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Introduction	
My name is Tetiana Kovenia, I am the Founder of Golden Spoon Ukraine.  My significant experience (over 12 years) in the fields of catering, with  hands-on experience in food preparation, verified by culinary courses in Ukraine, has provided a strong foundation for starting this business. Additionally, I obtained a Level 2 Food Hygiene (DBC) certificate in England, which underscores my commitment to the highest standards of food safety. My previous entrepreneurial endeavours, such as managing a small production/sales business for the diaspora, along with a strong desire to turn my dream into reality, lay a solid foundation for the success of Golden Spoon Ukraine. A deep passion for this project stems from the desire to address two key issues:
· Diaspora needs: To provide compatriots with an authentic taste of home, which is hard to find in the local market:
· Quality for everyone: To offer the Derby market a high-quality alternative to mass-produced fast food products, proving that fast food can be natural and healthy.
My vision is to make Golden Spoon Ukraine a recognized brand symbolizing the quality and authenticity of Eastern European cuisine throughout the East Midlands region. I structured my financial forecast using proven business planning methods (Barrow, Barrow & Brown, 2012).
Section 1 - Overview of the Business Idea 
 
Do you want to Savor authentic Ukrainian cuisine without spending too much time on cooking? Golden Spoon Ukraine offers high-quality handmade frozen semi-finished products. Our range includes favourite dishes: dumplings (potato, cheese, cherry, and other fillings), pelmeni, chebureki, and puff pastries (sweet and savory). We focus on the needs of modern, busy people, providing quick preparation, authentic taste, natural ingredients, and their regional origin. Our products can be purchased in the store for quick home preparation or ordered for delivery.
Section 2 - Legal Format and Management Structure
Golden Spoon Ukraine: Summary of the Structure
· Organizational Structure (Management)Flat and centralized: Currently, the business has a very simple, flat structure. Owner of the business is Tetiana who founds and fully controls the business. The manager is Tetiana who is responsible for all the daily operational decisions

Key Person: The founder, Tetyana Kovenia, performs almost all high-level roles:
Owner: Manager (overseeing cooks/production), Sales Consultant, Delivery
Staff: The only other planned roles are two cooks.

Conclusion: This structure is typical for a microbusiness or startup, allowing the founder to have maximum control and focus on initial operations. 
· Legal Structure (Sole Trader).
Why it is better to be a sole trader now:
Simplicity: Very easy and quick to start by registering with HMRC (Barrow & Brown 2012).
Low Costs: Minimal administrative work and low startup expenses.
Right Scale: Ideal for a business where one person handles most of the management and takes the profits.
Required Actions: You must obtain public and product liability insurance to protect yourself.

