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	[bookmark: _Toc287535392][bookmark: _Toc287535890]1 Executive summary (We suggest you complete this section after you have completed the other sections of the Business Plan).

The business idea of the “Naija Memories Cuisine” is to give Nigerian food with good packaging and at the best quality in the United Kingdom. In 3-5 years, the business aims to modernize the process of ordering and delivering the food, increase what cos productivity, and expand the customer base. All of this will help the company grow, make new partners, and achieve long-term success.
The trends in the chosen market are:
· Ethnic Cuisine Demand 
· Health Focus
· Delivery Services Growth
The business will introduce premium beverages and unique packed sweets within the current price ranges to increase its upscale offerings. It will also expand its menu with high-end dishes, capitalizing on market gaps. Additionally, eco-friendly packaging options will be offered for a fee to align with sustainability trends.
The business's pricing, ranging from £3-8 for beverages to £0-40 for events, is competitively set below market averages to attract diverse customers, reflecting the growing interest in Nigerian cuisine and sustainable practices shown in Google Trends. This approach leverages market research insights to offer value and authenticity.




	

	
	
	

	
	
	

	
	
	

	
	
	

	


	
	
	

	
	[bookmark: _Toc287535393][bookmark: _Toc287535891]2 Business details
[bookmark: _Toc287535394]Company name:
Naija Memories Cuisine Ltd
	

	
	[bookmark: _Toc287535395]Address:
188 high street,Tunstall, Stoke-on-Trent, ST6 5TT.
	

	
	Primary contact method
Email: naijamemoriescuisine@info.com
	

	
	
	

	
	[bookmark: _Toc287535398]The business will: (Provide a brief description of what your business will do)

The idea is based on the growing demand for Nigerian food from the local people who are living or visiting the UK and want to have proper Nigerian food, as they miss the local food of their locality. The best quality food at an affordable rate is served to the customers. The customers are given top priority and they are provided with proper Nigerian taste food for, the chef who has been hired is having these of 7 years in the preparation of Nigerian Food.

	

	




	
	
	
	
	
	

	
	[bookmark: _Toc287535399][bookmark: _Toc287535892]3 Key personnel
[bookmark: _Toc287535400]Details of owner(s):
Name: Amanioaei Eliza Andreea
	

	
	Position/main responsibilities: Marketer
	

	
	Experience and knowledge of our industry: Marketing Manager
	

	
	
	

	
	Previous employment: Marketing Specialist
	

	
	Key skills brought to the business: Strategic Planning, Market Research, Digital Marketing
	

	
	Business experience and any training undertaken: BA in Marketing
	

	
	Academic/professional qualifications: Google Ads Certification
	

	
	Salary expectations £ 39,000
	

	
	Name: Muntean Emanuela Ioana
	

	
	Position/main responsibilities: Accountant
	

	
	Experience and knowledge of our industry: Senior Accountant
	

	
	Previous employment: Staff Accountant
	

	
	Key skills brought to the business: Financial Reporting, Tax preparation, Auditing
	

	
	Business experience and any training undertaken: Certified Public Accountant (CPA) 
	

	
	Academic/professional qualifications: BA in Accounting
	

	
	Salary expectations £ 38,000


	

	
	Name: Sanyaolu Fasilat Abiodun
Position/main responsibilities: Owner

	
	Experience and knowledge of our industry: Restaurant Manager 

	
	

	
	Previous employment: Restaurant Manager

	
	Key skills brought to the business: Entrepreneurial Leadership, Customer Service Excellence

	
	Business experience and any training undertaken: Food Safety Manager Certification

	
	Academic/professional qualifications: Certificate in Restaurant Management

	
	Salary expectations £ 40,000

	
	Name: Savulescu Nicolae Laurentiu

	
	Position/main responsibilities: Manager

	
	Experience and knowledge of our industry: Restaurant Manager

	
	Previous employment: Assistant Restaurant Manager

	
	Key skills brought to the business: Communication, Problem Solving, Time management

	
	Business experience and any training undertaken: Professional Development Course

	
	Academic/professional qualifications: BA in Business Administration

	
	Salary expectations £ 30,000



[bookmark: _Toc287535402][bookmark: _Toc287535893]Vision
	
	
	

	
	[bookmark: _Toc287535403][bookmark: _Toc287535894]4 The business idea
	

	
	The business idea of the “Naija Memories Cuisine” is to give Nigerian food with good packaging and at the best quality in the United Kingdom (McKeever, 2019). The idea is based basically on the growing demand for Nigerian food from the local people who are living or visiting the UK and want to have proper Nigerian food, as they miss the local food of their locality. The best quality food at an affordable rate is served to the customers. In the enterprise, the customers are given the top priority, and they are given the 24*7 helpline services and all their queries are entertained with the top priority related to taste, price and packaging. For the health and safety measures, the organisation is approaching raw materials and ingredients that are healthy and good for the health. “The human resources considered in this business are the chef, the owner and the accountant who will manage all the financial aspects - as a result, the critical roles of these staffs must be carefully defined and managed (National Restaurant Association Educational Foundation, 2023)” . “The services are given on a virtual platform and the fees are being paid to the delivery partners hence, effective revenue management strategies, including optimal fee structures for delivery partners, are essential for maximizing profitability in the restaurant industry (Kimes, 2021).” The food is promised to be delivered within when they will be delivered if the location is within the thin kilometres (Stutely 2012). The customers Nigerian food choices are prioritize with delicate taste considering the chef 7 years expertise in preparing Nigerian Foods. In essence, hiring and retaining skilled chefs with extensive experience in the desired cuisine is crucial for delivering an authentic and high-quality dining experience (Okumus et al., 2022, Codini et al., 2023)”
 
	n

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	[bookmark: _Toc287535405][bookmark: _Toc287535895]5 Business goals
	

	
	1. What do you want to achieve in your first year of business? (for example, turnover of £100,000 or trading at breakeven) (SMART Target as the basis)
	

	
	What do you want to achieve in your first year of business? 
· In the first year, the organisation is expecting to have a turnover of about £100000.
· It is expected that the organisation will cover all its initial cost within the 6 months of period (Keiningham, 2020) 
· It will become the leader in the delivery of the Nigerian food in the UK food market.



