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Nurhayat Osman (2009046)

Dear Mr., Munna,
We are very pleased to enclose our business plan for Green Mission. The business plan incorporated detailed information about the shop, a thorough assessment of opportunities in the marketplace, and a fully explained plan on how to seize them.
The shop will have a diversified product portfolio thus increasing its stability and decreasing the risk of losing the investment in case a certain product fails to do well. With the location of the shop, there will be a wider variety of potential customers which will improve the profit margin. A lot of foot traffic in the areas offers the shop a ready-made customer base being a busy area.
We believe that our business will be well established with its location. Thank you for your time and consideration. I hope you will review the business plan. Any of us is available for any questions or would like to discuss the plan. Waiting to hear from you.
Sincerely,
Zero-Waste team









[bookmark: _Toc70512301]Executive Summary


Green Mission will be a private limited company as a zero-waste shop which will be in London zone 2 near Battersea Park, England in the United Kingdom. The shop will be dealing with products such as sanitary products, herbs, nuts, fresh products, rice, among others. The company’s mission is to provide its customers with quality products with the core purpose of offering better services to shoppers a little better every day. The company aims at being the champion for customers by enabling them to enjoy a better quality of life and making their way of living more easier by availing what they need closer to them. The name of the company has already been developed, its logo and the website are in the process and they will be complete in time before the launching of the company. The stock and needed equipment have already been determined. 
The main objectives of the company are to launch the shop and acquire more customers by decreasing the prices of the products thus making shopping cheaper. The company also intends to develop a huge internet shopping after its establishment as well as making a delivery with bicycles. As the company grows, it will help in creating jobs for the local community. The company being a zero-waste shop will ensure that nothing is sent to landfills by reusing the packaging materials as well as recycling. The brand of the company will focus on the value proposition that is unique to Green Mission Shop. These propositions will include offering staple products of high quality such as herbs and spices, food dispensers, zero waste accessories, cleaning products, and bathroom and beauty. The location of the shop is a convenient and suitable option for grabbing the necessities when walking home in the evening (Cole, et al 2014). For the promotion strategy, the company is targeting people who reside and work within proximity to the company location. To reach people, Green Mission will use direct mails to the neighbourhood where the mail will consist of the information generally regarding the company which will include its name, the discounts being offered, the opening hours, and measures in ensuring zero waste and creation of awareness to people hence frequently buying their products from Green Mission. The company will contact local televisions and newspapers and send them a press release that consists of a description of the opening and launching of Green Mission and a detailed description of the company in the zero- waste market thus helping in building public relations.






The company’s main competitors will be Hetu, the Bulk market, Fareshares among others. To gain a competitive advantage over its competitors, the company will offer discount coupons and vouchers that will be redeemable at a given period. 
The company targets to acquire about 10,000 customers by the end of the 2021 financial year.  The company will serve the residents of London zone 2 and the areas that immediately surround this area as well as those who work in London. The company will target middle-class customers and people of the age between 18 to 70 years, both working-class and students, male and female (Finch, 2013). Most residents of this area are workers thus lack the time to do shopping in a supermarket hence grabbing the necessities in a shop at their convenient time serves them best.  Green Mission aims at meeting this need.  
The management of the company will aim at reducing the cost of purchases and the costs of operations and since most of the products offered by the company are available in other shops, Green Mission will use cost-plus pricing which involves adding a standard mark-up to the product cost (Urbanová, 2020). The other pricing strategy that will be used by Green Mission is good value pricing with few temporary discounts on prices.
The company has conducted primary research to understand the market include the zero-waste industry, London zone 2 regions, the customers in this region as well as the competitor. Surveys, observations, and interviews have been carried to acquire brand new data of the market currently and knowing the current customers (Ying et al, 2019)
Business Description and History.
The Green Mission shop will be in London Zone 2 near Battersea Park in England, United Kingdom. The company will be offering products including, herbs, fresh products, nuts, cakes, nutritional drinks, canned foods, baked goods, chips, crisps, corn snacks, cleaning products, sanitary products, rice, among others. Also, we will be using paper bags, reusable containers, eco disposables, waste management, glass containers as well as a refill bottle.

 We do not have any business history with this business yet as this is a completely new idea and we all believe in this business, and we believe that we will have a beautiful and successful business history in the next 5 10 years. How did this idea come about? our friend 





Patricia had the idea and she shared it with us with really. passion and enthusiasm, we started to think of for a while. After we decide that it will be a wonderful opportunity for us to be part of those people who are trying to reduce waste and recycling for a better world, so we started to research together, and here we are. The main source of finance will be contributions from the partners forming the company each member is to contribute £10.000. The other revenue will be made from the sale of products in the shop.
The company targets about 10,000 customers by the end of the financial year who are 
mostly the residents of London zone 2 and the surrounding areas. 
Residents of these areas being mostly the working class, lack time to visit supermarkets, thus Green Mission will work best for them as home delivery will be incorporated later. In understanding the market, primary research has been carried out including surveys, observations, and interviews. To promote its products, direct mails will be used which will consist of the name of the company, products offered, discounts offered and the opening hours. Competitors will include Hetu, Bulk Market, and other zero waste shops locally. The major competitor is Hetu and other general shops within the vicinity.
The short-term objectives of Green Mission are introducing the shop into the market and get more clients. This will be achieved through the provision of an opportunity where customers can buy their products online and pick them up in the shop, the advantage of this is in case customers are unhappy with the products after they have seen them, they can return them right away.
In the long run, the company will also be able to deliver its products to its customers using bicycles. This will help the company is offering a wide customer range as well as providing exposure to new customers outside the regular locals and other customers around the neighbourhood. The company aims at also enter the global market as it grows. This essential for the company to have new revenue potential, diversify the company’s market as well as acquiring large economies of scale (Fuentes, Enarsson, and Kristofferss 2019).


[bookmark: _Toc70512302]Business Structure.


Green Mission will be led by a General Manager, Patricia, who has five years’ experience in the hospitality industry. The general manager will be responsible for running the company. She will manage everything in the company including checking the inventory as well as deciding which products to stock. They are also responsible for ensuring that customers are satisfied (Johnson, 2013). The customer service manager will take charge of the customer service department in fostering positive relationships with the clients. The manager will also interact with customers on daily basis responding to their questions and giving guidance to the appropriate services as discussed above.
The head of the accounting department will prepare and examine the financial record. Nicolay who will the head of this department is experienced in completing tax returns to ensure that the company complies with relevant laws and regulations. He will guide the company on ways of reducing costs as well as enhancing revenue and improving profit. Nicolay has a Bachelor’s degree in Accounting from UWTSD.
The Human Resources manager department will be under Nurhayat Osman, so my role will include improving the experience of customers as well as taking ownership of the issues of the customers and resolving them. Maintains the work structure by updating job requirements and job descriptions for all positions. I have completed level 2 and Level 3 beauty therapy qualifications and I have 2 years of experience working with clients. Due to my sector which I am. I have honed skills such as planning and organizing, excellent verbal communication skills, professionalism, friendly and approachable and I think this will help me with my role as a human resource manager.
The sales and marketing department will be headed by Vivian. Her role will include all the activities and operations involved in the promotion and sale of goods provided by the company. 
Valeria will serve as the operation manager thus ensuring productivity, quality, and efficiency of the services offered by the company. 

