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Executive Summary
Hena's Spice World is an authentic South Asian food company that makes atjar and spices. Hena's Spice World has been in operation for 1 year and is becoming increasingly successful. What was once a company that catered exclusively to the People of the Indian Subcontinent has evolved into a national brand. Hena's Spice World now offers two quality lines. Their organic spices are their signature product, and it's known for its freshness, uniqueness, and high-quality ingredients. Originally only available in one temperature, hot, consumer demand for milder versions prompted Hena's Spice World to produce both a medium and mild version. Hena's Spice World also sells dried spices and special mixes of spices to round out their product range. Hena's Spice World's solid management team and Hena would ensure the company's long-term success. Hena is the President and has 12 years of experience in the food sector, which has given her invaluable expertise and industry awareness, reinforcing her decision to start a company from the ground up. 
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[bookmark: _Toc70254273]Business Description
Hena’s Spice World started its journey in 2020. Hena’s Spice World offers the highest quality organic spices from the Indian subcontinent. Hena's Spice World is in its third month of business, having increased revenue in the previous two months and is on track to do so again this month. It has a positive reputation, outstanding employees, and a growing market share in the region. It began with a few outlets for our goods and have since expanded to three major grocery stores. Its main target customers are people who have ethnic origins from India, Pakistan and Bangladesh. 
[bookmark: _Toc70254274]Mission
Providing the best quality and value of its authentic hot atjar and spices, as well as continuing to improve what is already available and adding new goods and services to areas where they are required.
[bookmark: _Toc70254275]Objectives
Clear and precise objectives categorized by time duration is mandatory for creating an attainable business plan (Abrams, 2010).
Short Term
· For the next six months, increase revenue to over a hundred thousand pounds.
Medium Term
· To satisfy consumer demand, add goods and services at a margin of 55% or more.
Long Term
· Improve inventory turnover and lower the cost of goods delivered while retaining high product quality.



[bookmark: _Toc70254276]Business Structure
A business structure must be included in a successful business plan according to (Covello and hazelgren, 2005). Hena’s Spice World is a corporation owned in total by its founder Hena and her family.
Figure1: Business structure of Hena’s Spice World
[image: ]
From this structure, we can see the founder and CEO heavily prioritizes the quality of spices. Which will in the long run create brand value. While Mr Imtiaj handles the operations and finances. Usually, in family-run business family members takes important managerial roles. Sometimes one person can take multiple roles (Friedman, 1998). As the company grows bigger the Hena’s Spice World will hire experienced and specialized divisional heads. 
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[bookmark: _Toc70254277]Product and Services
Hena's Spice World caters to an ever-increasing clientele with its authentic Indian subcontinental atjar and spices. Initially targeted at the local Indian population, the industry has grown to include a much wider geographical region, as well as a wide range of consumer responses from different ethnicities.
Picture 1: Mutton (Kacchi) Biriyani Mix  
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Picture 2: Star anise
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Picture 3: Celery Seeds
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Picture 4: Powdered Nutmeg
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In a crowded business segment, it is offering quality and product differentiation. Because of its unwavering commitment to product quality, it is taking its product image upmarket. Because of this emphasis, it has been able to identify demand gaps and bring a product to our line that will fill them.