	

	
	
	

	
	2. Where do you see your business in 3-5 years’ time?
·      
(Use Klofstens business platform to explain)
(Vision statement)
[image: Screen Clipping]

In 3-5 years, the business aims to modernize the process of ordering and delivering the food, increase what cos productivity, and expand the customer base. All of this will help the company grow, make new partners, and achieve long-term success.











	

	
	
	

	
	
	

	
	

	
	
	

	
	[bookmark: _Toc287535406][bookmark: _Toc287535896]6 What the business does

	

	
		Product/service
	Features
	Benefits

	Food preparation
	Nigerian taste with the best quality at an accessible price
	Promise to give the local taste of Nigeria

	packaging
	Focusing on using the less harmful product for packaging that will not harm the body or spoil the food.
	Safe delivery and food remain safe until it arrives to the client



	

	
	
	

	
	[bookmark: _Toc287535407][bookmark: _Toc287535897]7 What makes the business different (Value Proposition)
Your product/service is unique or different compared with the competition because:
	

	
	· It is giving the local taste of Nigerian food that is needed by the Nigerians who are living in the UK.  
· It offers 24*7 help services if the consumers have any issues.
· It is not considering the plastic packaging.
	

	
	
	



	
	
	

	
	[bookmark: _Toc287535408][bookmark: _Toc287535898]8 Legal requirements (including regulations and licences particular to your business)
The legal and insurance requirements that apply to your business are: 

The legal as well as insurance requirements that are applied in business are:
1. The Food Safety Act, of 1990
2. Food Hygiene Regulations
Food labelling requirements (Sutherland, 2023)
	

	
	You will meet your legal and insurance requirements by:
1. Inspect the health and safety measures that are followed by the Naija Memories Cuisine.
2. Proper food labelling
Following of the Food Safety Act and Hygiene regulations
	

	
	
	



[bookmark: _Toc287535409][bookmark: _Toc287535899]Marketing
	
	
	

	
	[bookmark: _Toc287535410][bookmark: _Toc287535900]9 Market research
	

	
	[bookmark: _Toc287535411]Trends in your chosen market are:

· Ethnic Cuisine Demand: Rising interest in ethnic foods in the UK, particularly Nigerian dishes.
· Health Focus: Opportunity to market Nigerian cuisine's health benefits.
· Delivery Services Growth: Increased use of food delivery platforms expands reach for Naija-Memories Cuisine.

	

	
	[bookmark: _Toc287535412]How you know this: (Provide examples with references)

· Market Research Support: Insights from MarketLine and Statista highlight trends in convenience, sustainability, and ethnic food diversity, showing market potential for Naija-Memories Cuisine.
· Online Food Delivery Growth: Data indicates a rising market for online food delivery and ethnic cuisines in the UK.
· Consumer Trends Validation: Market observations, customer feedback, and social media trends confirm increased interest in ethnic foods, health consciousness, and delivery service convenience, guiding Naija-Memories Cuisine's marketing strategy.

	

	
	[bookmark: _Toc287535413][bookmark: _Toc287535901]10 Profiling customers
[bookmark: _Toc287535414]The customer groups you will be selling to are: (4 x Customer profiles minimum)

· Expat Aficionado: Mid-30s to early 40s professionals/expatriates, values authentic dining, engages through reputable brands' websites, prefers content on cultural stories and sustainability.
· Cultural Explorer: Late 20s to mid-30s, gender-balanced, enjoys discovering new cuisines, finds dining experiences through social media and referrals, seeks vibrant and engaging content.
· Health-Conscious Foodie: Female, 25-34, prioritizes healthy ingredients and dietary options, research online for health-focused dining, interested in content highlighting health benefits and quality ingredients.
· Social Media-Savvy Patron: Young demographic, active on social media, enjoys dining's social aspect, discovers restaurants through social networks and influencers, attracted to visually appealing and shareable content.

	

	[bookmark: _Hlk159894018]
	[bookmark: _Toc287535415]Your customer research has shown what your customers want is: 
	

	
	1.      (What research did you undertake and what were the results?) 


· Diverse Authenticity: Demand for authentic, varied culinary options.
· Health Focus: Interest in healthy, organic menu items.
· Convenience: Preference for home delivery or easy pick-up services.
· Cultural Storytelling: Attraction to brands with unique cultural narratives.
· Sustainability: Support for environmentally responsible practices.
· Digital Engagement: Importance of a strong online presence.
· Community Experience: Desire for communal and social dining environments.
· Value: Expectation of quality with competitive pricing.
· Ambience: Interest in the overall dining atmosphere.
· Reputation: Reliance on online reviews and recommendations.