                                       Student Description 


Patricia Chirvase (2010291)
School Experience 
In 2016 I paused my studies on social sciences due to financial issues.
In 2020 I started my higher education in Skills for the Workplace
Work Experience
2016-2017 employed in customer service in an Ice Cream shop
2017-2018 employed as a pizza chef in a restaurant.
2018-2019 employed as a training butcher.
2019-present employed as a Team Leader in a restaurant.
During these years I gained many skills such as time management, excellent customer service, decision making and problem-solving. 
I am aware of the gaps in my education, but I am planning to continue my studies in business after the end of this foundation year.

[bookmark: _Toc70512303]Technology plan
Mission statement
Our shop will provide different environmentally friendly products, the purpose is to sell:
- Dry food (flour, seeds, coffee …)
- Fresh products (vegetables and fruits)
- Sanitary products



- Cleaning products
- Reusable containers 
We also aim to provide a delivery service for all the people who cannot reach us physically. We want to ensure equal access to everyone. We must furnish our shelves with local and organic merchandise; the shop will also avoid the usage of plastic.
We are doing this because we want to sell a lifestyle, not just a product, we also want to create a vision where our way to live and buy groceries is sustainable, affordable and reachable by anyone.
Our mission statement is:
‘’Give employees a healthy work environment                                                                           
 Give customers a zero-waste lifestyle,                                                                                     
 Give the planet a chance to live further.’’                                                            

Vision statement
‘’If the Mission is Green, the future is clean.’’
We want our vision to inspire the people that work with us or purchase from us to be aware of their choices while they go grocery shopping. We also hope that the community understands that the decisions made today, will have an impact on the survival of our planet, our home.
Process development
The advent of new technologies made our day-to-day life easier than before. Now we can pay with just a touch of the card, almost every home has a television, we can get delivered anything to our front door and we have cars who drive by themselves. 




In 2007 Amazon prime members could profit from the service of Amazon Fresh, which is an online delivery service. Recently Amazon Fresh opened their first shop in the UK, where there is no checkout, you enter the shop by scanning your phone, you do your groceries and just walk out. This is an innovative way to do grocery shopping and it cuts all that time we were spending in the cue. 
Green Mission does not use this technology yet, but our customers can benefit from different equipment.
Since the shop aims to produce zero waste, we will need to use some technological devices to replace the comfortable single packaging.
[image: ]
The image above shows a Smart POS System cash register with a weighing checkout scale. This device can offer more services required for the business than we can see, customer management, invoicing management, and basic data management. We will also provide a similar scale where our customers can weigh and see the price of each product. The Mission is to pay for the quality, not the package.
One of our goals is to inform the consumer about the provenience of our merchandise. Training the staff is the first step but technology can help to bring this experience a step further. Each product will have a different QR code, once the customer scans the code with their phones, they will be directed to our website where they can find all the information regarding 



the provenience of the product. In this way, we are not just informing our customers, but we promote our local suppliers and encourage them to buy local.
If the prevision of our profits will be correct, we will create our app where we offer a special delivery service.
This service will be different from others because we want to employ the youth, according to the government website in the UK the minimum age children can work is 13 years old. 
We want to give a chance to the youngest, from 15 years old, to develop the work ethic and the skills necessary for future employment, the chance to earn their own money and learn self-reliance. The service will be available to the local community, but especially to the people who cannot reach our shop by themselves. The teen connects to the app to see if there is any request, reaches our shop by foot or bike and delivers with the assistance of the app the customer. The parents of the minor will always be aware of where their child is by installing our app. We will also provide a small attachable minicamera to our teen workers, therefore the family can be sure of the security of their child.
Green Mission is a small business, but we like to see the bigger picture and we are open to future technology, with the hope that it will not only make our life easier but also more sustainable.
[bookmark: _Toc70512304]Management and Organisational Structure
Legal Structure
Green Mission will be a Private Limited Company.
Management Summary
Patricia Chirvase is the founder and CEO of Green Mission. She has five years’ experience in the hospitality industry. During this time, she covered the role of team leader where the responsibilities were to train the new staff, organize their duties and breaks, report to the manager any issues, and close the tills at the end of the day with a report to send to the main office and each manager.



Valeria Varga is the Chief operating officer of the company, she has 30 years’ work experience, first as a teacher, subsequently as a translator and many of these years in customer service. Her team spirit and organisational skills bring her to always find creative and constructive solutions to keep the team moving. The enthusiasm and loyalty make her the perfect candidate for this position.
Vivian Dimishkovska will cover the role of Marketing Manager, her early job experience consists in a sales representative for a company in the beauty sector, later as an office manager in a logistic company and more recently promoted to operational and sales manager. Some of her many skills include the ability to work under pressure and meet targets, also excellent understanding of customer behaviour and needs. 
Nurhayat Osman is going to occupy the role of Human Resources Manager, she has two years of experience in customer treatment as a beauty therapist, but with the accomplishment of the level three diploma in Theatrical Special Fix and Media Make-up, and the current Certificate pursued, she has the ambition necessary for this role. 
[bookmark: _Toc70512305]Job Description
Chief Executive Officer (CEO)
· Respect the company’s rules, displayed in its memorandum of association (legal statement signed by all initial shareholders).
· Manage day-to-day operations.
· Keep company records and report changes.
· File the accounts and the Company Tax Return
· Pays Corporation Tax
· Adjusts business strategies with the vision statement




Chief Financial Officer (CFO)
· Analyses a company's financial strengths and weaknesses. 
· Establishes where to direct sales efforts
· Develops financial strategies 
· Prepare financial statements such as Balance sheet, Income statement, Cash flow statement.
Chief Operational Officer (COO)
· Manages stock 
· Chooses suppliers and buys quality materials
· Design operation strategies
· Reports to the CEO and implements his decision in the day-to-day operational business functions.
Marketing Manager 
· Analyses the market, the trends, and the consumer behaviour.
· Researches the market and develops strategies accordingly. 
· Develop advertising campaigns
· Decides promotions and prices of the products
Human Resource Manager
· In charge of recruitment, training, bonuses and firing process.
· Develops working conditions and contracts of employment 



· Supports Healthy and Safety legislation 
· Creates strategies to enhance productivity, creativity, and competitiveness.
The roles described above represent the current members and shareholders of the company. The position of Chief Financial Officer is currently open. We are also planning to hire and train one team member that will help us take care of the customer's needs, restock the shelves and keep the shop clean during working hours. Regarding the legal aspect, an attorney will be consulted to make sure we are in line with the government guidelines. 
[bookmark: _Toc70512306]Personnel Plan
	Position
	First Year Salaries 

	CEO
	£22.000

	COO
	£22.000

	Marketing Manager
	£20.000

	HR
	£20.000

	CFO
	£20.000

	Staff
	£15.000

	Consultants
	£4.000

	Total
	£123.000



[bookmark: _Toc70512307]Management Team and Organisational Chart
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Corporate Social Responsibilities (CSR) for the environment 
Based on the Climate change Act 2008 (Gov. UK) it is the duty of the Secretary of State to reduce by 100%, lower than the carbon dioxide footprint from the year 1990, by the end of the year 2050.
We think that the responsibility falls on each one of us. We do not want to wait another thirty years to see a change in social behaviour, we want to help right now. 
The purpose of our small business is to show the community that it is possible to live sustainably and in harmony with the environment. We want also to remind you that shopping zero waste can be beneficial in long term for our finances. When we purchase from a normal grocery store, we are paying each time the price of the package, which more than often is not even recyclable. 
According to an article published in The Guardian in 2009 England spent 32% of local council-tax revenues on waste disposal in 2008, while less than 0.9% of the total is spent on waste minimisation. We are spending more money on trying to solve the problem than trying to prevent it. 




