BUSINESS PLAN – SPEECH NOTES
Rosario Bonifaz – 2028376 student number

1.  Hello everyone, my name is Rosario Bonifaz, and my student number is 2028376. Today I have the pleasure to present my business plan called Healthious.

2.  OVERVIEW: My company, HEALTHIOUS, is a sole trader in the food delivery services sector.
This company has its own funds from personal savings, which will help to cover the start-up costs.
In this presentation I will explain the information obtained from the market research, the techniques that will be used to position the company and how to attract more customers.
In addition, the SWOT analysis and the cash flow forecast of the company will be briefly discussed.

3.  BUSINES CONCEPT – HEALTHIOUS

After living in the UK for a few years and missing my mother's food. I had an idea when I saw there were so few healthy options on the market.
This company is dedicated to creating nutritious meals with a homemade taste, which takes us back to our childhood and brings back wonderful memories.
The name is inspired by the wordplay of Healthy and Delicious, giving rise to Healthious. The company is based in Roath, Cardiff (Google Maps, 2022)
On the other hand, lack of time and motivation are crucial factors that prevent us from following a healthy lifestyle - especially if we live in a fast-paced modern society.
In the wake of the pandemic, according to The George Institute Global Health, the need to eat healthily has increased, and many people are already doing so.
Also, consumers are more interested in buying products that are sustainable and environmentally friendly. (Askew,2022)
4. MISSION STATEMENT: HEALTHIOUS reinvents the concept of food by providing homemade, healthy meals at affordable prices.

5. [bookmark: _Toc97655421][bookmark: _Toc97666372][bookmark: _Toc97670412][bookmark: _Toc97674425][bookmark: _Toc97675492][bookmark: _Toc97675883][bookmark: _Toc97720668][bookmark: _Toc97742844][bookmark: _Toc97905540] AIM – Healthious aims to be a market leader by providing delicious and nutritious food, made with high quality products. Instilling new healthy habits in customers and making them feel so good about themselves that they want to come back for more.
6.  OBJECTIVES: 
· In the three months prior to opening the business, increase social media visits by 10% to attract potential customers.
· After one year of operation, be recognised by the local market as an excellent option for healthy food by 5%.
· In order to launch new products, increase sales of best-selling products by 10% in one year.
7. MARKET RESEARCH: According to the Big Hospitality portal, the foodservice market in the UK is forecast to grow every year for the next three years. 
As a consequence of the pandemic, the population has been affected, prioritising health and wellbeing over other aspects of their lives. 
8. This graph shows that, according to Finder's annual report on dietary trends, the number of people following a vegetarian, vegan or pescetarian diet is increasing in the UK (Mckenna, 2022), although it is still a low percentage.
As can be seen, there is a significant majority of consumers who refuse to give up meat and choose alternatives such as fish and vegetables instead.
9. [bookmark: _Hlk98266414]HEALTHIOUS – PRIMARY RESEARCH
Healthious has conducted its own survey to find out more about audience preferences, as can be seen in the graph.
You can also access it via the link below:
https://forms.office.com/r/2YyZPgMnde
10. HEALTHIOUS – RESULTS: Following the market survey, the results are described below:
A group of 20 people participated in this study, filling out a questionnaire with 16 questions.
As a result, the most common gender was determined to be female, with an age range of 29–39 years old, living in Cardiff, and eating fast food 1-2 times per week.
Participants are willing to pay between 10 and 20£ on average for a healthy meal. Participants in the survey use social media platforms such as Instagram and Facebook, and they also want information about the food they eat, as well as a healthy option when ordering.
11. MARKETING STRATEGIC:  It will heavily rely on social media platforms such as Instagram and Facebook to reach our target audience.
To raise environmental awareness, it will emphasise communicating the benefits of each ingredient, its origin, and the use of eco-friendly packaging.
The more people who share our advertising on social media, the more chances they have to win a free week of healthy food. They can continue to participate and share their experiences by using the hashtag #HEALTHIOUS.
Frontline workers will also be eligible for exclusive discounts.
12. LEAFLET FRONT & BACK – TEAR OFF LEAFLET (Canvas, 2022) 
As you can see, our advertising is brightly coloured and eye-catching, so it will not go unnoticed, and at the same time these leaflets have a tear-off part that makes it easy to keep it in your pocket and share it.
13.  BUSINESS CARD: And our business card follows the same line with bright colours, but with an elegant and formal touch.
14.  Here are some examples of our social media advertising.
15. UNIQUE SELLING PRODUCT: What makes our product unique and special is that it can be customised to the customer's preferences and will be presented in a lovely and friendly package that, when opened, becomes a ritual in the eyes and delight of the consumer, and all of this will be accompanied by a nice business card.
16.  FEATURES: Healthy menus are created with balanced, fresh, high-quality food from local farms, presented in eco-friendly packaging (Packaging, 2022), at an unbeatable market price.
BENEFITS: Aside from being nutritious and having a homemade touch, the benefit of our product is that it allows the consumer to save valuable time by having a meal ready to eat and enjoy, allowing more time to be spent on other activities.
17.   SWOT ANALYSIS: I will only highlight the relevant points, which are explained in depth and detail in the business plan.

	STRENGTHS
	· Healthy choice with high quality products
· Friendly packaging

	WEAKNESSESS
	· New & inexperienced in the market
· Creating a healthy food culture is an arduous task

	OPPORTUNITIES
	· Diverse public with a wide range of food tastes
· High demand towards a healthy lifestyle (World Health Organizations, 2018)

	THREATS
	· Rising prices for supplies (Kirkman, 2021)
· Competitor positions


18.  CASH FLOW FORECAST: Allows the company's profitability to be assessed over the course of a year and shows whether its financial movements have been carefully planned.
In this case, the year-end balance sheet is positive, with a profit of approximately £15,270
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