	

	
	
	

	
	[bookmark: _Toc287535416][bookmark: _Hlk159895084]How you know this:
·       (What evidence can you offer)

[bookmark: _Hlk159895976]Based on comprehensive market research and data analysis, including insights from SimilarWeb analytics, case studies, and industry reports. This evidence provides a deep understanding of customer behaviours, preferences, and trends relevant to our target market segments.
	

	
	[bookmark: _Toc287535417]Number of customers you expect to win in each group and what they might pay:
	[bookmark: _Toc287535418]Group
	[bookmark: _Toc287535419]Number of customers
	[bookmark: _Toc287535420]The price they might pay per unit

	Expat Aficionados
	150
	£15 Minimum

	Cultural Explorers
	200
	£12 Minimum

	Health-Conscious Foodies
	100
	£14 Minimum

	Social Media Savvy Patrons
	250
	£10

	Local Nigerian Community
	300
	£13 Minimum

	Adventure Seekers (tourists)
	120
	£16 Minimum

	Budget Diners
	200
	£8



	

	
	
	



	
	
	

	
	[bookmark: _Toc287535442][bookmark: _Toc287535902][bookmark: _Hlk160329103]11 Profiling competitors

	

	
		[bookmark: _Hlk160330653]Competitor name
	Strengths
	Weaknesses

	Ikoyi London
	Michelin-starred, innovative West African cuisine, fine dining
	High prices, limited vegetarian/vegan options

	Bundobust
	Award-winning, vegetarian menu, craft beer selection
	May not cater to all due to the vegetarian focus

	Miller and Carter
	Widely known as "Masters of Steak", extensive UK presence
	high-quality steak focus may not appeal to non-meat eaters

	Lolak Afrique
	Family-run, authentic West African cuisine, uses ingredients imported from Nigeria
	may be considered a niche cuisine for some

	Eko
	Authentic Nigerian food, online ordering available, live entertainment
	Limited opening hours, slightly higher price point



[bookmark: _Toc287535443]
[bookmark: _Hlk160330667]How you can improve on their offer and/or price(s) unique offerings:

The business will introduce premium beverages and unique packed sweets within the current price ranges to increase its upscale offerings. It will also expand its menu with high-end dishes, capitalizing on market gaps. Additionally, eco-friendly packaging options will be offered for a fee to align with sustainability trends.
	

	
	
	

	
	
	

	
	
	

	[bookmark: _Hlk160330781]
	[bookmark: _Toc287535444][bookmark: _Toc287535903]12 Managing market risks
[bookmark: _Toc287535445]Write down the risks you have identified:

· Limited knowledge of Nigerian cuisine in the UK.
· Perceived excessive spiciness.
· Challenges in sourcing authentic ingredients.
· Narrow customer base due to taste preferences.
· Competition from established international cuisines.
· Economic fluctuations affecting dining out budgets.
· Potential negative perceptions of Nigerian food.
· Strict UK food and safety regulatory requirements.


	

	
	[bookmark: _Toc287535446]How will you manage these risks so that they become less of a threat:
	

	
	· Conduct educational campaigns on Nigerian cuisine.
· Offer dishes with various spice levels.
· Develop partnerships for ingredient sourcing.
· Market to a broader audience beyond the Nigerian community.
· Use social media influencers to enhance food appeal.
· Implement flexible pricing to attract cost-conscious customers.
· Engage in cultural events for exposure.
· Seek expert advice for compliance with food regulations.

	

	
	[bookmark: _Toc287535447][bookmark: _Toc287535904]13 Pricing
	

	[bookmark: _Hlk160337878]
	[bookmark: _Toc287535448]How you can calculate your prices:
	

	
	The business's pricing, ranging from £3-8 for beverages to £0-40 for events, is competitively set below market averages to attract diverse customers, reflecting the growing interest in Nigerian cuisine and sustainable practices shown in Google Trends. This approach leverages market research insights to offer value and authenticity.

	

	
	
	



	
	
	

	[bookmark: _Hlk160337893]
	[bookmark: _Toc287535449]How your prices compare with the competition:
	

	
	
	[bookmark: _Hlk160337917]Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Nigerian Beverages 
	3-8
	5-10

	Packed Sweets
	2-6
	3-10

	Authentic Nigerian Dishes 
	8-45
	15-60

	Packaging 
	0-1(for environmentally friendly packeging)
	0-2

	Dine-in experience
	8-75
	15-80

	Events (cultural-marekting)
	0-40
	-




	

	
	
	

	
	[bookmark: _Toc287535450]Reasons for the difference between your price(s) and your competitors’ price(s):

Our competitive pricing, from £3 for beverages to £75 for premium dine-in experiences, is driven by authentic flavors, direct sourcing, and eco-conscious practices. We offer value across a range of Nigerian dishes and sustainable packaging, catering to diverse preferences and supporting environmental responsibility.
Top of Form

	

	
	
	



	
	
	

	
	[bookmark: _Toc287535451][bookmark: _Toc287535905][bookmark: _Hlk160339330]14 Promotion and advertising
[bookmark: _Toc287535452]How and where will you promote your product/service?
	

	
	
	

	
	Promotion and advertising for the restaurant will focus on digital marketing, social media engagement, participating in cultural events, influencer collaborations, and leveraging platforms like Deliveroo and Uber Eats, supported by targeted content and customer feedback initiatives to attract a diverse audience and enhance brand visibility.