We want to cut the problem from the root and not have to worry about waste disposal because we do not produce it. We are positive that we are not alone in this fight, based on the article wrote by Zoe Morrison more than a hundred zero waste shops opened in 2019 in the United Kingdom, and they keep growing. We want to be a part of this change.
CSR for the ethic and the people
Choosing the suppliers wisely it is an important step towards equity, we do not want to promote discrimination of any kind, we want to assure that the working condition of each employer are decent, and all our suppliers are sustainable. 
We are an organic vegetarian shop, but we are planning to go vegan. We want to do this change gradually because society needs time to accommodate changes, but the choice to go cruelty-free is the best one for a future where we have the necessary resources for everyone. Based on (Allen) article according to the UN ‘’meat and dairy, it is responsible for 14.5% of all greenhouse gas emissions. That is almost the equivalent to the emissions of every car, train, ship, and aircraft on the planet.’’  According to the same article, ‘’the world’s food-related emissions would drop 70% by 2050’’ if we all went Vegan.
We are also aware of the difficulties that some may have in bringing a hot meal to the table every day. According to (Francis-Devine) a journal article from 2020, in the UK 18% of the population lives in poverty on a relatively low income. We would love to do our part to bring this number lower every year, therefore each product with a close expiration date will be donated to the local charities that take care of the unfortunate.
Conclusion
As we know implementing change is difficult, sometimes it takes years, but we have many advantages that can help us go through this process. We have discussed that technology can improve our way of life and can be sustainable at the same time. We have also shown our organisational structure and the experience of each of us, together with our plans. In the end, we demonstrate our ambition to making a social change and take responsibilities for the future of our planet. 
[bookmark: _2et92p0][bookmark: _lnxbz9][bookmark: _35nkun2][bookmark: _Toc70512309]MARKET ANALYSIS AND NEEDS

Viviane Dimishkovska (2010776)

The Zero waste concept is based not just on disposing of your waste separately and recycling it, but on not creating waste in the first place.
In the current system in which people live, this is not yet entirely possible, but it is an important goal on the way to which can achieve significant change. As consumers, we have a strong influence on the business, choosing whether to buy a product or service. And this can already lead to a change in the system itself.
At the heart of zero waste is, above all, responsible and conscious shopping. Buying only what is needed, replacing disposable products such as plastic bags, cups, utensils, etc. with reusable ones, by devoting some time to the separate disposal of what is still left, we can reduce much of our waste.
The concept of zero waste shopping is growing side by side with the tendency of more and more people to turn into local and organic products for their table. According to a recently published research by Wunsch (2020) “In 2019, the sales revenue of organic food and drink sales in the United Kingdom amounted to 2.3 billion British pounds. In 2007 and 2008, sales revenues were comparatively high before sales revenues fell towards 2011. Since then, the sales revenue of the organic food and drink market has seen an almost annual growth towards 2019.”
According to the latest released data from the Office for National Statistics ( Kidd 2021) every household spends an average of  £64.00 per week on groceries. However, this data is average for the whole country and includes households on low and high income. Another research from the ONS suggests that the households with higher income (above £72,000 p/a) are spending 3 times more money on food and beverage rather than the households with income below £12,000 p/a.
The idea of behaviour creating a “Green Mission” is strongly motivated by the data showing the change in customer and needs. The growing market for organic food and the need to replace plastic packaging is an excellent opportunity for the company to achieve its objectives. Priority in the activity of the company is the activities related to the successful competition on the market, the production of products in close dependence on the wishes of the clients, and the offering of quality products at low prices.
The company considers the adopted policy to be appropriate and in the next two years will adhere mainly to strengthening its competitive position in the market and providing financial, technological, raw materials, and human resources for the realization of its advantages.





[bookmark: _Hlk70185451]ANALYSIS OF THE MICRO- ENVIRONMENT OF ‘GREEN MISSION”
[bookmark: _Toc70512310]SWOT ANALYSIS


	Strengths 
· High-quality organic products
· Eco – friendly packaging 
· Fresh Vegetables and fruits directly from local farms.
· High range of dairy alternatives 
· Excellent customer service
· Young, motivated, and skilled staff team
· Unique product informative system based on QR codes.


                         
	Weaknesses 
· Lack of staff experience in the food industry 
· Shortage of products
· High rental costs 
            High staff costs

	Opportunities 
· Continue market development.
· Increase in product assortment. 
· Potential franchised model 
· Potential growth on a national level 
· Potential growth on an international level


	Threats
· Low priced competitors
· External political factors
· Shoplifting
· Weak economy
· Recession


FIGURE 1. ANALYSIS OF THE MICRO - ENVIRONMENT OF ‘GREEN MISSION”
[bookmark: _Hlk70186221]











                             

                        ANALYSIS OF THE MACRO ENVIRONMENT OF “GREEN MISSION”
[bookmark: _Toc70512311]PEST ANALYSIS


	Strengths 
· Worldwide chain, Franchise 
· Good location of the shop, Delivery available 
· Loyalty club with promotions 
· No competitors in the area 

	Weaknesses 
· Lack of assortment of fresh vegetables and fruits. 
· Related to import of international goods rather than local producers. 
· High investment levels of franchise 


	Opportunities 
· Opening 2 new stores in London 
· Growing the franchise stores 

	Threats
·  Entry of new competitors the recession of the economy
Shortage of products due to border controls and late delivery


FIGURE 2. ANALYSIS OF THE MACRO ENVIRONMENT OF “GREEN MISSION”
Political Factor
This factor is characterized by a high degree of dynamism and depends on government policy in the country. State regulation outlines an invisible framework in which the company will operate. The political and legal factor has a strong influence on the product given the growing trends for increasing protection of consumer interests, improving the regulation of trade and the fight against unfair competition, protection of intellectual property.
Based on the facts, it can be said with certainty that the policy in the United Kingdom is extremely unstable. Since 2016, the country has been shaken by repeated political scandals caused by the difficult departure of the country from the European Union. The difficult economic situation and the last-minute agreed “trade deal” between the UK and the EU are part of the consequences of the government's untimely reactions.
This whole situation with the policy of the United Kingdom also affects the companies and organizations and their development. People as consumers are less and less believing what they hear and see every day in the media. They have become more reserved about the origin and quality of the products and services offered on the market.
Economical Factor 
 According to the data from ONS, following the 2016 referendum, real GDP growth fell from 2.6% to 1.7% in 2017 and 1.3% in the last two years before the Covid crisis. The pandemic hit the United Kingdom very hard, with GDP falling by a record 20.8% in the second quarter and 8.9% in the third in 2020. Public debt to GDP of 84% in the first quarter of 2020 shot up to 102%, is a historical record for rising debt in such a short period. 
This data shows that the United Kingdom is getting into a deep recession which will significantly impact the customers and business at all. 






Social Factor 
The trend towards a healthier and greener lifestyle is a major factor in changing consumer habits. With the onset of the Covid 19 pandemic, more and more people are paying attention to the origin, production process, and environmental impact of the food that is available on the market.
In these dynamically changing customer preferences, more supermarket chains are reorienting their strategies and are starting to offer a growing range of organic products, as well as policies to limit the use of plastic packaging.
Technological Factor
The revolution in technology is clear. With each passing year, more and more improved or completely new technologies enter the daily life and workplace of a person to save time and labour. The technology systems in “Green Mission “are entirely focused on environmental protection, customer care, awareness, and more favourable shopping.