[bookmark: _Toc70254278]Market Analysis and Needs
Before starting any enterprise, one must do an external environment analysis. One way to do this analysis is by using PESTEL Framework. PESTEL analysis of UK is given below,
Political: the UK is a relatively fair country with stable politics and run by the local and national administration. After Brexit UK is even more dependent on spice imports from the Indian subcontinent. 
Economical: Strong economic position although weakened by Brexit. A free market with a large population helps even the small markets to be profitable. 
Social: Uk gives many free public services yet has high living standards and a cosmopolitan environment. After Brexit tension is indicating an increasing dependency ratio. Social unrests concerning migration. 
Technological: As UK is a more economically developed country it has access to innovation skills, expertise in IT and science. 
Legal: the UK has well-structured laws where a company must follow Employment Act 1996. Hena’s spice world must also follow the Equality Act 2010 (Gov.UK, 2011).  
Environmental: As Hena’s Spice World sources its products from small farmers and organic grower. It will exceed the Environmental standards.
Before entering an industry, an enterprise must have good knowledge about its competitors. ‘Porter’s 5 forces is a great tool to analyse the competitive environment of the industry (Davis and Reilly, 2010). Porter’s 5 Forces for Indian subcontinental spices are given below, 
Competitive Rivalry: This industry has intense competition. As there are plenty of competitors out there and the reputation of the company is a deciding factor for consumers. As Hena’s Spice World will provide rare organic products to niche market it may overcome the competition. 
Supplier Power: For most products of Hena’s Spice World the power of suppliers is very low as there are plenty of suppliers. For a few rare and organic spices, the power of the supplier is moderate as very few produce ingredients need for Hena’s special Kebab Mix. 
Buyer Power: The power of buyers of spices are low in terms of rare spices and moderate to high in terms of regular organic spices. As many competitors are providing similar product buys may switch companies anytime for any reason for regular spices (Davis and Reilly, 2010). 
The threat of substitution: Spices are essential ingredients in most cuisines, which necessitate the use of particular spices. While there are no natural replacements for spices, there are a few alternatives, such as the use of Artificial or Synthetic Flavours, which have a similar flavour to spices. But, due to increased health consciousness, most consumers today choose to use genuine natural, organic spices over synthetic spices. Readymade foods can be seen as a substitute for home/ restaurant made foods that need spices (Davis and Reilly, 2010).  Therefore, currently, there is no substitute for Hena’s Spice World.
The threat of new entry: It is a highly competitive market. It requires a low initial investment but high industry connections and knowledge. There might be a possibility of a new entrant copying Hena’s Spice World’s business structure.
[bookmark: _Toc70254279]Target Customers
Hena’s Spice World’s target region is London and focusing more on the West London Indian community. There is 222,127 Bangladeshi’s, 542,857 Indians and 223,797 Pakistani’s living in London. Therefore, a total of nearly 1 million people with ethnic origins from the Indian subcontinent (Gov.uk, 2011). We started with the Indian, Pakistani, and Bangladeshi communities. They would be able to recognise the product's authenticity more easily. The consumer will pay attention to the brands they choose, and they will become indirect advocates of our product.
One of the key distinguishing features of this target market is they all eat ethnic and traditional food often. Traditional foods from the Indian subcontinent are quite dependent on spices (Kuruvita, 2011). Hena’s Spice World addresses the demand for exotic and rare organic spices sourced directly from the Indian subcontinent. 
Hena’s Spice World is still a small enterprise. It targets a niche market for a reason. That is, it is hard for a small enterprise to gain economies of scale to provide competitive pricing (Friedman, 1998). Therefore, due to the nature of the business, it is priced at a premium. Also due to the nature of the product which is sourced from small farmers of the Indian subcontinent and organic farmer, it is hard to match the pricing of other spice sellers in London.  
[bookmark: _Toc70254280]Market and competition
Hena's Spice World is poised to capitalise on the consumer's demand for authentic, high-quality Indian subcontinental spices in an industry that is currently experiencing steady growth. While a bad economy will influence many aspects of life, food is largely unaffected, with niche foods still finding favour in the marketplace (Gov.UK, 2011).
Hena’s Spice World has conducted online research, social media research. It also gained its knowledge about the market from the founder’s personal experience with spices and the industry, especially meeting with suppliers located in the Indian subcontinent and friends and family living in both London and India.


Competitor Analysis using SWOT analysis format
 Competitor 1: Spice Mountain
	Strength
	Weakness

	· 12 years of industry experience 
· Suppliers from India (Spice Mountain, 2021).
· Experienced staffs
	· Lacks knowledge about niche regional spices from Indian subcontinents. 

	Opportunities
	Threats

	· New customers from younger demographics preferring online shopping.
· Rise of individuals cooking due to lockdown.
	· The whole supply chain may collapse again due to pandemic 
· Shipping channel disasters.