	

	
	
	

	
	
	



[bookmark: _Toc287535453][bookmark: _Toc287535906]Running the business
	

	
	

	
	[bookmark: _Toc287535454][bookmark: _Toc287535907]15 Staff


	

	
		Role
	Total cost
	Necessary experience
	Specialist skills and/or qualifications

	Chef De Cuisine (Head Chef) 
	£20.00 (Per Hour) 
	Must be duly experienced in preparing different Nigerian Cuisines, creating menus, inventory management, preparing dishes and generally managing the kitchen
	Creativity, innovation, and attention to details 
Food safety and hygiene practices 
Culinary training from a Nigerian catering school 
Well-organised and quick-thinking 
Ability to create and prepare traditional Nigerian dishes. 
At least, 3 years of experience 

	Chef 
	£15.00 (Per Hour) 
	Must be creative, innovative, and experienced in making local Nigerian cuisines and delicacies 
	Teamwork, attention to detail, well organised and ability to think quickly.
Ability to create a menu and prepare the dishes on the menu. 
Culinary training from a Nigerian catering school 
At least, 2 years of experience 

	Dishwasher 
	£12.00 (Per Hour)
	Must be experienced in keeping the kitchen clean and washing all dishes used 
	Must be organised. 
Ability to work under pressure and in a fast-paced environment. 
Strong work ethic 

	Server 
	£13.00 (Per Hour)
	Must be experienced in taking and receiving individual orders, delivering food and attending swiftly and excellently to each customer’s order and request
	Communication Skills 
Customer service skills 
Must be able to work under pressure and pay attention to details 

	General Manager 
	£17.00 (Per Hour)
	Must be experienced in running a restaurant excellently, keeping, conducting training sessions for employees, managing staff and inventory, ensuring quality management and setting targets towards meeting organisational objectives 
	Management and Leadership skills 
Must have managed a restaurant in the United Kingdom before with experience of at least, 2 years (And must be duly recommended for employment by the previous employer) 
Problem-solving, critical thinking and creativity skills 




	

	
	[bookmark: _Toc287535455][bookmark: _Toc287535908]16 Premises

	
	Cost £

	Premises required at start-up: Physical Outlet for the Restaurant (ST6 STT)
	£15 K /YEAR

	Premises required in the future (if different): TO CREATE A RESTAURANT CHAIN ACROSS UK
	£500 K



	

	
	[bookmark: _Toc287535456][bookmark: _Toc287535909]

17 Suppliers
[bookmark: _Toc287535457]Your key suppliers and their credit terms
	Supplier
	What You'll Buy
	Number of Days' Credit

	Local Farmers in Nigeria
	Food stuff needed for the different Nigerian dishes (Yam, different sorts of dried vegetables, Palm Oil, Goat meat, Dried Fish, Crayfish, Ogbono seeds, tomatoes and Peppers, garri, stockfish, cocoyam, palm fruit, Onions, Potatoes, Dried Prawns Egusi seed
	The prepaid credit term would be used

	Local Food Markets in the UK
	Compared to buying from farmers in Nigeria, this would be more expensive, but things would be bought from them if at any point the business runs out of certain supplies before the shipment from Nigeria arrives
	Cash on delivery if orders are placed online, or pre-paid if the sourcing is done physically

	Butchers
	Fresh cuts of meat of different types (This is because fresh meat being shipped from Nigeria is not viable)
	Pre-Paid

	Beer Suppliers
	Beer is to be sold alongside the multiple dishes. Brands selling Nigerian beers as well as local breweries shall be contacted to supply these
	Cash-on-delivery

	Wine Suppliers
	Wine stores and wineries shall be purchased from
	Cash on Delivery

	Product Suppliers
	Pantry Supplies, cookware, foil, wraps and food containers from eco-friendly brands
	Cash on Delivery

	Perishable and produce supplier
	Dairy products, fresh herbs, milk, cheese and other products with short lifespan
	Cash on Delivery

	Fish and Shellfish Suppliers
	Certified fish and shellfish suppliers shall be contracted to supply fresh fish and other seafood
	Cash on Delivery or Prepaid

	Local Farmers in Nigeria
	Foodstuffs needed for the different Nigerian dishes (Yam, different sorts of dried vegetables, Palm Oil, Goat meat, Dried Fish, Crayfish, Ogbono seeds, tomatoes and Peppers, garri, stockfish, cocoyam, palm fruit, Onions, Potatoes, Dried Prawns Egusi seed
	The prepaid credit term would be used

	Local Food markets in the UK
	Compared to buying from farmers in Nigeria, this would be more expensive, but things would be bought from them if at any point the business runs out of certain supplies before the shipment from Nigeria arrives
	Cash on delivery if orders are placed online, or pre-paid if the sourcing is done physically

	Butchers
	Fresh cuts of meat of different types (This is because fresh meat being shipped from Nigeria is not viable)
	Pre-Paid



	

	
	
	

	
	
	




	
	
	

	
	[bookmark: _Toc287535458][bookmark: _Toc287535910]18 Equipment
	

	
	

	Resource 
	When
	How funded
	Cost £ per unit

	Food Processors 
	This is to be purchased before the business commences 
	The purchase is to be funded by the startup fund contributed by partners to the business      
	[bookmark: Text127]£The Ninja BN800UK (£199)

	Food Prep Counters and Cutting Boards 
	To be purchased before operations commence 
	Startup Funding 
	£7.00

