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[bookmark: _Toc226358362]Executive Summary
Global Basket Ltd is a London-based retail and e-commerce business offering a wide range of authentic products sourced from around the world, including food, beverages, and cultural goods. The business aims to serve London’s diverse and multicultural population, including international students, migrants, and consumers interested in global cuisines and cultures. Globalisation and changing consumer preferences have increased demand for international products in the UK market (ONS, 2024).
The business will operate through a physical retail store and an online platform to maximise accessibility and convenience. The company aims to generate £60,000 in revenue within its first year and achieve break-even within 12 months. By offering variety, authenticity, and affordability, Global Basket Ltd seeks to establish itself as a competitive player in the UK retail sector.
[bookmark: _Toc226358363]Business Concept
The core concept of Global Basket Ltd is to provide customers with easy access to a wide variety of international goods in one location. Unlike traditional ethnic stores that focus on a single region, this business will offer products from multiple continents, including Asia, Africa, Europe, and Latin America.
This concept is supported by consumer trends showing increased interest in global food and cultural experiences (Mintel, 2023). The business will differentiate itself by offering curated, high-quality products and creating a unique shopping experience that celebrates cultural diversity.
[bookmark: _Toc226358364]Business Description
Global Basket Ltd will be registered as a private limited company in the UK. The business will initially launch in London due to its diverse population and high demand for international goods. According to ONS (2024), London is one of the most multicultural cities in the world, making it an ideal location.
The business will combine physical retail with e-commerce to increase reach and revenue streams. This hybrid model allows flexibility and aligns with current retail trends (Chaffey and Ellis-Chadwick, 2019).
[bookmark: _Toc226358365]Product Description
The product range will include packaged foods, spices, snacks, beverages, and cultural items such as utensils and decorations. All products will be sourced from reliable international suppliers and comply with UK import and food safety regulations.
Product quality and authenticity will be key selling points. Consumers increasingly seek authentic global food experiences, particularly younger generations (Statista, 2024). The business will also introduce seasonal and limited-edition items to maintain customer interest.
[bookmark: _Toc226358366]Business Objectives 
SMART objectives ensure that business goals are clear, structured, and achievable. The SMART framework (Specific, Measurable, Achievable, Relevant, Time-bound) is widely used in business planning to improve performance and strategic focus (Doran, 1981).
· Specific: Global Basket Ltd aims to generate £60,000 in revenue by selling international products through both physical and online channels. This objective is clearly defined and focuses on a specific outcome.
· Measurable: The success of the business will be measured through key performance indicators such as total revenue, number of customers, and monthly sales growth. For example, achieving 1,000 customers within the first 6 months provides a clear benchmark for progress (Kotler and Keller, 2016).
· Achievable: The objective is realistic based on market demand for international goods in London and the availability of suppliers. With effective marketing and cost control, achieving these targets is feasible (Burns, 2016).
· Relevant: The objective aligns with the overall business mission of providing global products to a diverse customer base. It supports long-term growth and market positioning (Kotler et al., 2019).
· Time-bound: The business aims to achieve these goals within a 12-month period, ensuring clear deadlines and accountability.
[bookmark: _Toc226358367]Short-Term Objectives
· Identify and secure international suppliers.
· Launch e-commerce website and physical store.
· Develop brand awareness through marketing campaigns.
[bookmark: _Toc226358368]Long-Term Objectives
· Expand product range and introduce private-label products.
· Open additional stores in other UK cities.
· Develop partnerships with international brands.
[bookmark: _Toc226358369]Market Analysis and Marketing Plan
[bookmark: _Toc226358370]Market Analysis
The UK market for international food products is growing steadily due to globalisation and cultural diversity (Mintel, 2023). Consumers are increasingly willing to try new cuisines and products, creating opportunities for businesses like Global Basket Ltd.
Competitors include local grocery stores and large supermarkets offering international sections. However, many competitors lack variety, which provides a competitive advantage for this business.
[bookmark: _Toc226358371]Market Segmentation
The market can be segmented into demographic, psychographic, and behavioural groups. Key segments include young adults aged 18–35, international students, and culturally curious consumers (Kotler et al., 2019).
Targeting
The primary target market includes international students and multicultural households in London. These groups have consistent demand for international products and are likely to become repeat customers.
Positioning
Global Basket Ltd will position itself as a diverse and authentic global store offering high-quality products at affordable prices. The brand will emphasise cultural inclusivity and convenience.
