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[bookmark: _Toc223989834]Task 1: PurePlates: An Evidence-Based Development of a Consumer-Oriented Meal Kit Service

[bookmark: _Toc223989835]1.Introduction

The objective of this project was to develop PurePlate Kits, a digitally presented meal kit service, using primary research to inform strategic decision-making. Rather than relying on assumptions regarding consumer preferences, pricing expectations, or marketing positioning, the business concept was shaped directly by questionnaire findings. This report critically analyses the research process and demonstrates how consumer insight informed website design, pricing strategy, brand positioning, and marketing communication.
In competitive food markets, consumer-oriented strategy is essential (Kotler and Keller, 2016). Modern marketing emphasises value creation through understanding customer needs (Porter, 1985; Osterwalder and Pigneur, 2010). Therefore, this project applied principles of market orientation and consumer behaviour theory to ensure alignment between customer demand and digital presentation.

[bookmark: _Toc223989836]2.Research Methodology

A structured online questionnaire generated 21 valid responses. The survey measured:
· Frequency of meal prep usage
· Willingness to pay
· Purchase motivations
· Meal preferences
· Age distribution
· Desired improvements
Closed questions enabled quantitative analysis via percentage distribution, while open responses were coded thematically. Minor data cleaning consolidated duplicate textual responses (e.g., “No,” “no,” “N/A”) to improve analytical clarity.
Although the sample size is modest, exploratory research of this scale is appropriate for small business concept development (Malhotra, Nunan and Birks, 2017). The purpose was not statistical generalisation but insight generation.
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Figure 1: Questionnaire Overview (Google Forms Summary)
Source: Author’s primary research (2026)

[bookmark: _Toc223989837]3.Key Findings and Strategic Implications

[bookmark: _Toc223989838]3.1. Market Engagement Potential

47.6% of respondents use meal prep services occasionally, and 38.1% rarely. This indicates limited habitual loyalty and suggests opportunity for differentiation. Occasional usage may reflect unmet expectations, such as pricing dissatisfaction or insufficient value (Zeithaml, 1988).

[bookmark: _Toc223989839]3.2. Price Sensitivity

42.9% of respondents were willing to pay £5–£7 per meal, while 33.3% selected £7–£10. Only a minority indicated willingness to exceed £10.
This reflects consumer price sensitivity consistent with perceived value theory, where price is evaluated relative to expected benefits (Monroe, 1990; Zeithaml, 1988). Consequently, PurePlate Kits  was positioned at “from £6 per meal.” This aligns with dominant willingness-to-pay brackets and supports a value-based pricing strategy (Nagle and Müller, 2018).
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Figure 2: Willingness to Pay per Meal
Source: Author’s survey data (2026)

By anchoring pricing within the most frequently selected range, the business reduces perceived risk while reinforcing affordability positioning.

[bookmark: _Toc223989840]3.3. Time as the Primary Purchase Driver

61.9% of respondents identified saving time as the main motivation for using meal kits. Convenience (38.1%) and healthier meal options (33.3%) followed.
Time scarcity is a well-documented influence on consumer decision-making (Solomon et al., 2019). Consumers often prioritise convenience when cognitive load and daily pressures increase (Kotler and Keller, 2016). 
Therefore, the homepage messaging emphasises:
“Ready in Minutes.”




[image: A chart with text on it

AI-generated content may be incorrect.]








Figure 3: Motivation for Choosing Meal Kits
Source: Author’s survey data (2026)

This strategic emphasis reflects behavioural insight rather than aesthetic branding preference.

[bookmark: _Toc223989841]3.4. Meal Preferences and Product Framing

71% of respondents preferred balanced meals, compared to 38.1% favouring high-protein options. This influenced the ordering of website messaging:
“Balanced, Affordable Meal Kits from £6 - Ready in Minutes.”
The sequencing is deliberate. According to positioning theory, brands must emphasise attributes most valued by the target market (Ries and Trout, 2001). 
By foregrounding “Balanced,” the brand aligns with the strongest consumer preference.
[bookmark: _Toc223989842]3.5. Target Demographic

42.9% of respondents were aged 26–35. This demographic commonly represents young professionals or early-stage families, characterised by time constraints and cost awareness (Solomon et al., 2019).
Therefore, PurePlate Kits avoids luxury positioning and instead communicates practicality, affordability, and speed. This reflects segmentation and targeting principles outlined by Kotler and Keller (2016).