	Freezers and Refrigerators 
	To be purchased before operations
		Startup Funding 



	£1,500.00

	Safety Equipments ( Aprons, First Aid Kits, Fire Extinguishers 
	To be purchased before operations
		Startup Funding 



	£200.00

	Cooking Equipments ( Pots and Pans, Mixing bowls, Ladles, Spatula ) 
	To be purchased before operations
		Startup Funding 



	£24.00

	Microwave 
	To be purchased before operations
		Startup Funding 



	£300.00

	Servingware
	To be purchased before operations
		Startup Funding 



	£10.00

	Sinks 
	To be purchased before operations
		Startup Funding 



	£90.00

	Washing Equipments 
	To be purchased before operations
		Startup Funding 



	£100.00



	

	
	
	

	
	
	

	
	
[bookmark: _Toc287535459][bookmark: _Toc287535911]19 Managing operational risks

	Risk
	Solution

	Staff

	- Train people extensively to increase skills and expertise.
- Cross-train to ensure critical team members can manage tasks.
- Develop a robust communication strategy to quickly resolve internal issues.

	Suppliers

	- Diversify suppliers to reduce reliance.
- Regularly evaluate supplier performance and reliability.
- Stay in touch with vendors to prevent problems.





	

	
	
	



[bookmark: _Toc287535460][bookmark: _Toc287535912]Finance 
20. Start-up cost
	 
	 
	£

	IT and computers
	1,200

	Telephones and broadband
	450

	Equipment
	10,000

	Stock
	12,500

	Tools
	200

	Vehicles
	3,000

	Professional fees
	1,200

	Insurance
	450

	Rent/rent deposit
	400

	Stationery
	120

	Marketing
	120

	Consumables
	300

	Licences
	100

	Training
	450

	Association fees
	1,100

	Wages/recruitment
	1,200

	Security/health and safety equipment
	250

	Market research costs
	300

	Other (please specify)
	250

	 
	 

	 
	 

	 
	 

	 
	 

	 
	 

	TOTAL  £
	33,590


	

21 Profit and loss forecast
	 
	Year 1 (£)
	Year 2 (£)
	Year 3 (£)

	Total expected sales
	1,00,000
	1,20,000
	1,50,000

	Less variable costs
	45,000
	48,000
	55,000

	Gross profit (sales less variable costs) = 
	55,000
	72,000
	95,000

	Calculate your gross profit margin % (gross profit divided by total sales x  100) (A)
	1
	1
	1

	
	
	
	

	Salaries/wages (survival income + any staff
	1,200
	1,300
	1,350

	Premises (including rent, rates, utilities)
	500
	500
	500

	Telephone and broadband
	450
	460
	480

	Printing, post and stationery
	120
	130
	145

	Advertising and promotion
	200
	300
	350

	Bank charges
	1,000
	1,200
	1,200

	Professional fees
	1,200
	1,200
	1,200

	Insurances
	450
	450
	450

	Bank/HP/Interest (payable to your bank)
	300
	300
	300

	Stock
	8,000
	12,500
	12,500

	Consumables
	300
	300
	300

	Equipment and vehicle leasing
	10,000
	10,000
	10,000

	Depreciation
	2,000
	2,000
	2,000

	Other (please specify)
	230
	230
	250

	Other
	120
	120
	130

	Other
	120
	120
	130

	 
	 
	 
	 

	Total fixed costs
	26,190
	31,110
	31,285

	Net profit (gross profit less fixed cost)
	28,810
	40,890
	63,715

	Calculate your net profit margin (net profit divided by total sales x 100)
	29
	34
	42

	
	
	
	

	Calculate your break even
	Year 1 (£)
	Year 2 (£)
	Year 3 (£)

	Total variable costs + total fixed costs (B)
	71,190
	79,110
	86,285

	Break even (B) divided by (A)
	1,29,436
	1,31,850
	1,36,239



22 Sourcing finance
	Total borrowing requirement for the business

	 
	£

	Start-up cost
	33,590

	Personal start-up contributions
	12000

	Other start-up contributions
	13000

	Total Required
	8,590

	The assets available as security
	5000

	 
	3,590



23 Managing financial risks 
1. Rise in the costs due to inflation.
2. Increase in wages and remuneration of employees.	
3. Increase in the advertising and promotion expenses can be identified as a serious issue for the business.
How you will minimise their impact:
1. Maintain retained earnings.
2. Create employee remuneration funds.
3. The business need to follow a budgetary control for controlling the costs associated in the business.    



24. Cash Flow Forecast
	 
	Start-up 0
	1
	2
	3
	4
	5
	6
	TOTAL

	 
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual

	INCOME
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Cash from sales (incl. VAT)
	80,000
	1,00,000
	70,000
	1,00,000
	85,000
	85,000
	70,000
	80,000
	70,000
	1,00,000
	70,000
	1,00,000
	70,000
	1,00,000
	5,15,000
	6,65,000

	Cash received from debtors
	5,500
	6,000
	3,500
	6,000
	3,200
	3,300
	3,500
	4,000
	3,500
	6,000
	3,500
	6,000
	3,500
	6,000
	26,200
	37,300

	Capital/loans received
	3,590
	3,300
	3,200
	3,300
	3,000
	3,200
	3,200
	3,000
	3,200
	3,300
	3,200
	3,300
	3,200
	3,300
	22,590
	22,700

	Other (please specify)
	650
	800
	850
	800
	750
	800
	850
	700
	850
	800
	850
	800
	850
	800
	5,650
	5,500