 Section 3 - PESTEL Analysis 
Political 
· Government Policies & Regulation
· Food safety and hygiene standards are strictly enforced in the UK. As a frozen food retailer, I must ensure compliance with Food Standards Agency (FSA) rules, including labeling, allergen information, and storage requirements.
· Packaging levies and sustainability policies are increasingly important. The UK government is pushing businesses to reduce plastic use and adopt recyclable packaging.
· Taxation & Business Rates
· Business rates are a significant fixed cost for retailers. For small stores like mine, these can be a burden, but there are relief schemes for small businesses that I should explore.
· VAT on food products: While most staple foods are zero-rated, prepared meals may fall under different categories. I need to stay vigilant about how my frozen Ukrainian meals are classified.
· Employment & Labour Laws
· The UK has strong employment regulations, including minimum wage requirements and pension contributions. With three employees, I must budget carefully to meet these obligations.
· Rising labour costs are a political issue, and I need to anticipate potential increases in minimum wage that could affect my salary plan.
· Trade & Supply Chain Stability
· Post-Brexit trade agreements affect imported raw materials. If I source specialty Ukrainian ingredients, tariffs or customs delays could impact costs and reliability.
· Political stability in the UK supports consumer confidence, but global instability (e.g., in Eastern Europe) could affect supply chains and ingredient availability 
Economic
· Opportunities: Frozen food market in the UK is growing steadily, projected to reach £19.4 billion by end of 2025.
· Threats: Rising prices and everyday expenses might make people spend less on non-essential items like premium frozen foods.
· Impact: Price sensitivity among consumers could affect premium product lines.
· Strategy: Offer affordable pricing and value packs designed to be accessible to all customers, not just premium buyers. Products will remain budget-friendly without compromising on authenticity or quality.
 Sociocultural
· Opportunities: Rising interest in ethnic and comfort foods, especially among diaspora and adventurous eaters.
· Threats: Preference shifts toward fresh and organic may challenge frozen product perception.
· Impact: Brand must emphasize authenticity and health-conscious ingredients.
· Strategy: Highlight natural ingredients, cultural heritage, and convenience in marketing.
Technological
· Opportunities: Advances in freezing technology and e-commerce platforms enhance product quality and reach.
· Threats: High initial investment in tech infrastructure and digital marketing.
· Impact: Tech adoption is essential for scaling and customer engagement.
· Strategy: Invest in efficient freezing methods and build a strong online ordering system.
 Legal
· Opportunities: Clear food safety standards help build consumer trust.
· Threats: Strict labelling, allergen, and hygiene regulations require constant compliance.
· Impact: Non-compliance could lead to fines or reputational damage.
· Strategy: Maintain rigorous quality control and staff training aligned with UK food laws.
Environmental
· Opportunities: Demand for sustainable packaging and reduced food waste aligns with frozen product benefits.
· Threats: Pressure to reduce carbon footprint in production and logistics.
· Impact: Environmental responsibility influences consumer loyalty.
· Strategy: Use recyclable packaging, optimize delivery routes, and promote low-waste cooking.
Section 4 Description of the Marketing Approach for "Authentic Ukrainian Cuisine"
· Market Segmentation
· Defining Target Segments:
· Demographics/Behavior: Busy Professionals and Families (Need for Convenience).
· Age 25-55, middle to higher income.
· Value time and seek high-quality, "home-style" meals with minimal preparation time.
· Products: Premium frozen varenyky/pyrohy/bliny.
· Geographics/Psychographics: Diaspora Community and Nostalgic Consumers (Need for Authenticity).
· Live in cities with a high concentration of Ukrainian or Eastern European diaspora.
· Seek authentic taste and regional origin ingredients.
· Products: Varenyky and pyrohy with traditional, hard-to-find fillings (potato, cabbage, cherry, cottage cheese).
· Psychographics: Health-Conscious and Ethnic Food Explorers (Need for Quality & Story).
· Individuals interested in ethnic cuisine and who value natural products without artificial additives.
· Look for a "clean label" and compelling culinary stories.
· Products: Special fillings, emphasis on ingredient quality (local berries, farmer's cheese).
· Targeting
· Primary Audience: Busy Professionals and Families living within the delivery radius.
· Justification: This segment has high purchasing power and the greatest need for convenience (quick preparation). They are willing to pay a premium for quality that mimics home cooking.
· Secondary Audience: Diaspora Community.
· Justification: Provides customer loyalty and positive word-of-mouth referrals, especially due to the unique regional origin proposition
· Positioning
The Golden Spoon Ukraine staff uniform features a deep blue chef jacket with gold embroidery and subtle Ukrainian patterns on the sleeves, paired with a white apron and black trousers. It includes a traditional chef hat or branded cap, non-slip shoes, and a gold-tone name tag. The design blends cultural authenticity with modern professionalism, ensuring comfort, hygiene, and brand identity.