[bookmark: _Toc223989843]3.6. Application to Website Strategy

The headline integrates research findings directly:
· Balanced → 71% preference
· From £6 → Dominant price bracket
· Ready in Minutes → 61.9%-time motivation
This demonstrates market orientation in practice (Narver and Slater, 1990). The website is not built around assumed appeal but grounded consumer data.
[image: A screenshot of a menu]
Figure 4: PurePlates Homepage
Source: Author’s website (2026)

The inclusion of a “Build Your Box” feature reflects customisation trends identified in contemporary consumer markets, where flexibility enhances perceived value (Osterwalder and Pigneur, 2010).
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Figure 5: PurePlates Secondary Page / Blog Section
Source: Author’s website (2026)

[bookmark: _Toc223989844]4.Marketing Communication Strategy

Promotional graphics reinforce the same evidence-based themes:
· Affordable pricing
· Fresh ingredients
[image: A bowl of food with text overlay
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Figure 6: Marketing Graphic Design (Canva) 
Integrated messaging across platforms strengthens brand clarity and consistency, a critical factor in effective positioning (Ries and Trout, 2001).
The emphasis on value rather than luxury aligns with Porter’s (1985) cost leadership principles, positioning PurePlates competitively within a price-sensitive segment.

[bookmark: _Toc223989845]5. Critical Evaluation

While the project demonstrates clear research integration, limitations must be acknowledged. The sample size (n=21) restricts generalisability. Additionally, stated willingness-to-pay may differ from actual purchasing behaviour, as hypothetical bias can affect survey responses (Malhotra, Nunan and Birks, 2017).
Future research could include:
· Larger and more diverse samples
· Behavioural testing through pilot pricing
· A/B testing of messaging
Despite limitations, the decision-making process remained transparent, and evidence driven.

[bookmark: _Toc223989846]6. Conclusion

The development of PurePlates illustrates how primary research can meaningfully inform digital business strategy. Key findings, including price sensitivity (£5–£7 range), preference for balanced meals (71%), and dominant time-saving motivation (61.9%), directly shaped brand positioning, website messaging, and pricing structure.
By applying principles of market orientation, perceived value theory, segmentation strategy, and positioning theory, this project moves beyond aesthetic design and demonstrates applied strategic reasoning.
Although limited in scale, the integration of consumer insight into digital presentation reflects sound entrepreneurial and marketing practice.


























 
[bookmark: _Toc223989847]Task 2 – Financial Forecast and Viability Analysis of PurePlate  Kits

[bookmark: _Toc223989848]1.Introduction

This report analyses a 12-month financial forecast for PurePlate Kits created in Microsoft Excel. Forecasting helps early-stage businesses estimate revenue, costs, and profitability so that decisions can be made before committing resources (Atrill and McLaney, 2019). The spreadsheet model separates Income, Expenses and Profit Summary to show how sales volume and cost behaviour affect performance across the year. The aim of this report is to evaluate whether PurePlate Kits appears financially viable under the assumptions used in the spreadsheet and to highlight the key risks that could impact real-world results.


Figure 1: PurePlate 	Kits 12-Month Financial Forecast (Author’s Excel Model, 2026)




[bookmark: _Toc223989850]2.Model structure and assumptions

The spreadsheet uses a consistent selling price of £6 per meal across all months. Sales volumes start at 300 meals in January and increase to a peak of 470 meals in November, followed by a drop to 290 meals in December. This pattern improves realism, as food businesses often experience uneven demand, including seasonal fluctuations (Scarborough and Cornwall, 2019).
Variable costs are modelled per meal: ingredients (£2.20), packaging (£0.50) and delivery/fuel (£0.30). These total £3.00 per meal, with an additional 2% payment processing fee applied to monthly revenue. Fixed costs are held constant at £150 per month, representing steady overheads such as marketing, web tools, and general operating expenses.
 This clear split between fixed and variable costs supports contribution analysis and helps interpret profitability as volumes change (Drury, 2018; Horngren et al., 2018).


Figure 1: PurePlate Kits 12-Month Financial Forecast (Excel Model)
Source: Author’s own research 

[bookmark: _Toc223989851]3.Income performance

Monthly revenue is calculated as meals sold multiplied by £6. Revenue rises from £1,800 in January to £2,820 in November, before falling to £1,740 in December as volume reduces. Across the full year, total projected revenue is £26,700. 
The year-end decline is important: rather than presenting continuous growth, the spreadsheet reflects a more cautious and realistic view of trading conditions, which aligns with good practice in small business planning (Barringer and Ireland, 2019).