	TOTAL £
	89,740
	1,10,100
	77,550
	1,10,100
	91,950
	92,300
	77,550
	87,700
	77,550
	1,10,100
	77,550
	1,10,100
	77,550
	1,10,100
	5,69,440
	7,30,500

	EXPENDITURE
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Wages to staff (incl. PAYE & NI)
	4,500
	4,000
	3,200
	4,000
	3,000
	3,200
	3,200
	4,000
	3,200
	4,000
	3,200
	4,000
	3,200
	4,000
	23,500
	27,200

	Premises (rent, rates & utilities)
	450
	500
	450
	500
	420
	450
	450
	500
	450
	500
	450
	500
	450
	500
	3,120
	3,450

	Telephone & Broadband
	560
	580
	560
	580
	500
	560
	560
	580
	560
	580
	560
	580
	560
	580
	3,860
	4,040

	Printing, post & stationery
	120
	100
	120
	100
	100
	120
	120
	100
	120
	100
	120
	100
	120
	100
	820
	720

	Advertising & promotion
	200
	180
	200
	180
	180
	200
	200
	180
	200
	180
	200
	180
	200
	180
	1,380
	1,280

	Bank charges
	800
	700
	800
	700
	700
	800
	800
	700
	800
	700
	800
	700
	800
	700
	5,500
	5,000

	Professional fees
	1,200
	1,000
	1,200
	1,000
	1,100
	1,200
	1,200
	1,000
	1,200
	1,000
	1,200
	1,000
	1,200
	1,000
	8,300
	7,200

	Insurances
	450
	500
	450
	500
	400
	450
	450
	500
	450
	500
	450
	500
	450
	500
	3,100
	3,450

	Bank/HP
	800
	900
	800
	900
	700
	800
	800
	900
	800
	900
	800
	900
	800
	900
	5,500
	6,200

	Equipment & vehicle leasing
	350
	400
	350
	400
	300
	350
	350
	400
	350
	400
	350
	400
	350
	400
	2,400
	2,750

	Payments relating to variable costs
	35,000
	37,000
	35,000
	37,000
	25,000
	35,000
	35,000
	37,000
	35,000
	37,000
	35,000
	37,000
	35,000
	37,000
	2,35,000
	2,57,000

	Capital Expenditure
	5,000
	4,000
	5,000
	4,000
	6,000
	5,000
	5,000
	4,000
	5,000
	4,000
	5,000
	4,000
	5,000
	4,000
	36,000
	29,000

	Other Payments
	2,560
	2,500
	2,560
	2,500
	2,200
	2,560
	2,560
	2,500
	2,560
	2,500
	2,560
	2,500
	2,560
	2,500
	17,560
	17,560

	VAT
	5,600
	7,000
	4,900
	7,000
	5,950
	5,950
	4,900
	5,600
	4,900
	7,000
	4,900
	7,000
	4,900
	7,000
	36,050
	46,550

	Owner's wages/salary
	2,500
	2,200
	2,500
	2,200
	2,200
	2,500
	2,500
	2,200
	2,500
	2,200
	2,500
	2,200
	2,500
	2,200
	17,200
	15,700

	Owner's National Insurance
	240
	200
	240
	200
	230
	240
	240
	200
	240
	200
	240
	200
	240
	200
	1,670
	1,440

	Loan repayments (incl. interest)
	1,200
	1,250
	1,200
	1,250
	1,100
	1,200
	1,200
	1,250
	1,200
	1,250
	1,200
	1,250
	1,200
	1,250
	8,300
	8,700

	Stock
	7,000
	8,000
	6,500
	8,000
	6,000
	6,500
	6,500
	6,800
	6,500
	6,500
	6,500
	6,500
	6,500
	6,800
	45,500
	49,100

	Consumables
	200
	300
	200
	300
	150
	200
	200
	220
	200
	200
	200
	200
	200
	220
	1,350
	1,640

	Other (please specify)
	150
	230
	150
	250
	120
	150
	150
	180
	150
	150
	150
	150
	150
	180
	1,020
	1,290

	Other
	100
	120
	100
	130
	100
	100
	100
	120
	100
	100
	100
	100
	100
	120
	700
	790

	Other
	100
	120
	100
	130
	100
	100
	80
	100
	100
	100
	100
	100
	100
	100
	680
	750

	TOTAL £
	69,080
	71,780
	66,580
	71,820
	56,550
	67,630
	66,560
	69,030
	66,580
	70,060
	66,580
	70,060
	66,580
	70,430
	4,58,510
	4,90,810

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Income less expenditure
	20,660
	38,320
	10,970
	38,280
	35,400
	24,670
	10,990
	18,670
	10,970
	40,040
	10,970
	40,040
	10,970
	39,670
	1,10,930
	2,39,690

	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	11,000
	12,000

	Closing bank balance
	31,660
	50,320
	10,970
	49,280
	47,400
	24,670
	21,990
	30,670
	10,970
	51,040
	22,970
	40,040
	21,970
	51,670
	21,970
	51,670





For the next 6 months
	 
	Carried over
	7
	8
	9
	10
	11
	12
	TOTAL

	 
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual

	INCOME
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Cash from sales (incl. VAT)
	5,15,000
	6,65,000
	70,000
	70,000
	65,000
	70,000
	70,000
	70,000
	80,000
	1,00,000
	65,000
	70,000
	65,000
	0
	9,30,000
	10,45,000

