

	Defined % of Total revenue from classes
	End of Year 2

	Established dietician/hospital referral partnerships, and online launching.
 
	Formal referral pipeline in place 
	Year 2

	Expand capacity beyond solo working
	3 chefs hired or hours extended

	Year 3
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Market Analysis and Marketing Plan 
Target Market: Velouté’ Kitchen primary customer are people with a clinically confirmed IDDSI level, typically following assessment by a speech and language therapists, GP or hospital team. Two segments are prioritized initially.
· Older adults with Dysphagia related to stroke, dementia, or Parkinson’s disease. Dysphagia affects more than half of stroke survivors in the acute phase.
· Any patient in post -surgical or short -term recovery, for example following head and neck surgery or an extended hospital stay, who require temporary texture modification.
Secondary customer includes family caregivers ordering on behalf of a relative, and from Phase 2 onward, care home catering managers and hospital procurement teams. The UK’s ageing population points to sustained long term demand.
Market Analysis & Competitor Review:
The UK texture- modified food market is growing with the senior-specific segment valued approximately USD 1.9 billion in 2025 as per appear according to (Fact, 2026) refer in Appendix. Despite this growth, the market is dominated by a small number of large institutional suppliers, leaving a clear gap for personalized, nutrition-led, direct-to-consumer service that also covers desserts and baked goods.
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	Competitor
	Type
	IDDSI -Levels
	Key gap vs Velouté Kitchen

	
Wiltshire Farm Foo

	D2C online 
	Level 4-6
	Large national brand with no personalization.

	
Apitito

	B2B only
	Level 3-7
	No direct consumer channel.

	Bidford/Simply Puree 

	B2B/ Wholesale
	Level 3-6
	No bespoke recipe design.

	Mrs. Gills 


	B2B/care homes
	All levels
	Limited dessert range.

	Oak house Foods

	
	Level 4-6
	No culinary expertise


Note:
Velouté Kitchen will Launch the B2B and online selling at end of Year 
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Political

	
NHS and social care on dysphagia and post-surgical nutrition, referral pathways from clinical and teams, and the IDDSI regulatory framework shape demand and compliance requirements; small grants (e.g. Prince’s Trust, local enterprise funds) support start-funding.


	

Economics
	
Cost living pressure may affect private pay clients, but ageing population demand for home based clinical nutrition support is growing; a blended grant/savings funding mix was chosen over a bank loan to protect cash flow – revenue early months
.

	
Social
	 
Rising incidence of dysphagia (stroke, dementia, cancer treatment) and greater awareness of nutrition in recovery are increasing demand for personalised, home- based alternatives to institutional catering.


	
Technological
	
Booking and feedback tools and texture- modification equipment, improve consistency, safety and client experience; a website support lead generation and scheduling.


	
Environment
	
Reusable delivery/service packaging and a localized, single operator delivery model keep the environmental footprint low.


	
Legal
	
Compliant with IDDSI framework, food hygiene law, enhanced DBS checks, and public liability/professional indemnity insurance are required; transitioning to a limited company brings additional company brings additional company brings additional company-law obligations.
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Swot analysis

	STRENGTH
	WEAKNESSES

	
· 15+Hospitality/culinary experience; nutrition and Leadership qualifications in progress; low overhead as sole operator
· First chef-for hire personalised meal

	
· Single-operator capacity ceiling (3 session/one revenue stream; new/ unestablished brand; limited working capital

	OPPORTUNITIES
	THREAT

	
· Ageing population and rising recovery caseloads; expansion into classes and dessert; potential NHS/ care referral partnership; grant funding available

	
· Established competitors (Wiltshire farm foods, Apitito, Simply Puree, Mrs. Gill, Oak house foods); economic pressure on private pay
 
· clients; compliance burden; key person risk



[bookmark: _Toc235731240]Marketing Mix (4Ps)

· (Khan, 2014) Explains that Marketing mix and its element and strategy to target the area that essential when executing the business plan. 
	PRODUCT
· In-home chef-for-hire visits delivering dietician-approved, IDDSI- compliant texture-modified meals; from Month 6, a monthly caregiver class teaching safe meal preparation
· 
	PRICE
· £30/hour capped it 4 hours per session(£120/session), position as a premium, personalized alternative to institutional ready-meal providers.