Reaching Your Audience
Marketing strategies will include social media platforms such as Instagram and TikTok, as well as local advertising. Digital marketing is particularly effective in reaching younger consumers (Chaffey and Ellis-Chadwick, 2019).
Promotion Strategy
Promotional strategies will include discounts, loyalty programmes, and cultural events. These strategies help build customer relationships and encourage repeat purchases.
[bookmark: _Toc226358372]PESTEL Analysis
· Political: Import regulations and trade policies affect sourcing (UK Government, 2023).
· Economic: Inflation and cost-of-living pressures may impact consumer spending (ONS, 2024).
· Social: Increasing multiculturalism supports demand for global products (Statista, 2024).
· Technological: Growth of e-commerce enables wider market reach (Chaffey and Ellis-Chadwick, 2019).
· Environmental: Sustainability concerns influence sourcing and packaging (UNEP, 2022).
· Legal: Compliance with food safety and import regulations is essential.
[bookmark: _Toc226358373]SWOT Analysis
· Strengths: Wide product variety and strong market demand.
· Weaknesses: High dependency on suppliers and logistics.
· Opportunities: Expansion into online markets and private labels.
· Threats: Competition and fluctuating import costs.
[bookmark: _Toc226358374]Marketing Mix (4Ps)
· Product: Authentic global products.
· Price: Competitive pricing strategy.
· Place: Physical store and online platform.
· Promotion: Social media marketing and promotions.
[bookmark: _Toc226358375]Management Team
The business will be led by the founder, supported by a small team responsible for operations, marketing, and customer service. As the business grows, additional staff will be recruited.
[bookmark: _Toc226358376]Organisational Chart
Global Basket Ltd will adopt a flat organisational structure in its early stages to promote efficiency, flexibility, and quick decision-making. A flat structure reduces hierarchy levels, enabling faster communication and responsiveness to market changes (Burns, 2016).
· At the top of the structure is the Founder/Manager, who will be responsible for overall strategic decisions, supplier relationships, and financial management. Supporting the manager will be a small team divided into key functional areas:
· Operations Assistant: Responsible for inventory management, supplier coordination, and logistics. This role ensures that products are sourced efficiently and stock levels are maintained.
· Sales and Customer Service Assistant: Handles in-store and online customer interactions, improving customer satisfaction and loyalty. Customer relationship management is critical for repeat business (Kotler and Keller, 2016).
· Marketing Assistant: Responsible for managing social media platforms, promotions, and advertising campaigns. This role is essential for building brand awareness and attracting target customers (Chaffey and Ellis-Chadwick, 2019).
As the business grows, the organisational structure will evolve into a more hierarchical model with specialised roles such as finance manager and operations manager. This scalable approach allows the business to adapt to increased demand while maintaining operational efficiency.
[bookmark: _Toc226358377]Key Milestones
· Months 1–3: Supplier agreements and setup.
· Month 4: Launch of store and website.
· Month 12: Break-even achieved.
[bookmark: _Toc226358378]Financial Plan (One Year)
[bookmark: _Toc226358379]Sources of Finance
The business will be funded through £8,000 personal savings and a £12,000 small business loan. This combination of internal and external finance is common for startups (Burns, 2016).
[bookmark: _Toc226358380]Cash Flow Forecast
Cash flow is expected to be negative in the first few months due to setup costs but will become positive within 6–8 months as sales increase.
[bookmark: _Toc226358381]Sales Forecast
Sales are expected to grow steadily, reaching £60,000 annually, supported by increasing customer demand and marketing efforts.
[bookmark: _Toc226358382]Cost of Production Forecast
Costs include inventory, rent, utilities, wages, and marketing expenses. Effective cost control will be essential for profitability.
[bookmark: _Toc226358383]Break Even Analysis
Break-even will occur when total revenue equals total costs. Based on estimated costs, the business is expected to break even within the first year (Drury, 2018).
[bookmark: _Toc226358384]Operations and Management Plan
[bookmark: _Toc226358385]Production of Good and Service
Products will be sourced internationally and distributed through the store and online platform. Strong supplier relationships will be critical.
[bookmark: _Toc226358386]Technology Plan
The business will use e-commerce platforms and inventory systems to manage operations efficiently.
[bookmark: _Toc226358387]Human Resource Plan
Initially, a small team will handle operations, with expansion as the business grows.
[bookmark: _Toc226358388]Expansion Plan
The business aims to expand into other UK cities and introduce private-label products. Expansion is a key strategy for growth (Burns, 2016).
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