	Cash received from debtors
	26,200
	37,300
	5,000
	4,000
	4,500
	4,000
	5,000
	4,000
	4,000
	4,000
	4,500
	4,000
	4,500
	0
	53,700
	57,300

	Capital/loans received
	22,590
	22,700
	4,000
	3,000
	3,500
	3,000
	3,000
	3,000
	2,500
	3,000
	3,500
	3,000
	3,500
	0
	42,590
	37,700

	Other (please specify)
	5,650
	5,500
	700
	800
	700
	800
	700
	800
	600
	800
	700
	800
	700
	0
	9,750
	9,500

	TOTAL £
	5,69,440
	7,30,500
	79,700
	77,800
	73,700
	77,800
	78,700
	77,800
	87,100
	1,07,800
	73,700
	77,800
	73,700
	0
	10,36,040
	11,49,500

	EXPENDITURE
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Wages to staff (incl. PAYE & NI)
	23,500
	27,200
	3,500
	4,000
	3,500
	4,000
	3,500
	4,000
	3,500
	4,000
	3,500
	4,000
	3,500
	0
	44,500
	47,200

	Premises (rent, rates & utilities)
	3,120
	3,450
	400
	450
	400
	450
	400
	450
	400
	450
	400
	450
	400
	0
	5,520
	5,700

	Telephone & Broadband
	3,860
	4,040
	550
	550
	550
	550
	550
	550
	550
	550
	550
	550
	550
	0
	7,160
	6,790

	Printing, post & stationery
	820
	720
	120
	150
	120
	150
	120
	150
	120
	150
	120
	150
	120
	0
	1,540
	1,470

	Advertising & promotion
	1,380
	1,280
	200
	220
	200
	220
	200
	220
	200
	220
	200
	220
	200
	0
	2,580
	2,380

	Bank charges
	5,500
	5,000
	800
	1,000
	800
	1,000
	800
	1,000
	800
	1,000
	800
	1,000
	800
	0
	10,300
	10,000

	Professional fees
	8,300
	7,200
	1,100
	1,200
	1,100
	1,200
	1,100
	1,200
	1,100
	1,200
	1,100
	1,200
	1,100
	0
	14,900
	13,200

	Insurances
	3,100
	3,450
	400
	500
	400
	500
	400
	500
	400
	500
	400
	500
	400
	0
	5,500
	5,950

	Bank/HP
	5,500
	6,200
	700
	800
	700
	800
	700
	800
	700
	800
	700
	800
	700
	0
	9,700
	10,200

	Equipment & vehicle leasing
	2,400
	2,750
	350
	400
	350
	400
	350
	400
	350
	400
	350
	400
	350
	0
	4,500
	4,750

	Payments relating to variable costs
	2,35,000
	2,57,000
	25,000
	30,000
	25,000
	30,000
	25,000
	30,000
	25,000
	30,000
	25,000
	30,000
	25,000
	0
	3,85,000
	4,07,000

	Capital Expenditure
	36,000
	29,000
	4,500
	5,000
	4,500
	5,000
	4,500
	5,000
	4,500
	5,000
	4,500
	5,000
	4,500
	0
	63,000
	54,000

	Other Payments
	17,560
	17,560
	2,500
	2,000
	2,500
	2,000
	2,500
	2,000
	2,500
	2,000
	2,500
	2,000
	2,500
	0
	32,560
	27,560

	VAT
	36,050
	46,550
	4,900
	4,900
	4,550
	4,900
	4,900
	4,900
	5,600
	7,000
	4,550
	4,900
	4,550
	0
	65,100
	73,150

	Owner's wages/salary
	17,200
	15,700
	2,200
	2,500
	2,200
	2,500
	2,200
	2,500
	2,200
	2,500
	2,200
	2,500
	2,200
	0
	30,400
	28,200

	Owner's National Insurance
	1,670
	1,440
	200
	300
	200
	300
	200
	300
	200
	300
	200
	300
	200
	0
	2,870
	2,940

	Loan repayments (incl. interest)
	8,300
	8,700
	1,000
	1,200
	1,000
	1,200
	1,000
	1,200
	1,000
	1,200
	1,000
	1,200
	1,000
	0
	14,300
	14,700

	Stock
	45,500
	49,100
	7,000
	8,000
	7,000
	8,000
	7,000
	8,000
	7,000
	8,000
	7,000
	8,000
	7,000
	0
	87,500
	89,100

	Consumables
	1,350
	1,640
	200
	200
	200
	200
	200
	200
	200
	200
	200
	200
	200
	0
	2,550
	2,640

	Other (please specify)
	1,020
	1,290
	150
	150
	150
	150
	150
	150
	150
	150
	150
	150
	150
	0
	0
	2,040

	Other
	700
	790
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100
	0
	0
	1,290

	Other
	680
	750
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100
	100
	0
	0
	1,250

	TOTAL £
	4,58,510
	4,90,810
	55,970
	63,720
	55,620
	63,720
	55,970
	63,720
	56,670
	65,820
	55,620
	63,720
	55,620
	0
	7,93,980
	8,11,510

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Income less expenditure
	1,10,930
	2,39,690
	23,730
	14,080
	18,080
	14,080
	22,730
	14,080
	30,430
	41,980
	18,080
	14,080
	18,080
	0
	2,42,060
	3,37,990

	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	Opening bank balance
	11,000
	12,000
	11,000
	12,000