Competitor 2: The Spice Shop
	Strength
	Weakness

	· 30 years of experience of the founder Birgit Erath. 
· Has own mix of spices (Spice shop, 2021). 
	· Focuses mainly on big corporations and manufacturers. Leaving out niche market segments.

	Opportunities
	Threats

	· New customers from younger demographics preferring online shopping.
· Rise of individuals cooking due to lockdown.
	· The whole supply chain may collapse again due to pandemic 
· Shipping channel disasters.





My Company: Hena’s Spice World
	Strength
	Weakness

	· 12 years of culinary experience of the founder.
· Experienced management.
· Short organisational structure.
· Dedicated and motivated staffs.
	· Lack of brand recognition
· Lack of good partnership with various vendors and retail super shops.

	Opportunities
	Threats

	· New customers from younger demographics preferring online shopping.
· Rise of individuals cooking due to lockdown.
	· The whole supply chain may collapse again due to pandemic 
· Shipping channel disasters.




Although there are already many vendors in this market offering competing goods, the similarity of those products creates an opportunity for Hena's Spice World atjar and spices to stand out in the marketplace. We will stand out on the shelves in the shops, and the memory of the customer.



[bookmark: _Toc70254281]Marketing and Sales Plan
Porter’s Generic
Figure 2: Porter’s Generic Framework
[image: ]
According to porters' generic model, Hena’s Spice World follows a differentiation focus strategy. It focuses on differentiation by providing 1) rare, 2) organic & 3) sourced from Indian subcontinent spices.
4Ps of Marketing
Product: Rare spices, organic spices, dried spices, and special spice mixes. 
Price: Premium pricing due to sourcing and exclusivity of products.
Promotion:  social media, retail outlets and own website.
Placement: Online channels and retail shops. 
[bookmark: _Toc70254282]Sales Forecast
Because of written assurances we have secured from distributors planning to carry on our product line in greater quantities in the future, we currently expect revenue to rise at a rate of 9% over the next 12 months.
This trend will persist, but at a slower pace of 8% next year and 7% the year after that. Within five years, we expect the growth rate to flatten out to a constant 20%, yet to stay stable. We will keep up with the demand for Indian subcontinental food products if it continues to grow at its current pace. Our outlook assumes a commodity slowdown over the next three years, and the lower estimates of 20% show that. We would be happy if it didn't falter.
Any attempt taken by a company to engage with prospective buyers is referred to as a promotional action. There are two major goals in promotional events. Customers will be informed about your shop, its merchandise, sales, and services (Young, 2007).
Table 4: Three key promotional activities of Hena’s Spice World.
	Activities 
	 description

	Social Media
	Creating official page, Customer service group and advertising on Facebook, Instagram and Snapchat. Product placement by social media influencers. 

	Retail Outlets
	Partnering with local community grocery stores around the targeted geographical segment. 

	Website
	Creating a dynamic website with an automatically updated inventory.



[bookmark: _Toc70254283]Operations
Operations are the work of managing the inner workings of your business so it runs as efficiently as possible. Whether you make products, sell products, or provide services, every small business owner has to oversee the design and management of behind-the-scenes work (Abrams, 2010)
As a small enterprise, Hena’s Spice World directly employs only 10 staff. They consist of 6 Delivery person, 2 inventory organizing executive, 2 Quality control executive. The inventory executive and quality control executive work in the storehouse. 

Table 5: Outline of the key staff roles in Hena’s Spice World
	SL No.
	Job title
	Responsibilities,
	Key Skills

	1
	Delivery Man
	· Ensuring delivery as fast as possible.
· Ensuring minimum shipping damage.
· Provide good customer service.
	· Knowledge of local streets and fastest routes.

	2
	Inventory organizing executive
	· Ensure the inventory always have enough safety margin. 
· Prevent overstocking of one particular product. 
	· Good with numbers.
· Vigilant monitoring.


	3
	Quality control executive
	· Monitoring and evaluating spice samples from suppliers. 
· Monitoring quality of retail products.
	· Knowledge and experience about Indian subcontinental spices.
· Vigilant eyes capable of detecting low-grade spices.