[bookmark: _Toc70512312]ANALYSIS ON THE COMPETITORS OF “GREEN MISSION”

An online survey shows that within a 3-mile radius of Green Mission’s business, 2 other sites offer the same or similar products. To analyze the strengths and weaknesses of competitors, it is necessary to gather as much information as possible from the source. For this purpose, the two sites were visited by a member of the team, who later also made a thorough review of the information about them on the Internet.

Competitor 1 – “The source bulk foods” – Battersea
[bookmark: _Hlk70186636]A zero-waste shop located in the heart of Battersea. Part of an Australian zero-waste shop chain and opened their first shop in the United Kingdom in 2018.












Competitor 2 – “BYO” – Tooting
 A zero-waste shop located in Tooting Market. Established in 2020. 
	Strengths 
· Good location of the shop 
· No competitors in the area 
Excellent rating in Google reviews
	Weaknesses
· Lack of assortment of fresh vegetables and fruits. 
· Very small shop located in a closed market 
· No online shopping or delivery available 


	Opportunities 
· Expanding to online shopping and delivery 
· Franchise development 
· Potential growth on a national level 


	Threats
· Entry of new competitors
· The recession of the economy
· Shortage of products due to border controls and late delivery
· Closing shop during local lockdowns as it is based in a closed market


FIGURE 3. Competitor 2 – “BYO” – Tooting

[bookmark: _Toc70512313]MARKETING AND SALES PLAN

Target groups 
For the marketing plan, the team identified the following target groups:
1. Women aged between 18 and 70 living in the areas: Clapham, Putney, Balham, Battersea, Tooting, Wandsworth 
2. Men aged between 18-70 living in the areas: Clapham, Putney, Balham, Battersea, Tooting, Wandsworth.
All advertising and promotional campaigns should be targeted, namely at these target audiences, through appropriately selected channels for business promotion.

[bookmark: _Toc70512314]
ADVERTISEMENT CHANNELS


There are many possible channels for business advertising, ranging from traditional, newspapers, magazines, television, radio, and others, to modern methods such as social networks, influencers, video sharing platforms, etc.
After reflection and consultation, our team focused on the following:
Facebook 
Facebook is one of the most important social platforms for online advertising. This social network influences advertising, sales, and to a large extent the time spent online. Advertising on Facebook will allow us to reach more people and devices.
As a start-up business, our team focused on the option of Facebook advertising related to brand recognition. For this purpose, we will create a profile of our future clients, using the target groups we have defined. By determining our ideal customer, we will be able to limit the visibility of the ad by reaching only the desired customers by criteria such as age, gender, place of residence, interests, and more.
The price per 1,000 impressions can vary, but it is around £ 6.80. Our target audience is 250, 000. 
Instagram
Instagram became one of the top social platforms chosen by millions of young people across the world. The channel offers the same type of advertising options like Facebook, but here the price is significantly cheaper. One of the reasons is that Instagram can only be used via a mobile device and it’s not compatible with PC or Laptop.
Our team has chosen to use the same advertising strategy to make our brand more recognizable to our target groups. Our desired figures are again 250,000 impressions and the price here vary between £2.20 – £3.20 per 1,000 impressions. 
Leaflets 
Flyers are a means of advertising a business or service known in the past. In recent years, there is a tendency for fewer and fewer companies to use this advertising channel, as it is expensive, not so reliable, and is a potential prerequisite for environmental pollution.
The team of Green Mission wants to reverse this trend by betting on a completely new type of flyers, which are made from recycled biodegradable paper containing flower seeds. Instead of being thrown in the trash, this brochure can be sown and contribute to the urban bee population. There will be information about how to use the brochure as well as information about our business and a unique one-off code for a 10% discount on the first shop. 







Due to the high price of this type of flyers, we decided to start with a smaller amount of 10.000 (approx.£ 2,300) leaflets and see how many customers we will potentially gain and therefore decide if we use this type of campaign in future. 
 Company website 
The company website is one of the main ways to maintain feedback with our future customers. There they will be able to find out about all the new products, promotions, as well as read useful articles, recipes, and ideas from our blog. Finally, the implementation of the QR system for information on the origin, production, and delivery of the goods offered in the store will be built and maintained in it. For this purpose, our team has chosen to trust professionals in the construction and maintenance of such systems as the expected cost will amount to about £6,000

[bookmark: _Toc70512315]OPERATION AND OPERATION PLAN
Valeria Varga (2009456)


Operation and operation plans are the elements of business that businesses do daily to increase the value of their business and to make a profit. These activities can be optimized to achieve sufficient revenue. In the case of our zero-waste grocery store, particular points have been considered. Following Barrow et al. (2001), our zero-waste shop Green Mission has this operation plan: 
1. Plan for choosing the property and location.
2. Plan for purchasing shop equipment and tools.
3. The operating budget
4. Selection of suppliers and delivery conditions
5. Contingency planning
6. Continuous monitoring of customer satisfaction

[bookmark: _Toc70512316][bookmark: _Hlk68599191]LOCATION AND FACILITIES
[bookmark: _Hlk68599265][bookmark: _Hlk69822888]We try to place the zero-waste shop in a densely populated area or near a roadway and is based in Wandsworth. The floor area of ​​the grocery store exceeds 100 m2. We can call it a mini supermarket, which means it is a self-service shop. According to the plan concept, the rental space is given priority over construction. It is advisable to consider the fact that these stores if rented, would meet expectations as much as possible and not having to spend a lot on remodelling. Checking the general condition of doors, walls, floors, windows, and built-in systems will make it possible to avoid the special investments that are particularly important in the cost of opening a grocery store (such as repairing the edifice) and will result in low repair 





costs. The same goes for communal appliances, such that where the shop’s ventilation equipment is, whether electricity, gas, and water are already connected. After choosing the right place, a very well-thought-out lease must be concluded and only then registered in the commercial register. Thereafter, certificates of inspection for fire safety, sanitary, waste collection, and measuring instruments must also be obtained. According to Gov. UK, we must carry out a health and safety risk assessment in the workplace and take action to remove any hazards. We are also responsible for providing:
· a reasonable temperature,
· enough space, ventilation, and lighting,
· toilets and washing facilities,
· drinking water, and
· safe equipment.
Also, there should be emergency telephones on the commercial floor, information on serving categories of preferential customers, the text of the Consumer Protection Act, and a book of comments and suggestions. The opening time will be 7:00 am to 9:00 pm. Working time will be 6:00 am to 10:00 pm. 
Staff will work two shifts from 6-2 to 2-10. Three salesmen work at two cash registers and one additional staff member who replenishes the goods continuously. An employee who works between 5 pm and 10 p.m. will do the cleaning. To unload the goods, one part-time worker will be employed in the morning from 6 am to 10 am. The office also works in two shifts. In the morning, their job will be purchasing the goods, receiving the orders, conducting telephone calls with purchasers. On the other hand, the afternoon shift will do the administrative identification and the other documentation work. One of the office workers also performs supervisory tasks in the morning and deals with any complaints or special requests from customers. The office work will be done by the 5 founders divided and rotated among themselves. The shop is a mini-supermarket in nature, so the internal business space includes a 100-120 m2 floor area with a warehouse for an office and a toilet with a total floor area of 200 m2. The idea for the floor plan looks like this:
[image: Design Ideas for Your Small Market - YouTube]
Figure 1. Shop plan – shop floor, office, storage, 2 toilets: staff and customers, and cleaning cupboard (10mx20m)