[bookmark: _Toc223989852]4.Cost behaviour and expense control

Because ingredients, packaging and delivery are calculated per meal, variable costs move in line with output (Drury, 2018). For example, January’s direct variable cost is 300×£3.00 = £900 plus payment fees of 2% of £1,800 (=£36), giving £936 total variable cost, before adding fixed costs. In November (470 meals), total expenses rise to £1,616.40, while in December (290 meals) they fall to £1,054.80. This demonstrates appropriate modelling of cost behaviour: fixed costs remain stable while variable costs change with activity level, allowing clearer performance comparison month-to-month (Horngren et al., 2018).

[bookmark: _Toc223989853]5.Profitability and break-even

Profit is calculated as total income minus total expenses. The spreadsheet shows PurePlate Kits remains profitable every month, including December. Profit increases from £714 (January) to £1,203.60 (November), before decreasing to £685.20 (December).
 January’s profit margin is 39.67% (714/1800) and overall annual profit is £11,016 on revenue of £26,700, producing an overall margin of 41.26%. In management accounting terms, this suggests a strong contribution margin, but it also depends heavily on maintaining the assumed ingredient cost and selling price (Drury, 2018; Atrill and McLaney, 2019).
Break-even can be explained using contribution per unit (Horngren et al., 2018). In this model, contribution before fees and fixed costs is £6 − £3 = £3 per meal. 
With fixed costs of £150 per month, the implied break-even volume is 50 meals per month (150/3). Since projected sales never fall below 290 meals, the model indicates PurePlate Kits operates comfortably above break-even throughout the year, supporting viability under the spreadsheet assumptions.

[bookmark: _Toc223989854]6.Critical reflection and limitations

Despite strong profitability in the model, forecasting is only as reliable as its assumptions (Atrill and McLaney, 2019). The spreadsheet assumes ingredient costs remain stable at £2.20 per meal and that fixed costs stay at £150 each month.
 Food input prices, supplier changes, and delivery costs can fluctuate, affecting margins. Likewise, customer acquisition may require higher marketing spend than projected, particularly during early growth (Barringer and Ireland, 2019). December’s reduced sales volume highlights the need for scenario planning (best case / expected / worst case) to ensure cash resilience across seasonal dips (Scarborough and Cornwall, 2019).

[bookmark: _Toc223989855]7.Conclusion

Using the spreadsheet model, PurePlate	 Kits shows consistent monthly profitability and a strong annual performance of £26,700 revenue, £15,684 total expenses, and £11,016 profit. Revenue and profit rise through most of the year, peak in November, and decline in December due to lower forecast sales volume. The model’s clear separation of income, variable costs, fixed costs and profit supports sound financial interpretation and indicates viability provided the pricing and cost assumptions remain achievable. Overall, the forecast demonstrates stable operational performance and suggests that the business can sustain growth while maintaining controlled expenditure levels.
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[bookmark: _Toc223989859]Questionnaire
	What is your age group?

	18-25
	26-35
	36-45
	46-60
	Over 60

	3
	9
	4
	4
	2

	
	
	
	
	

	How often do you use meal prep services?

	Daily
	Weekly
	Occasionally
	Rarely
	

	1
	2
	10
	8
	

	How important is healthy eating to you?

	1
Very Important
	2
	3
	4
	5
Not important at all

	5
	4
	4
	2
	X

	
	
	
	
	

	What will motivate you to choose meal prep kits?

	Save time
	Healthier meal choices
	Weight Management
	Convenience
	Cost effective

	13
	7
	6
	8
	6

	
	
	
	
	

	How satisfied are you with your current meal prep options?

	1- Very dissatisfied
	2
	3
	4
	5- Very Satisfied

	1
	5
	11
	4
	X

	
	
	
	
	

	How much will you be willing to spend per meal?

	Under £5
	£5 -£7
	£7- £10
	Over £10
	

	3
	9
	7
	2
	

	
	
	
	
	

	What type of meals do you prefer?
	

	Vegetarian
	Vegan
	Balanced
	Low- carb
	High-protein

	3
	2
	15
	3
	8

	
	
	
	
	

	Do you have any dietary requirements?
	

	No
	N/A
	Diabetes
	Other reasons
	

	14
	4
	1
	7
	

	
	
	
	
	

	Would you be interested in trying a new meal prep kit service?
	

	Yes
	No
	Maybe
	
	

	14
	3
	4
	
	

	
	
	
	
	

	What improvements would you like to see in meal prep kits?
	

	More variety
	Fast delivery
	More balanced meals
	 less packaging waste and offered more budget-friendly choices
	

	10
	11
	14
	15
	



















[bookmark: _Toc223989860]Task 3 – 2 Minutes Video Advert – Pure Plate Kits 
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Please press the video to play! 





