Currently, Hena’s Spice World is operating from home. As the current pandemic affects working conditions. As the company grows and management increases in size it will move out to a shared office space. DEFRA monitors the organic import standards. Labelling must follow Trading Standards Department's Standard (SSA, 2021). 

[bookmark: _Toc70254284]Technology Plan
A corporate technological plan describes ways to simplify and integrate the company's distinguishing features. While planning Hena’s Spice World is considering implementing some degree of technological development apart from automated operations and accounting (Essent, 2021). They are,
Business Analysis Services describe and characterise the operations and processes of an organisation. Following that, the study determines how current or yet-to-be-developed applications can simplify the operations and processes.
Plans for software development, an infrastructure vendor develops innovative product functionality for a company's specific business processes as part of a Software Development Plan. Software that is enhanced by a growth strategy automates the company's specific tasks and operations, allowing it to stand out from the market (Bplans, 2021).
Analysis of System Integration Internal activities aren't the only thing that makes a company successful. Their trade partners have good, efficient partnerships with them. Systems Integration Analysis identifies how organisations should interact with one another and simplify the sharing of data used to conduct business (Essent, 2021).

[bookmark: _Toc70254285]Management and organization
In a family run business, the senior managerial positions are usually taken by capable family members alongside fulfilling executive roles (Abrams, 2010). In Hena’s Spice World Hena Siddika and Imtiaj Ahmed, a married couple is President and Vice president of the board of directors. 
President- Hena Siddika
Hena is currently in charge of preparing atjar and storing various raw material inventories, as well as buying food ingredients and assisting with packing and delivery. She also keeps track of the company's records and communicates with the accountant and other consultants directly.
Vice President- Imtiaj Ahmed
Imtiaj assists with atjar planning and processing, manages finished product inventory, is in charge of packaging and delivery, and assists with recordkeeping and cost control. Imtiaj is also involved in the product's publicity and promotion.
[bookmark: _Toc70254286]Social Responsibilities
Companies that implement social and environmental strategies will leave a positive impact on customers in today's dynamic market. According to the Cone Inc. poll, 83% of customers would support an organisation more if it is socially/environmentally conscious, as Sofia Ribeiro points out in her article Using Community Involvement as Part of The Green Marketing and CSR Strategy (Lu, 2010). They are,
1. Set measurable goals: To do this through the CSR strategy, Goldschein recommends making incremental improvements at home, such as updating staff practices to reduce attrition and increase recruiting.
2. Stakeholder Engagement: One of the most common pitfalls businesses make when deciding to get on the green/socially conscious bandwagon is leaving their stakeholders in the dark. Stakeholders can help by participating in regulatory approvals, constructive partnership building, and resolving CSR roadblocks and future crises.
3. Sustainability Issues Mapping: This method employs digital maps to help prioritise and narrow down main issues, saving time and resources during the testing phase.
4. Sustainability Branding: When it comes to sustainability branding, transparency is crucial. 
5. Sustainability/CSR Reporting: Over the last few years, CSR reporting has grown in importance as a result of increased government legislation as well as self-regulation by forward-thinking businesses (Lu, 2010).
[bookmark: _Toc70254287]
Financial Plan
• Sources of Finance 
At first personal savings and funds collected from family members. Then taking a loan from lenders lending to SMEs. Starting a family run business with personal and family funds are very common in small enterprises (Friedman, 1998). 



• Personal Survival Budget 
Figure 3:
[image: ]
The owners of business need to be personally solvent so that they don’t have to withdraw owners' equity and preferably invest more equity for growth in the near fiscal year (Young, 2007). 
From figure 4 of the appendix, we can see that taking the monthly £2500 as the CEO will not hamper the personal solvency of the owner. As of the end of the year owner still will have 18,720 pounds more. Which she can invest in the next year and boost the growth of the company. 
• Cash Flow Statement 
Figure 4:
[image: ]
The cash flow statement is crucial because it tells the reader about the financial situation of the company. To be profitable, a company must have enough cash on hand at all times. It requires cash to cover bills, repay bank loans, pay taxes, and acquire new investments (Covello, and Hazelgren, 2005). Lack of liquidity may result in product unavailability in inventory which most likely results in unsatisfied customer and bad word of mouth. 
After observing Figure 4, we see that Hena’s Spice World won’t face a negative cash position. This is very beneficial for a startup as extra cash can be used to grow the company even further. 
• Balance Sheet
Figure 5:
	Balance Sheet
	 