[bookmark: _Toc70512317]EQUIPMENT
Knowing the area and the business concept, we can start planning which equipment to buy. This issue is very important as it occupies a significant part of the initial capital. It is worth addressing this issue separately, as the business is a type of business that relies heavily on properly selected equipment. The equipment required is generally divided into 3 groups:
· The usual shelves and counters are made in workshops. When we order them, they must be universal in size so that we can easily sell them eventually or use them elsewhere.
· Finished equipment is sold in specialty stores. These include, for example, freezers. During the selection, it is worth paying attention not only to the current costs but also to the economy of the future, i.e., electricity consumption.
· Equipment provided by suppliers. These include, for example, containers for the sale of beverages, etc. This is a significant plus, of course, but you have no right to add other items to your invoice.
Furthermore, the slides, shelves, and racks that we install in the sales area, the refrigeration equipment for business and storage purposes, baskets, shopping carts, knives, cutting boards, stainless steel utensils, cash registers, and scales all need to be accounted for.
[bookmark: _Hlk69822922]Everything is sold in bulk and no plastic packaging is allowed. Following a zero-waste business policy, shoppers bring reusable fabric or glass containers to transport food or buy reusable utensils at the store. Paper bags are very good for advertising if they are a nice design. Companies for acquisition tools are Bizerba for the electronic system and Martek for zero waste-gravity dispersers, scoop dispersers, glass jars, etc. 
The office work will be done by the 5 founders divided and rotated among themselves.
[image: ][image: The Sustainable Market: How zero-waste shops work - Believe Earth][image: The UK's Largest Zero Waste Supermarket Has Opened Its Doors - Goodnet]
[bookmark: _Hlk68699736]Figure 2. Some ideas on how to design our shop. Martek food system (https://www.martekfs.com)
[bookmark: _Toc70512318]OPERATING COSTS

1. After baring the store and organizing the equipment, topping up the inventory is the other big item. The monthly fixed cost determination is obvious. 
A list of fixed costs:
· Rent in the first step is good if we can pay for at least 6-12 months.
· Wages for employees. The store usually has 6 vendors, a loader, and a cleaning person.
· Insurance
· Tax and employee contributions.
· We should always save money when advertising.
Fixed costs define the capacity of the firm and its organizational structure. In other words, costs that are not directly dependent on output but are determined by decisions related to the firm's ability to produce goods and services are called structured or variable costs.
A list of variable costs:
· Electricity
· Water
· Gas
· Raw materials (products) 
· Commissions    
[bookmark: _Hlk69545189]Variable costs are necessary initially to produce goods or services. These costs are also called the Product cost. The term ‘structured costs’ accurately explains the essence of these costs. First, we made a product. Now we must wall a structure "around the product" and a structure "around the customers" to sell it. To analyse our own company where we work, we need to consider the following: how many people work for the product (variable costs) and how many people work in the company structure (fixed costs, administration such as sales, distribution, logistics, procurement, marketing, finance, HR, controlling, IT and Fig.). The tendency in the last 20 years is that the variable costs in production are lower and lower and that the fixed, professional costs in the administration are higher.
2. Another dimension of the cube is cost controllability. Costs can be controlled in the short and long term. Some raw materials that belong to variable costs can be changed 







in a very short time - for example, another supplier of materials is required. But there is also that can only be changed in the long run. For example, if direct workers in production are employed indefinitely, then they are controllable in the long run - there are collective agreements, notice periods, and the like. On the other hand, there are also currently controllable such as, advertising costs for product advertising that can be abolished as early as the next day.
3. The third dimension of the cube is the allocation of costs to direct and indirect costs. Direct costs can be assigned to the cost centre without the use of a key. The cost carrier is usually the product and hence the terms Direct Material and Direct Labour. Cost bearers of cost objects can be different: products, customers, regions, activities, cost centre, orders, projects, etc.
According to Scepanovic, (2016), first, we must present the facts about costs in the clearest possible way, showing how they are interconnected, and, second, we must consistently use clearly defined concepts.
The cost cube is a model for explaining costs that have proven itself very well in practice. It displays costs in three dimensions as well as the three tools that the controller has in its tool:
[image: ]




· cost behaviour
· cost controllability
· cost allocation 

Figure 3. Cost cube 


There are always unforeseen costs too: when we plan the budget, we foresee the money in the emergency fund for unexpected expenses that should be completely set aside.  What an unexpected release is, it can be anything at any time. For this purpose, for example, it is good to have a credit card with a certain amount, 3 months of variable and fixed expenses. 

[bookmark: _Toc70512319]SUPPLIERS



Grocery store zero-waste suppliers are easy to find, wholesale companies are ready to deliver for convenience stores at affordable prices.
It is not necessary to choose a single supplier. First, we analyse the prices of different products from different suppliers. Some can only provide dry products or bread, others bring drinks and cereals, others are responsible for household chemistry. All commercial offers need to be considered, sometimes we can find good prices from new wholesalers. Contracting is not a big job when buying goods, but we as a contractor must also pay attention to the reliability and reputation of the supplier, as well as to the quality and cost of the products offered. An important factor in the success of the event will be the timing of the delivery of the goods and the possibility of fast delivery. Suppliers can be found at various exhibitions and markets where the goods are offered by local farmers. This is especially important for shops selling organic products, like our zero-waste company also tries to sell organic products. However, it is not our primary profile. By browsing the available catalogues, we can find some suppliers on special websites. Every grocery store needs to take care of its reputation. To do this, we must check the correctness and timeliness of payments for the products delivered. The sooner a business has a reputation, the greater its chances of developing a business. To promote the business, proven goods are selected in practice. Selection criteria:
· Exact knowledge of the delivery conditions of the products (schedule, cost of goods).
· Is it possible to refund destroyed products?
· How to pay for the services - in instalments, discount in the implementation of the product of the given company.
· It is advantageous to sell supplier goods - the version of the province, the presence of well-known brands.
· How much money is needed for wholesale purchases from selected wholesalers?
· Existence of all related documents (permit, quality assurance certificate) related to the goods.
The supplier follows the efficient work of the grocery store. Wholesalers: 
Infinity foods (availability in references)
Super nutrients (availability in references)
Eco Living (availability in references)

[bookmark: _Toc70512320]CONTINGENCY PLANNING
For profit and growth, in addition to business planning, the business must also create a contingency plan. Contingency business planning (also known as business continuity planning or disaster planning) is a business plan that focuses on crisis management. A business contingency plan is a proposed implementation plan that addresses new emergencies, events, or new information that could disrupt our business.





The purpose of the contingency plan is to:
· ensure the safety of ourselves, our employees, and customers in the event of a disaster such as fire, flood, robbery, data loss, serious employee illness, epidemics, etc.
· ensure that the business can resume operations as quickly as possible.
We would like to include the following types of coverage in the small business insurance policy:
· General liability insurance.
· Product liability insurance.
· Professional liability insurance.
· Employers' liability insurance.
· Cladding of buildings.
· Content and inventory cover.
· Theft.
· Business interruption.

[bookmark: _Toc70512321]CUSTOMER SATISFACTION FEEDBACK
To increase competitiveness, it is essential to keep customers and their needs in mind. However, customer needs are always changing, so it is important to assess the range and needs of our consumers. Customer satisfaction is the consumer’s joy or frustration that they feel after purchase, and it is expected and actual when comparing its performance. Customers have become extremely demanding together with the growth of a wide selection available. The market, the products, and services produced are becoming more and more homogeneous due to the great similarity. Therefore, meeting the needs of consumers is becoming an increasingly difficult task. Because of all this and the intensifying competitive situation, companies need to win over and retain consumers. Marketing can provide feedback on consumer needs using state-of-the-art tools and logistics. Based on that feedback we can set new goals along with marketing.