	PLACE
· Delivered directly in the client’s own home using tier owned kitchen and equipment across Greater London; cooking classes hosted locally.

	PROMOTION
A website acting as a landing page for booking and collecting client feedback, referrals from dieticians and discharge/care teams, word of mouth, and social media, built around the founder’s nutrition credentials.



	
[bookmark: _Toc235731241]Management Team 
As a sole proprietorship Josephine holds all roles as Owner/Chef- Director – delivering client sessions directly and managing bookings, marketing, finance and compliance. As the business approaches its working capacity ceiling and converts to Velouté Kitchen Ltd. The structure will expand as shown below, with Josephine retaining overall direction, quality control and client relationships.
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Management Team and Their Background start in Year 2.
                             Organisational ChartOwner-Manager/Director
Josephine





Dietician -consultant
Business partner
Chef -1 sub- contracted/part-time chefs extend

Special Diet Dessert Chef- subcontracted/part-time 


Created using MS Visio – refer to week 3 lecture recording (updated version organizational chart)

Note: Recruitment of the vacant position will start after Year 1 now the owner as a Baker-Chef and after secured B2B business will hire or potential business partner.
[bookmark: _Toc235731243]
Key Milestones
	Milestone
	Target date

	Business registered as sole proprietorship

	
Month-1

	Website/Booking system live 

	Month-1

	First paying client secured

	Month-3

	weekly capacity reached (3 sessions/ week)

	Month-6

	Cooking classes launched

	Month-9

	500+ social media following
 
	Month-12

	Conversion to private limited company

	Start of Year 2

	Second chef /hours expanded

	Year 3
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Financial Plan (One Year)
The table below sets out an indicative quarterly cash flow for year 1, covering the phase 1revenue streams (chef-for-hire). At month 7, cooking class will start that appear table below.




[bookmark: _Toc235731245]Funding Requirements and allocation
· Total Funding Requirements
Velouté kitchen seeking £6400 in start- up funding to launch its chef- for-hire service (IDDSI-compliant texture-modified meal preparation for clients with dysphagia, and post-surgery recovery patient operating across Greater London), proposed to be personal savings.

Start- up Cost (one-off)
	Item
	Amount

	Kitchen texture- modification equipment (blenders, moulds, processor)
	 £800

	IDDSI/ food safety training top-up
	 £300

	Public liability & professional indemnity insurance (1 year)
	 £400

	Enhanced DBS check
	   £50

	Transport set- up (mileage kit/ vehicle adaptation)
	£1500

	Marketing (website, branding, business cards)
	  £600

	Reusable delivery/ service packaging
	  £300

	Working capital buffer
	£1500

	Contingency
	   £950 


Total Start-up Cost                                                                                          £6400

Fixed Costs (recurring monthly)
	Item
	Amount/month

	Insurance 
	               £33

	Admin/software/booking tools
	               £20

	Ongoing marketing
	               £50

	Miscellaneous
	               £20

	Total Fixed Costs
	  £123/ month


Variable Costs (per session)
	Item
	Amount/session

	Ingredients & consumables per session
	                £10

	Travel/fuel per session
	                  £5

	Total Variable Cost
	  £15/session


Note: £15x 35 sessions=£648 variable cost
Confirmed Client Bookings (Month1)
	Client
	Session/week
	Hours/session
	Hours/week

	Client 1
	                 3
	                         4
	                      12

	Client 2
	                 2
	                         4
	                        8

	Client 3
	                 3
	                          4
	                       12

	Total
	                 8-
	                          -
	                        32