	 

	
	FY-2020
	FY-2021

	Asset Type
	Previous Year
	Current Year

	Current Assets
	0 
	7,000 

	Fixed Assets
	(100)
	5,915 

	Other Assets
	0 
	0 

	Current Liabilities
	500 
	20,700 

	Long-term Liabilities
	0 
	0 

	Owner Equity
	50,000 
	52,215 

	Total Assets
	50,500 
	72,915 

	Total Liabilities & Stockholder Equity
	50,500 
	72,915 

	Balance
	0 
	0



From the balance sheet in figure 5, we can see that starting with £50000 as owners' equity Hena’s Spice World will start its journey with an equal amount in cash. Next year the company will have retained earnings along with owners' equity. 
• Sales Forecast 
Figure 6:
[image: ]
Sales forecasting enables businesses to commit capital effectively for potential growth while still managing cash flow. Sales forecasting also aids companies incorrectly estimating their expenses and sales, allowing them to forecast their short- and long-term results (Abrams, 2010).
From figure 6, we can see that estimating monthly 9% growth in sales starting from £50000. While the cost of goods sold increased proportionally. 
• Business Ratio/Break-Even Analysis
Figure 7:
	BREAKEVEN ANALYSIS

	FIXED COSTS
	COSTS

	Salaries (Includes Payroll Taxes)
	£10,000

	Supplies
	£5,000

	Repairs & Maintenance
	£0

	Advertising
	£5,000

	Car, Delivery And Travel
	£0

	Accounting And Legal
	£0

	Rent
	£6,000

	Telephone
	£0

	Utilities
	£5,000

	Insurance
	£2,000

	Taxes (Property etc.)
	£0

	Interest
	£0

	Depreciation
	£100

	Other (specify)
	£0

	Miscellaneous expenses
	£0

	Principal Portion Of Debt Payment
	£0

	Owner’s Draw
	£0

	Total
	£33,100

	

	BREAKEVEN SALES LEVEL
	£331,000



The outcome of a break-even measurement is neither a gain nor a loss. Instead, it calculates how many purchases are needed to offset both variable and fixed costs. It determines the minimum quantity of items to sell and the volume of sales required to cover all costs and make a profit (Young, 2007).
After doing break-even analysis, we can see that the Breakeven sales level is £331,000 from figure 7. 
[bookmark: _Toc70254288]Conclusion
In this business report, the business plan of Hena’s Spice World was discussed. Its organization structure is a private company owned by Hena Siddika and her family members. It will sell organic and dried spices along with a mix of spices and atjar. It is a crowded business segment. As it caters to one of the largest ethnicities in London. It primarily will focus on the niche market. Its biggest competitors are Spice Mountain and The Spice Shop. The company plans to conduct its promotion through social media, retail outlets and its website. It currently employs only 10 people. It wants to be at par with modern organisations in future thus wants to implement analysis system integration. Its management currently consists of two people Henda Siddika and Imtiaj Ahmed. In near future, it wants to engage in CSR activities and give back to the communities which are also its target market. After detailed financial planning using Cash flow forecasting, it was determined that this business is feasible. This is a viable small enterprise according to every metrics used in this report. 
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Appendix A:
Figure 1:
	Assets
	 
	 
	 

	
	
	FY-2020
	FY-2021

	Asset Type
	Description
	Previous Year
	Current Year

	Current Assets
	Cash
	50,000 
	50,000 

	Current Assets
	Investments
	0 
	10,000 

	Current Assets
	Inventories
	0 
	6,000 

	Current Assets
	Accounts receivable
	0 
	0 

	Current Assets
	Pre-paid expenses
	600 
	1,000 

	Fixed Assets
	Property and equipment
	0 
	6,000 

	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
	 
	50,500 
	72,915



Figure 3:
	Liabilities
	 
	 
	 