[bookmark: _Toc70512322]FINANCIAL PLAN



(Team Member left a group, summary written by Valeria Varga (2009456) calculation part done by Viviane Dimishkovska (2010776))
The strategy outlined in the previous points will certainly be both revenue and expenditure. It will be measurable in various resources, such as:
· in time
· in human resources
· in money.
To be able to calculate how much budget our work, does our business model work, does it pay off marketing - and will that be enough to achieve milestones, goals, and to accomplish the mission, we will need a financial plan.
The financial plan will look like this:
· ● Revenues
· ● Expenses and expenses
· ● Coverage points
· ● Income statement
· ● Scales
· ● Break-even
· ● Investment plan
· ● External sources
· ● Cash flow
The financial plan is the most important element of our business plan. The purpose of financial planning, in short, shows whether what we are doing is working or not. The financial plan can be prepared for ourselves, but also internal team members or external partners/investors. The point in each case is to be able to make predictions about whether our business will be successful. Not, to be confused with accounting, however! We do not have to make such accurate and detailed calculations; it is the job of the accountant. We need to be precise enough to play the economy of the business on paper. Like a business plan, it outlines the logical pitfalls before we even start building a business, product, or service. But if we are an internal or external partner/partner, we need to illustrate the data in a detailed and understandable way. However, there are some conditions that each financial plan must meet! A financial plan must be Realistic, Complete, and Objective. It should include all expected revenues and expenses to provide an educated, accurate estimate of the future. It would not be profitable at once - and we have already put in half a year of work, set up a webshop on it, gained followers, built marketing systems. There may be errors in the calculation. There is no problem with that either, so it’s important to break down the main goal, the zero balance 





(and then profitable operations) into smaller milestones. So, we will see much sooner whether we achieve these much closer goals - and if not, why not. It is best to figure out the logical pitfalls on paper. But if that does not work, it’s still better to figure it out at the first milestone than to wait years for our work to pay off.
It is very important to always be able to look at financial data before making decisions. If therefore, we have to chew ourselves through a pile of paper that is intricately worded and shows 1000 kinds of graphs, we will not use it.
This is an important principle for starting a business: The simpler something, the more practical and usable. Easy to modify a financial plan, like a business plan or marketing plan, is a living, breathable document. Many who do it and are convinced of the viability of their idea put it away and never take it out again. Yet market conditions, our target audience, and the company itself are constantly changing. It is, therefore, worthwhile to take out the plan every month and update it with current numbers and forecasts. Many divide the financial plan in many ways - some break it down into just 3 main parts, but some break it down into 10-12 parts. It does not matter how many parts you break down as long as the calculations and forecasts meet the requirements described above.
· Revenues
· Total revenue from the sale of a product or service. This includes everything that flows into the account, one-on-one.
· Expenses and expenses show how much it costs to run a business, operate, produce products, or provide services - or invest. Everything that flows out of the bill goes here.
· Hedging points: The break-even point is when revenues and expenses balance each other, none more than the other. So, the break-even point shows that the company: self-sustaining if revenues are greater than costs, we need an external source if the costs are greater than the revenues. So, it is profitable above the hedging point while operating below it is unprofitable.
· The income statement shows the results for a specific period, such as a business year. In other words, it shows how much the actual profit or loss was in that period.
· Balance It shows the existing assets of the company and the source of financing. The accountant will do it.
· Payback point, i.e., break-even the moment when the capital invested in the business pays off. This happens when all the money and time invested in the life of the business comes back. When the business achieves this, it starts producing a return - the surplus that we cut into. The higher the return on return, the better the investment for the business. So, if a business idea brings a higher return on your calculations after the 
payback point than any other investment opportunity - we can start building our business.
· Investment plan








· Here are the tools that we want to start in a new business. It can be any device, software, equipment, machine, real estate, etc. The point is to attach the acquisition time, the acquisition cost, and the acquisition source (equity, loan, tender, etc.).
· Financing
· Investments and costs can be covered in two ways: From equity or external sources. family help, credit, competition, venture capital angel investment. There are two types, repayable (e.g., loan, part of applications) and non-repayable (e.g., venture capital, another part of applications).
· Cash flow undoubtedly the most important part of the financial perspective. Perhaps the most important element of the whole business plan. When we talked about a living, breathable document, we thought mostly about cash flow. That is why it should be prepared monthly for the first 1-2 years. It tells you how much money you need to achieve each goal, when it will be due - and where that amount will come from. How is this different from the revenue/expenditure part? When a revenue should arrive on time from one of your customers, it will be included in your revenue. But if you are late with the payment, it will not be included. You only see numbers or lack of them in revenue - but cash flow is what explains this. That is why if we prepare a financial plan for an external partner, always include a summary of our cash flow.
· Based on the ready financial plan, we can make predictions for the future. This will help us measure our company’s progress and set milestones. Predictions help us know when we will reach break-even or when we will achieve financial independence. An investor essentially pays us because of our work to implement our idea. 











	[bookmark: _Toc70512323] 
	BREAKEVEN ANALYSIS

	
	VARIABLE COSTS
	COST PERCENTAGE

	
	Cost of Goods Sold
	27.0%

	
	Inventory
	10.0%

	
	Raw Materials
	6.0%

	
	Direct Labour (Includes Payroll Taxes)
	23.0%

	
	Total
	66.0%


	
	                           FIXED COSTS
	COSTS

	
	     Salaries (Includes Payroll Taxes)
	£123,000

	
	Supplies
	£10,000

	
	Repairs & Maintenance
	£1,000

	
	Advertising
	£15,000

	
	Car, Delivery And Travel
	

	
	Accounting And Legal
	£1,800

	
	Rent
	£20,000

	
	Telephone
	

	
	Utilities
	£5,000

	
	Insurance
	£2,000

	
	Taxes (Property etc.)
	

	
	Interest
	

	
	Depreciation
	

	
	Other (specify)
	

	
	Miscellaneous expenses
	£5,000

	
	Principal Portion Of Debt Payment
	

	
	Owner’s Draw
	£50,000

	
	Total
	£232,800

	
	

	
	[bookmark: RANGE!B22]BREAKEVEN SALES LEVEL
	[bookmark: RANGE!C22]£684,706
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                                                  Conclusion
Nurhayat Osman (2009046)
In conclusion, Green Mission is a business establishment that wants to venture into the zero-waste market. The company can favourably compete with other companies in the same market as well. Green Mission has invested a lot of efforts during the survey for its establishment and in financial projection terms. The team is confident and believe its business venture will create and establish a satisfactory investment return each year. It is hoped that a good loyal customer base will be built in every year. Green Mission will cut down on unwanted packaging which mostly ends up in the landfill. It will reduce food waste as well as saving household expenses (Zaman and Newman, 2021). The company will be accountable socially through its promotion of local and Fairtrade producers.
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[bookmark: _Hlk69546006]