	
Pure Plates 
Jan2027 -Dec 2027

INCOME	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Meals sold (units)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	300	320	340	350	360	370	380	400	420	450	470	290	Price per meal 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	6	6	6	6	6	6	6	6	6	6	6	6	Revenue	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	TOTAL INCOME 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	Category 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Incredients	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	660	704	748.00000000000011	770.00000000000011	792.00000000000011	814.00000000000011	836.00000000000011	880.00000000000011	924.00000000000011	990.00000000000011	1034	638	Packaging	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	160	170	175	180	185	190	200	210	225	235	145	Delivery/Fuel 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	90	96	102	105	108	111	114	120	126	135	141	87	Payment fees (2%)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	36	38.4	40.800000000000004	42	43.2	44.4	45.6	48	50.4	54	56.4	34.800000000000004	Total Variable Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	936	998.4	1060.8000000000002	1092	1123.2	1154.4000000000001	1185.5999999999999	1248	1310.4000000000001	1404	1466.4	904.8	Fixed Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	150	150	150	150	150	150	150	150	150	150	150	TOTAL EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1086	1148.4000000000001	1210.8000000000002	1242	1273.2	1304.4000000000001	1335.6	1398	1460.4	1554	1616.4	1054.8	Profit Summary	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	Profit /Loss	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	714	771.59999999999991	829.19999999999982	858	886.8	915.59999999999991	944.40000000000009	1002	1059.5999999999999	1146	1203.5999999999999	685.2	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Profit Margin 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0.39666666666666667	0.40187499999999993	0.40647058823529403	0.40857142857142859	0.41055555555555551	0.41243243243243238	0.41421052631578953	0.41749999999999998	0.42047619047619045	0.42444444444444446	0.42680851063829783	0.39379310344827589	
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Yearly Forecast Jan 2027- Dec2027

PURE PLATES KIT

Category  January February March April  May June  July  August  September  October  November December 

INCOME

Meals sold (units)

300 320 340 350 360 370 380 400 420 450

470

290

Price per meal 

6.00 £           6.00 £          6.00 £             6.00 £         6.00 £         6.00 £         6.00 £         6.00 £         6.00 £               6.00 £              6.00 £                6.00 £               

Revenue

1,800.00 £    1,920.00 £   2,040.00 £     £2,100.00 £2,160.00 £2,220.00 £2,280.00 £2,400.00 2,520.00 £       2,700.00 £       2,820.00 £        1,740.00 £        

TOTAL INCOME 

1,800.00 £    1,920.00 £   2,040.00 £     £2,100.00 £2,160.00 £2,220.00 £2,280.00 £2,400.00 2,520.00 £       2,700.00 £       2,820.00 £        1,740.00 £        

Category  January February March April  May June  July  August  September  October  November December 

EXPENSES 

Incredients

660.00 £       704.00 £      748.00 £        770.00 £     792.00 £     814.00 £     836.00 £     880.00 £     924.00 £          990.00 £          1,034.00 £        638.00 £           

Packaging

150.00 £       160.00 £      170.00 £        175.00 £     180.00 £     185.00 £     190.00 £     200.00 £     210.00 £          225.00 £          235.00 £           145.00 £           

Delivery/Fuel 

90.00 £         96.00 £        102.00 £        105.00 £     108.00 £     111.00 £     114.00 £     120.00 £     126.00 £          135.00 £          141.00 £           87.00 £             

Payment fees (2%)

36.00 £         38.40 £        40.80 £          42.00 £       43.20 £       44.40 £       45.60 £       48.00 £       50.40 £             54.00 £            56.40 £             34.80 £             

Total Variable Costs 

936.00 £       998.40 £      1,060.80 £     £1,092.00 £1,123.20 £1,154.40 £1,185.60 £1,248.00 1,310.40 £       1,404.00 £       1,466.40 £        904.80 £           

Fixed Costs 

150.00 £       150.00 £      150.00 £        150.00 £     150.00 £     150.00 £     150.00 £     150.00 £     150.00 £          150.00 £          150.00 £           150.00 £           

TOTAL EXPENSES 

1,086.00 £    1,148.40 £   1,210.80 £     £1,242.00 £1,273.20 £1,304.40 £1,335.60 £1,398.00 1,460.40 £       1,554.00 £       1,616.40 £        1,054.80 £        

Profit Summary

January February March April  May June  July  August  September  October  November December 

Profit /Loss 714.00 £       771.60 £      829.20 £        858.00 £     886.80 £     915.60 £     944.40 £     1,002.00 £  1,059.60 £       1,146.00 £       1,203.60 £        685.20 £           

Profit Margin  40% 40% 41% 41% 41% 41% 41% 42% 42% 42% 43% 39%
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										Yearly Forecast Jan 2027- Dec2027