	
	
	FY-2020
	FY-2021

	Liability Type
	Description
	Previous Year
	Current Year

	Current Liabilities
	Accounts payable
	
	3,700 

	Current Liabilities
	Accrued wages
	
	2,500 

	Current Liabilities
	Accrued compensation
	500 
	500 

	Current Liabilities
	Income tax payable
	
	14,000 

	Current Liabilities
	Unearned revenue
	0 
	0 

	Long-term Liabilities
	Mortgage payable
	0 
	0 

	Owner Equity
	Investment capital
	50,000 
	50,000 

	Owner Equity
	Accumulated retained earnings
	
	2,215 

	Total Liabilities & Stockholder Equity
	 
	50,500 
	72,915





Figure 4:
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Figure 10:
	
	BREAKEVEN ANALYSIS

	
	VARIABLE COSTS
	COST PERCENTAGE

	
	Cost of Goods Sold
	70.0%

	
	Inventory
	10.0%

	
	Raw Materials
	5.0%

	
	Direct Labour (Includes Payroll Taxes)
	5.0%

	
	Total
	90.0%



Figure 11:
	BREAKEVEN ANALYSIS

	FIXED COSTS
	COSTS

	Salaries (Includes Payroll Taxes)
	£10,000

	Supplies
	£5,000

	Repairs & Maintenance
	£0

	Advertising
	£5,000

	Car, Delivery And Travel
	£0

	Accounting And Legal
	£0

	Rent
	£6,000

	Telephone
	£0

	Utilities
	£5,000

	Insurance
	£2,000

	Taxes (Property etc.)
	£0

	Interest
	£0

	Depreciation
	£100

	Other (specify)
	£0

	Miscellaneous expenses
	£0

	Principal Portion Of Debt Payment
	£0

	Owner’s Draw
	£0

	Total
	£33,100

	

	BREAKEVEN SALES LEVEL
	£331,000
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Cash Flow Statement

(pre)
Fiscal year begins: starup Jan Feb | Mar Apr May | June July | Aug Sep  Nov Dec Total
7/1/2021 EST 01 01 01 01 01 01 01 01 01 01 01 Item EST
Cash on Hand (beginning of month) 100 50,100 § 55,100 § 60,570 66,557 73,1881 80,414 | 88,484 | 97,310 106,969 117,54 129,12 925,460
Cash Receipts 125
Cash Sales £50,000 54500, 59950 85945 72540 79793 87773 96550; 106205 116826 128508 141359, 1,059,949
Collections from CR accounts 75 45 0;
Loanj/other cash injections £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 £1,000 12,000
Total 50,000 55,500} 60,950 66,945, 73,615! 80,838! 88,773; 97,550; 107,205, 117,826 129,508! 142,359! 1,071,949 //A
Toscomnabe e | [ ow | wer wom| wss  wom| s wow | wew| mss mow e e 2
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Cash Flow Statement

Fiscal year begins:
7142021
Cash Paid Out

(Pre)
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Total
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Purchases (merchandise]

49500

54,780

60,258

66284,

72812

50203

88224

97048,

106751,

117426

129168,

142085

1,064,937,

Purchases (specify)

Purchases (specify)

Gross wages (exact withcrawal]

Payroll expenses (taxes, etc)

Outside services

Supples {ofice & operations)

Repairs & maintenance

‘Advertising

Car, delivery & travel

Accounting & legal

Rent

500

500

500

500

500

500

500

500

500

500

500

Telephone

Utilties

200

200

200

1001

Taxes (counciltox etc.)