· Barrow, C., Brown, R., and Clarke, L. (2001) The business enterprise handbook: A complete guide to profitable growth for all entrepreneurs and SMEs. London: Kogan Page.
· Business plan, Management courses, Operational plan template Available  https://www.businessballs.com/strategy-innovation/operational-plan-template/ Accessed (18.04.2021.)
· Business premises and business rates Available https://www.gov.uk/renting-business-property-tenant-responsibilities GOV.UK Accessed (08.04.2021) 
· [bookmark: _Hlk68700337][bookmark: _Toc70512326]Design Ideas for Your Small Market Available https://www.google.com/search?q=minimarket+floor+plan&tbm=isch&ved=2ahUKEwjQ6pPWgurvAhVGpBoKHchaD6IQ2-cCegQIABAA&oq=minimarket+plan&gs_lcp=CgNpbWcQARgBMgQIABATMggIABAIEB4QEzIICAAQCBAeEBMyBggAEB4QEzIICAAQBRAeEBMyCAgAEAgQHhATMggIABAIEB4QEzIICAAQCBAeEBMyCAgAEAgQHhATMggIABAIEB4QEzoECCMQJzoHCCMQ6gIQJzoCCAA6BAgAEEM6BAgAEB5Q89gRWOGWEmClrRJoAXAAeASAAbcCiAHiFpIBBzkuNi4zLjKYAQCgAQGqAQtnd3Mtd2l6LWltZ7ABCsABAQ&sclient=img&ei=34lsYJD_F8bIasi1vZAK&bih=722&biw=1536&rlz=1C1CHBF_en-GBGB921GB921#imgrc=60IOBswiHNQ0sM Accessed (10.04.2021)
· Eco Living (https://www.ecoliving.co.uk/ecoliving wholesaler.html?gclid=Cj0KCQjwsLWDBhCmARIsAPSL3_1wcXPKuOI85m7t7Xni86j0a5s4ZVFhhwxYQFJa-87SvcWooP3bDpUaAkGPEALw_wcB) Official website of Eco Living Wholesales, Acessed (09.04.2021.) 
· Grasshopper Academy Starting your business, developing a business plan Available https://grasshopper.com/academy/developing-a-business-plan/operations-plan/#:~:text=The%20operations%20section%20of%20your,goals%2C%20procedures%2C%20and%20timeline.&text=An%20operational%20plan%20outlines%20the,to%20complete%20your%20business%20mission. accessed ( 8.04.2021)
· health and safety regulation GOV.UK available http://www.hse.gov.uk/pubns/hsc13.pdf Accessed (04.04.2021.)
· Infinity foods, Available  (https://www.infinityfoodswholesale.coop/) Official website Infinity foods Wholesale, Accessed (10.04.2021.) 
· Maund, A. Schriek, M. and Tinkler, P. (2017). Certificate in Higher Education: Skills for the Workplace Student Yearbook. Sage Publications.
· Morgan, P. (2016). The Business Student’s Guide to Study and Employability. Sage Publications.
· Scepanovic B. Biblija controlling (2016) Available https://www.linkedin.com/pulse/kocka-tro%C5%A1kova-kao-alat-menad%C5%BEera-za-pra%C4%87enje-bojan-%C5%A1%C4%87epanovi%C4%87?trk=read_related_article-card_title Accessed (05.04.2021.)
· Super nutrients, (https://www.supernutrients.co.uk/) Official website Super Nutrients Wholesales, Accessed (10.04.2021.)
· The balance small business, writing an operations plan Available: https://www.thebalancesmb.com/operating-section-of-business-plan-2947031 Accessed (17.04.2021.) 
· The main law covering health and safety at work in the UK is the Health and Safety at Work etc. Act 1974. The Health and Safety Executive (HSE) and local councils are responsible for making sure you follow the law. Available:(https://www.google.com/search?q=zero+waste+shop+equipment&rlz=1C1CHBF_en-GBGB921GB921&sxsrf=ALeKk02VOSj3rFv3Cwj8s3pQvoqiGXxcEA:1617727932820&source=lnms&tbm=isch&sa=X&ved=2ahUKEwj2oZ2WiurvAhXREcAKHX6GAfEQ_AUoAXoECAIQAw&biw=1536&bih=722) Accessed (04.04.2021.) 
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Balance Sheet

FY-2020 FY-2021

Asset Type Previous Year Current Year

Current Assets 0 245,500

Fixed Assets -100 -185

Other Assets 0 0

Current Liabilities 0 28,500

Long-term Liabilities 0 0

Owner Equity 0 42,000

Total Assets -100 257,415

Total Liabilities & Stockholder Equity 0 70,500

Balance -100 186,915
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Assets

FY-2020 FY-2021

Asset Type Description Previous Year Current Year

Current Assets Cash 0 40,000

Current Assets Investments 0 200,000

Current Assets Inventories 0 4,500

Current Assets Accounts receivable 0 0

Current Assets Pre-paid expenses 0 1,000

Fixed Assets Property and equipment 0 12,000

Fixed Assets Leasehold improvements 0 0

Fixed Assets Equity and other investments 0 0

Fixed Assets Less accumulated depreciation (Negative Value) -100 -85

Other Assets Charity

Total Assets -100 257,415
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Liabilities

FY-2020 FY-2021

Liability Type Description Previous Year Current Year

Current Liabilities Accounts payable 3,500

Current Liabilities Accrued wages 2,500

Current Liabilities Accrued compensation 0 500

Current Liabilities Income tax payable 22,000

Current Liabilities Unearned revenue 0 0

Long-term Liabilities Mortgage payable 0 0

Owner Equity Investment capital 40,000

Owner Equity Accumulated retained earnings 2,000

Total Liabilities & Stockholder Equity 0 70,500
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PROFIT & LOSS PROJECTION

FISCAL YEAR BEGINS: JAN 2021

JAN-21 FEB-21 MAR-21 APR-21 MAY-21 JUN-21 JUL-21 AUG-21 SEP-21 OCT-21 NOV-21 DEC-21 YEARLY IND % JAN % FEB % MAR % APR % MAY % JUN % JUL % AUG % SEP % OCT % NOV % DEC % YEAR %

INCOME (SALES) TREND

Fruits and 

Vegetables 3,200 £     3,500 £     3,600 £     3,800 £     4,000 £     4,200 £     4,400 £     4,000 £     4,300 £     4,500 £     4,800 £     5,000 £     49,300 £     12% 17% 17% 18% 18% 18% 18% 18% 17% 17% 17% 18% 18% 17%

Dry cupboard 

foods(flour,sugar, 

beans and etc.) 2,500 £     3,200 £     3,400 £     3,800 £     4,000 £     4,500 £     4,900 £     4,800 £     5,000 £     5,100 £     5,200 £     5,500 £     51,900 £     18% 14% 16% 17% 18% 18% 19% 20% 20% 20% 19% 19% 20% 18%

Dairy alternatives 

and drinks 1,900 £     1,940 £     1,970 £     2,000 £     2,100 £     2,150 £     2,150 £     2,000 £     2,200 £     2,250 £     2,250 £     2,300 £     25,210 £     19% 10% 10% 10% 9% 9% 9% 9% 8% 9% 9% 8% 8% 9%

Cleaning products  3,500 £     3,600 £     3,600 £     3,800 £     3,900 £     4,200 £     4,300 £     4,400 £     4,500 £     4,600 £     4,700 £     4,800 £     49,900 £     11% 19% 18% 18% 18% 17% 18% 17% 18% 18% 17% 17% 17% 18%

Sanitary products 2,500 £     2,800 £     2,850 £     2,850 £     2,900 £     2,900 £     2,850 £     2,850 £     2,900 £     3,200 £     3,250 £     3,250 £     35,100 £     20% 14% 14% 14% 13% 13% 12% 12% 12% 11% 12% 12% 12% 12%