The Golden Spoon Ukraine logo is a round emblem with a mustard yellow background, featuring bold dark brown text: “GOLDEN SPOON” above “UKRAINE.” It’s framed by a dark brown border, reflecting warmth, authenticity, and premium quality
· Reaching Your Audience & Marketing Tactics
· Reaching Channels:
· Social Media (Instagram/Facebook): Visual content.
· Content: Appetizing photos of finished dishes, short "behind-the-scenes" videos of hand-crafting and ingredient quality, stories about the regional origin of fillings.
· Email Marketing: Engagement.
· Content: Newsletters about new fillings ("Try our Poltava-style Pyrohy!"), sauce recipes, personalized birthday promotions.
· Partnerships: Building trust.
· Collaboration with food bloggers and diaspora opinion leaders for honest reviews.
· Promotion Strategies:
· Online Ads:
· Targeting the primary audience ("Busy Professionals") based on interests: "food delivery," "healthy eating," "semi-prepared meals."
· Discounts and Promotions:
· First Purchase: 15% discount on the first order or free delivery.
· Bundle Offers: "Family Combo Pack" (various types of varenyky at a discount).
· User-Generated Content (UGC):
· "My Favorite Ukrainian Lunch" contest with the brand hashtag, encouraging sharing photos of the dishes.
· Events:
· Participation in local farmers' markets/fairs for tasting (especially for the diaspora and ethnic food enthusiasts).
 


 Section 5 - Funding Requirements and Allocation
 
I will personally allocate £45,000 to cover all startup, operational, and marketing expenses for the first year of Golden Spoon Ukraine in Derby (Barrow, Barrow & Brown, 2012).

Startup Cost 

	Startup Cost
	

	Deposit including first month’s rent
	1500

	Insurance (Contents and Business)
	800

	Packaging products (containers, labels, etc.)
	1200

	Equipment (freezers, prep tables, lighting)
	6000

	Inventory (initial food stock, ingredients)
	5000

	Legal and Professional Fees
	1000

	Advertising and Promotions (local platforms)
	1000

	Website Development (basic e-commerce setup)
	1500

	Total
	18000



 Operational Cost

	Fixed Cost 
	per month 

	Rent 
	£1,500 

	Bus. Rate 
	£300 

	Gas bill 
	£150

	Three Emp Salary 
	£4000

	Accountant 
	£100

	Total Cost
	£6050



 Variable Cost 
 
	Variable Cost 
	Jan
	Feb
	Mar
	Apr
	May
	June

	Electricity and gas
	£150
	£150
	£150
	£150
	£150
	£150

	Raw materials 
	£1000
	£1000
	£1000
	£1000
	£1000
	£1000

	hourly paid Emp
	
	£800
	£800
	£800
	£800
	£800

	Total Variable Cost
	£1500
	£1950
	£1950
	£1950
	£1950
	£1950



Financial forecast for the first Six months 

	
	Jan
	Feb
	Mar
	Apr
	May
	June

	Fixed 
	£6050
	£6050
	£6050
	£6050
	£6050
	£6050

	Variable cost 
	£1500
	£1950
	£1950
	£1950
	£1950
	£1950

	Revenue 
	£10500
	£10500
	£10500
	£10500
	£10500
	£10500

	Profit/loss 
	£2950
	£2500
	£2500
	£2500
	£2500
	£2500


Total Fixed Costs: £36,300
• 	Total Variable Costs: £11,250
• 	Total Costs: £47,550
• 	Total Revenue: £63,000 (£10,500 per month (≈ 1,400 packs × £7.50 each))
• 	Net Profit: £15,450

I am confident that allocating £45,000 of my own funds will be sufficient to cover all startup, operational, and marketing expenses for Golden Spoon Ukraine’s first year in Derby. My forecast shows that even with modest volumes, the store remains profitable from the very first month. Over six months, I expect to generate a surplus of around £15,450, which reassures me that the business is financially sustainable and resilient. This aligns with entrepreneurial best practices for small businesses, which emphasize balancing innovation with operational efficiency (Mariotti & Glackin, 2017).
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