										PURE PLATES KIT



				Category 		January		February		March		April 		May		June 		July 		August 		September 		October 		November		December 

				INCOME

				Meals sold (units)		300		320		340		350		360		370		380		400		420		450		470		290

				Price per meal 		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00		£   6.00

				Revenue		£   1,800.00		£   1,920.00		£   2,040.00		£2,100.00		£2,160.00		£2,220.00		£2,280.00		£2,400.00		£   2,520.00		£   2,700.00		£   2,820.00		£   1,740.00

				TOTAL INCOME 		£   1,800.00		£   1,920.00		£   2,040.00		£2,100.00		£2,160.00		£2,220.00		£2,280.00		£2,400.00		£   2,520.00		£   2,700.00		£   2,820.00		£   1,740.00





				Category 		January		February		March		April 		May		June 		July 		August 		September 		October 		November		December 

				EXPENSES 

				Incredients		£   660.00		£   704.00		£   748.00		£   770.00		£   792.00		£   814.00		£   836.00		£   880.00		£   924.00		£   990.00		£   1,034.00		£   638.00

				Packaging		£   150.00		£   160.00		£   170.00		£   175.00		£   180.00		£   185.00		£   190.00		£   200.00		£   210.00		£   225.00		£   235.00		£   145.00

				Delivery/Fuel 		£   90.00		£   96.00		£   102.00		£   105.00		£   108.00		£   111.00		£   114.00		£   120.00		£   126.00		£   135.00		£   141.00		£   87.00

				Payment fees (2%)		£   36.00		£   38.40		£   40.80		£   42.00		£   43.20		£   44.40		£   45.60		£   48.00		£   50.40		£   54.00		£   56.40		£   34.80

				Total Variable Costs 		£   936.00		£   998.40		£   1,060.80		£1,092.00		£1,123.20		£1,154.40		£1,185.60		£1,248.00		£   1,310.40		£   1,404.00		£   1,466.40		£   904.80

				Fixed Costs 		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00		£   150.00

				TOTAL EXPENSES 		£   1,086.00		£   1,148.40		£   1,210.80		£1,242.00		£1,273.20		£1,304.40		£1,335.60		£1,398.00		£   1,460.40		£   1,554.00		£   1,616.40		£   1,054.80

				Profit Summary		January		February		March		April 		May		June 		July 		August 		September 		October 		November		December 

				Profit /Loss		£   714.00		£   771.60		£   829.20		£   858.00		£   886.80		£   915.60		£   944.40		£   1,002.00		£   1,059.60		£   1,146.00		£   1,203.60		£   685.20

				Profit Margin 		40%		40%		41%		41%		41%		41%		41%		42%		42%		42%		43%		39%

																												 





INCOME	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Meals sold (units)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	300	320	340	350	360	370	380	400	420	450	470	290	Price per meal 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	6	6	6	6	6	6	6	6	6	6	6	6	Revenue	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	TOTAL INCOME 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1800	1920	2040	2100	2160	2220	2280	2400	2520	2700	2820	1740	Category 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Incredients	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	660	704	748.00000000000011	770.00000000000011	792.00000000000011	814.00000000000011	836.00000000000011	880.00000000000011	924.00000000000011	990.00000000000011	1034	638	Packaging	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	160	170	175	180	185	190	200	210	225	235	145	Delivery/Fuel 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	90	96	102	105	108	111	114	120	126	135	141	87	Payment fees (2%)	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	36	38.4	40.800000000000004	42	43.2	44.4	45.6	48	50.4	54	56.4	34.800000000000004	Total Variable Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	936	998.4	1060.8000000000002	1092	1123.2	1154.4000000000001	1185.5999999999999	1248	1310.4000000000001	1404	1466.4	904.8	Fixed Costs 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	150	150	150	150	150	150	150	150	150	150	150	150	TOTAL EXPENSES 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	1086	1148.4000000000001	1210.8000000000002	1242	1273.2	1304.4000000000001	1335.6	1398	1460.4	1554	1616.4	1054.8	Profit Summary	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0	0	0	0	0	0	0	0	0	0	0	0	Profit /Loss	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	714	771.59999999999991	829.19999999999982	858	886.8	915.59999999999991	944.40000000000009	1002	1059.5999999999999	1146	1203.5999999999999	685.2	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	Profit Margin 	January	February	March	April 	May	June 	July 	August 	September 	October 	November	December 	0.39666666666666667	0.40187499999999993	0.40647058823529403	0.40857142857142859	0.41055555555555551	0.41243243243243238	0.41421052631578953	0.41749999999999998	0.42047619047619045	0.42444444444444446	0.42680851063829783	0.39379310344827589	
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