Nuts 3,200 £     3,400 £     3,450 £     3,750 £     3,850 £     4,000 £     4,500 £     4,500 £     4,800 £     5,000 £     5,400 £     5,400 £     51,250 £     10% 17% 17% 17% 17% 17% 17% 18% 19% 19% 19% 20% 19% 18%

Eco friendly 

conteiners 1,500 £     1,600 £     1,650 £     1,700 £     1,700 £     1,650 £     1,600 £     1,600 £     1,670 £     1,700 £     1,750 £     1,750 £     19,870 £     10% 8% 8% 8% 8% 8% 7% 6% 7% 7% 6% 6% 6% 7%

TOTAL SALES 18,300 £  20,040 £  20,520 £  21,700 £  22,450 £  23,600 £  24,700 £  24,150 £  25,370 £  26,350 £  27,350 £  28,000 £  282,530 £  100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
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PROFIT & LOSS PROJECTION

FISCAL YEAR: JAN 2021

JAN-21 FEB-21 MAR-21 APR-21 MAY-21 JUN-21 JUL-21 AUG-21 SEP-21 OCT-21 NOV-21 DEC-21 YEARLY IND % JAN % FEB % MAR % APR % MAY % JUN % JUL % AUG % SEP % OCT % NOV % DEC % YEAR %

COST OF SALES TREND

Fruits and 

Vegetables 1,250 £      1,290 £     1,350 £     1,425 £     1,425 £     1,400 £     1,400 £     1,450 £     1,500 £     1,600 £     1,600 £     1,600 £     17,290 £     12% 16% 15% 15% 15% 15% 15% 14% 15% 15% 15% 14% 14% 15%

Dry cupboard 

foods(flour,sugar, 

beans and etc.) 900 £         925 £        975 £        975 £        1,000 £     1,075 £     1,050 £     1,000 £     1,100 £     1,150 £     1,250 £     1,300 £     12,700 £     18% 11% 11% 11% 10% 11% 11% 11% 10% 11% 11% 11% 11% 11%

Dairy alternatives 

and drinks 950 £         970 £        985 £        1,000 £     1,050 £     1,075 £     1,075 £     1,000 £     1,100 £     1,125 £     1,125 £     1,500 £     12,955 £     19% 12% 11% 11% 11% 11% 11% 11% 10% 11% 11% 10% 13% 11%

Cleaning products  1,350 £      1,425 £     1,650 £     1,750 £     1,750 £     1,825 £     1,800 £     1,800 £     1,750 £     1,750 £     1,900 £     1,925 £     20,675 £     11% 17% 17% 18% 19% 19% 19% 18% 18% 17% 17% 17% 17% 18%

Sanitary products 1,250 £      1,400 £     1,425 £     1,425 £     1,450 £     1,450 £     1,425 £     1,450 £     1,600 £     1,625 £     1,625 £     1,625 £     17,750 £     20% 16% 16% 16% 15% 15% 15% 15% 15% 16% 15% 15% 14% 15%

Nuts 1,600 £      1,700 £     1,725 £     1,875 £     1,925 £     2,000 £     2,250 £     2,250 £     2,400 £     2,500 £     2,700 £     2,700 £     25,625 £     10% 20% 20% 19% 20% 20% 21% 23% 23% 23% 24% 24% 23% 22%

Eco friendly 

conteiners 750 £         800 £        825 £        850 £        850 £        825 £        800 £        800 £        835 £        850 £        875 £        875 £        9,935 £       10% 9% 9% 9% 9% 9% 9% 8% 8% 8% 8% 8% 8% 8%

TOTAL COST OF SALES 8,050 £     8,510 £    8,935 £    9,300 £    9,450 £    9,650 £    9,800 £    9,750 £    10,285 £  10,600 £  11,075 £  11,525 £  116,930 £  100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

Gross Profit ###### ###### ###### ###### ###### ###### ###### ###### ###### ###### ###### ###### ####### 6% 7% 7% 7% 8% 8% 9% 9% 9% 10% 10% 10% 100%
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PROFIT & LOSS PROJECTION

FISCAL YEAR: JAN 2021

JAN-21 FEB-21 MAR-21 APR-21 MAY-21 JUN-21 JUL-21 AUG-21 SEP-21 OCT-21 NOV-21 DEC-21 YEARLY IND % JAN % FEB % MAR % APR % MAY % JUN % JUL % AUG % SEP % OCT % NOV % DEC % YEAR %

EXPENSES TREND

Salary expenses    10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   10,250 £   123,000 £   12% 73% 83% 82% 82% 73% 83% 82% 82% 82% 73% 83% 82% 80%

Payroll expenses    150 £        150 £        150 £        150 £        150 £        150 £        150 £        150 £        150 £        150 £        150 £        150 £        1,800 £       9% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1%

Outside services   - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £              2% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Supplies (office and 

operating)   100 £        100 £        100 £        100 £        100 £        100 £        100 £        100 £        100 £        100 £        100 £        100 £        1,200 £       8% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1%

Repairs and 

maintenance   50 £          30 £          80 £          60 £          30 £          40 £          60 £          100 £        50 £          40 £          30 £          60 £          630 £          3% 0% 0% 1% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0%

Advertising   1,559 £     - £             - £             - £             1,559 £     - £             - £             - £             - £             1,559 £     - £             - £             4,677 £       15% 11% 0% 0% 0% 11% 0% 0% 0% 0% 11% 0% 0% 3%

Car, delivery and 

travel   100 £        80 £          100 £        100 £        80 £          100 £        100 £        80 £          100 £        70 £          90 £          110 £        1,110 £       12% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1% 1%

Accounting and 

legal   5 £            13 £          6 £            15 £          19 £          10 £          12 £          9 £            15 £          16 £          4 £            9 £            133 £          9% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Rent   1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     1,667 £     20,004 £     1% 12% 13% 13% 13% 12% 13% 13% 13% 13% 12% 13% 13% 13%

Telephone   25 £          25 £          25 £          25 £          25 £          25 £          25 £          25 £          25 £          25 £          25 £          25 £          300 £          1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Utilities   16 £          19 £          9 £            16 £          13 £          2 £            4 £            24 £          16 £          22 £          7 £            18 £          166 £          1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Insurance   20 £          20 £          20 £          20 £          20 £          20 £          20 £          20 £          20 £          20 £          20 £          20 £          240 £          1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Taxes (council tax, 

etc.)   16 £          13 £          10 £          7 £            13 £          3 £            13 £          17 £          9 £            4 £            22 £          18 £          145 £          14% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Interest   - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £              6% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Depreciation   30 £          25 £          25 £          28 £          28 £          30 £          25 £          25 £          25 £          30 £          25 £          30 £          326 £          1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Other expenses 

(specify)   - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £              1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Other expenses 

(specify)   - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £              1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Other expenses 

(specify)   - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £              1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Misc. (unspecified)   - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £             - £              2% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

TOTAL EXPENSES   13,988 £  12,392 £  12,442 £  12,438 £  13,954 £  12,397 £  12,426 £  12,467 £  12,427 £  13,953 £  12,390 £  12,457 £  153,731 £  100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

Net Profit ####### 862 -£    857 -£    38 -£      954 -£    ###### ###### ###### ###### ###### ###### ###### ####### -31% -7% -7% 0% -8% 13% 21% 16% 22% 15% 33% 34% 100%
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