Interest

Other expenses (specify)

Other {specify)

Other {specify)

Miscellaneous
Total

50500

60958

66984

73612

80703

88724

97,54

107251

117,92

129568

142,585

1,071,837
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Cash Flow Statement

E— ord WL AUG | SEPOCT | NOV AN | FB . MAR | APR  MAY
7/1/2001 EST ¢ 01 01 01 01 01 01 0 i 01 0 i 01
Cash Paic Out (Non P&L)
Loan principal payment 0 0 0 0 0 0 0 0 0 0 0
Capital purchase (specify) 0 0 0 0 0 0 0 0 0 0 0
Other start-up costs 0 0 0 0 0 0 0 0 0 0 0
Reserve andor escrow 0 0 0 0 0 0 0 0 0 0 0
Owners' withdrawal 0 0 0 0 0 0 0 0 0 0 0
Total 0 0 0 0 0 0 0 0 0 0 0
T O 2 B
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Introduction

Hena's Spice World, a promising London based
company which offers highest quality of organic
spices sourcing from its root. People from In
Pakistan and Bangladesh are its core target
customers.

This expanding company believes in quality and.
value. Thats why, with the help of enthusiast
employees, it caters to every tasteful needsof its
niche customers.
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Business description

, Henna's Spice World is a new name
market. Its customer driven strategy quickly
captured the market.

Henna Siddika, the CEO, with 12 years of experience
in food industry knows how to motivate her
enthusiastic team to success. With in three years
the business is expanding and known for its quality
product.
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Aim and Objectives

Objective

Short term-Revenue focused

Medium Term-Consumer focused

Long term- Product focused
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Product Description

Offering high quality authentic Indian
Spice to its native consumers.
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PESTEL analysis
T N
+ Economical Large GDP, High consumer purchasing power
- Social:Free welfare, high standards of iving, multcutural

|
|- Technologicat Advanced.
‘ - Enironmenta Promotes sustainatie business ractces

* Legal:Strong rule of aw.
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Porter's Five Forces

+ Bariersto entry: Low
+ Competitive Rivalry High
« Powerof buers: Low

+ Powerof Suppliers:Low

« Threatof sustitutes: Very Low.





image24.png
Porter's Generic Model

s |
3 costleadersip
3 Costfocus Differentation focus
g
Gost Differentistion

Source of Competiive Advantage.

Hena's Spice Worldis situatedin Differentiation focus segment.
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Marketing 4Ps

Product:Rare spices, organic spices, dried spices, and specialspice mixes.
Price: Premium pricing due o sourcing and exclusiviy ofproducts.

Promotior: socil media, retal outets and own webste.

Placement Oniine channels and retai shops.
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Technology Plan

< Business Analysis
Services

< Software Development
Plan

< Systems Integration
Analysis
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Social Responsibility and Sustainability

« Measurable goals: Updating HR policies
« sustainability Issues Mapping-For

Interna | efficient testing phase.

« Stakeholder Engagement.

* Sustainability Branding-Promoting
transparency

* CSR Reporting through social
responsiveness
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Milestone and Exit plan

Financial plan- Exit plan-

_" No negative cash flow. To liquidate the financial and

" Sales Forecast 9% monthly 1o financial assets and pay o
jebts.

- Break even point- At sales
331,000 Residuals will be allocated

according to agreed upon
business contracts.




image29.png
Balance Sheet
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Cash Flow Statement

Total cash position | 1071937 (total with in one fiscal year)
Total cash paid out | 1071937 (total with in one fiscal year)
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Break Even analysis

VARIABLE COSTS- 90%

FIXED COSTS- £33,100

BREAKEVEN SALES LEVEL - £331,000
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Conclusion

Hena' Spice World is a name of
nostalgia. After a detailed analysis o
with different tools we can conclude  »' e
that this is a viable small enterprise ‘#%H
which has promising future in this
industry. The management is skilled to
operate in this competitive market. but
current market challenges might effect
the business.
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Inventory Organizing Executive.
Operation -Tracking safety margin and

overstocking.
C00&CFO
Name- Imtiaj Ashmed.
0 Operation - Inventory and delivery
management, accounting and PR.
Name - Henna Siddika sebverymen
Operations- Buying and Storing .
inventory, overseeingthe whole Operation- Fast ds:ms with minimum
business. )

Quality control Executive.

~Operation- Monitoring and evaluating
spice samples.