This Client mix is held flat across the 6- month forecast as a conservative baseline.
Note: Revenue 35hoursx30 per hour=£1,050/week
· Over a month (4.33 weeks): 35x£30 x 4. = £4,200/month potential revenue, or 35 sessions/month.
Monthly Financial Forecast (Months 1-6) Chef-for-hire
	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	
	September
	October
	November
	December
	January
	February

	Fixed

	     £123
	     £123
	     £123
	     £123
	    £123 
	    £123  

	Variable cost

	     £648
	     £648
	     £648
	     £648
	    £648
	    £648

	Total cost

	     £771
	     £771
	     £771
	     £771
	    £771
	    £771

	Revenue

	   £4,200
	 £4,200
	  £4,200
	   £4,200
	  £4,200
	   £4,200

	Profit/
loss

	  £3,429
	  £3,429
	  £3,429
	  £3,429
	  £3,429
	  £3,429


                   Revenue for 6 months for Chef-for-hire = £20,574.00

NOTE:    Revenue for 7months chef-for-hire/ cooking class= £23,934.00
TOTAL REVENUE FOR YEAR 1= £44,508.00

	
	Month-7
March
	Month-8
April
	Month-9
May
	Month-10
June
	Month-11
July
	Month-12
August

	Fixed cost
	£123
	£123
	£123
	£123
	£123
	£123

	Variable cost
	£648
	£648
	£648
	£648
	£648
	£648

	Total cost
	£771
	£771
	£771
	£771
	£771
	£771

	Chef-for-hire revenue
	
£4200
	
£4200
	
£4200
	
£4200
	
£4200
	
£4200

	Cooking class revenue
	   
£560
	
£560
	
£560
	
£560
	
£560
	
£560

	Profit/Loss

	
£3,989
	
£3,989
	
£3,989
	
£3,989
	
£3,989
	
£3,989


Revenue for 7-12 months combines 2 recurring income £23,934
Note Start-up needed £6,400
(£6,400 total start-up cost +0, since the business are profitable since month 1-no operating shortfall to fund-up to break even.)
Monthly Financial forecast from month 6-12) combining Revenue of chef-for hire and cooking classes.
Break- even Analysis
Average revenue per session: £4,200÷35 sessions= £120
Contribution margin per session: £120-£15= £105
Break- even point: 1.5 sessions/month (£141 revenue/month) to cover fixed costs of £123/ month.
With 35 confirmed sessions/month already booked at full capacity, the business clears break-even more than 30x over from month 1-. Total monthly cost comes to 35 sessions x£15+£123 fixed=£648
NOTE: at 35 sessions x £120, that’s £ 4,200/month in revenue.
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[bookmark: _Toc235731247]Phase1
· Once Phase 1(Month 1-6) has generated a client base, reputations, testimonials and operational data on demand by IDDSI level require (RCSLT, 2016) and product type has established. Velouté Kitchen Ltd. & Co.    

Phase 2:
· Once (6 months onwards): Introduce cooking classes for caregivers and teaching IDDSI-compliant texture modification so they can safely prepare meals between sessions. This builds recurring revenue and deepens client relationships and 7 attendees per classes. We used a client kitchen which is sponsoring the class. Business already stablished and ready to expand using the first-year revenue.
Phase 3:
· A (Year 1 onward) Expand into selling savoury and dessert online extending the brand into a retail product line that compliments the in-home service. And start introducing to my B2B and my business will be register as Velouté Kitchen Ltd. & Co. The company will start the recruitment 2- chef for handling kitchen operation for selling online and the start producing mass at potential care homes that would another human resources for future expansion that will be my page 3. That any open for any potential business partner as the Velouté Kitchen taking another milestone. Introducing a new product to the markets to drive long term growth (Bachtiar, 2020)
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Appendices

The senior-specific texture-modified food market reached USD 1.9 billion in 2025. Fact MR estimates the market will expand to USD 2.0 billion in 2026 and attain USD 3.4 billion by 2036. The market is forecast to register a CAGR of 5.4% across the assessment period”.Fact.MR (2026)
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