	Closing bank balance
	21,970
	51,670
	23,730
	25,080
	30,080
	14,080
	33,730
	26,080
	30,430
	52,980
	30,080
	14,080
	29,080
	12,000
	29,080
	12,000



Summary
	
	Q1
	Q2
	Q3
	Q4
	Y1 Total

	INCOME
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual
	Forecast
	Actual

	Cash from sales (incl. VAT)
	9,30,000
	10,45,000
	9,76,500
	11,28,600
	10,35,090
	12,07,602
	11,07,546
	13,04,210
	40,49,136
	46,85,412

	Cash received from debtors
	53,700
	57,300
	56,385
	61,884
	59,768
	66,216
	63,952
	71,513
	2,33,805
	2,56,913

	Capital/loans received
	42,590
	37,700
	44,720
	40,716
	47,403
	43,566
	50,721
	47,051
	1,85,433
	1,69,034

	Other Payments
	 
	 
	0
	0
	0
	0
	0
	0
	0
	0

	TOTAL £
	10,36,040
	11,49,500
	10,87,842
	12,41,460
	11,53,113
	13,28,362
	12,33,830
	14,34,631
	45,10,825
	51,53,953

	EXPENDITURE
	 
	 
	 
	 
	 
	 
	 
	 
	
	

	Wages to staff (incl. PAYE & NI)
	44,500
	47,200
	46,725
	50,976
	49,529
	54,544
	52,995
	58,908
	1,93,749
	2,11,628

	Premises (rent, rates & utilities)
	5,520
	5,700
	5,796
	6,156
	6,144
	6,587
	6,574
	7,114
	24,034
	25,557

	Telephone & Broadband
	7,160
	6,790
	7,518
	7,333
	7,969
	7,847
	8,527
	8,474
	31,174
	30,444

	Printing, post & stationery
	1,540
	1,470
	1,617
	1,588
	1,714
	1,699
	1,834
	1,835
	6,705
	6,591

	Advertising & promotion
	2,580
	2,380
	2,709
	2,570
	2,872
	2,750
	3,073
	2,970
	11,233
	10,671

	Bank charges
	10,300
	10,000
	10,815
	10,800
	11,464
	11,556
	12,266
	12,480
	44,845
	44,836

	Professional fees
	14,900
	13,200
	15,645
	14,256
	16,584
	15,254
	17,745
	16,474
	64,873
	59,184

	Insurances
	5,500
	5,950
	5,775
	6,426
	6,122
	6,876
	6,550
	7,426
	23,947
	26,678

	Bank/HP
	9,700
	10,200
	10,185
	11,016
	10,796
	11,787
	11,552
	12,730
	42,233
	45,733

	Equipment & vehicle leasing
	4,500
	4,750
	4,725
	5,130
	5,009
	5,489
	5,359
	5,928
	19,593
	21,297

	Payments relating to variable costs
	3,85,000
	4,07,000
	4,04,250
	4,39,560
	4,28,505
	4,70,329
	4,58,500
	5,07,956
	16,76,255
	18,24,845

	Capital Expenditure
	63,000
	54,000
	66,150
	58,320
	70,119
	62,402
	75,027
	67,395
	2,74,296
	2,42,117

	Other Payments
	32,560
	27,560
	34,188
	29,765
	36,239
	31,848
	38,776
	34,396
	1,41,763
	1,23,569

	VAT
	65,100
	73,150
	68,355
	79,002
	72,456
	84,532
	77,528
	91,295
	2,83,440
	3,27,979

	Owner's wages/salary
	30,400
	28,200
	31,920
	30,456
	33,835
	32,588
	36,204
	35,195
	1,32,359
	1,26,439

	Owner's National Insurance
	2,870
	2,940
	3,014
	3,175
	3,194
	3,397
	3,418
	3,669
	12,496
	13,182

	Loan repayments (incl. interest)
	14,300
	14,700
	15,015
	15,876
	15,916
	16,987
	17,030
	18,346
	62,261
	65,910

	Stock
	87,500
	89,100
	91,875
	96,228
	97,388
	1,02,964
	1,04,205
	1,11,201
	3,80,967
	3,99,493

	Consumables
	2,550
	2,640
	2,678
	2,851
	2,838
	3,051
	3,037
	3,295
	11,102
	11,837

	Other (please specify)
	450
	2,040
	473
	2,203
	501
	2,357
	536
	2,546
	1,959
	9,147

	Other
	350
	1,290
	368
	1,393
	390
	1,491
	417
	1,610
	1,524
	5,784

	Other
	200
	1,250
	210
	1,350
	223
	1,445
	238
	1,560
	871
	5,605

	TOTAL £
	7,93,980
	8,11,510
	8,33,679
	8,76,431
	8,83,700
	9,37,781
	9,45,559
	10,12,803
	34,56,917
	36,38,525





25 Conclusion.
The business plan for Naija Memories Cuisine Ltd provides a comprehensive roadmap for establishing a successful Nigerian restaurant in the United Kingdom. By leveraging market trends, adopting competitive pricing strategies, and implementing effective marketing initiatives, the business aims to introduce authentic Nigerian gastronomy to a broad customer base. Through strategic partnerships, sustainable practices, and a commitment to cultural storytelling, Naija Memories Cuisine Ltd is poised to differentiate itself in the market and offer a unique dining experience. With a focus on customer satisfaction, operational efficiency, and financial prudence, the business is well-positioned to achieve its goals and thrive in the vibrant culinary landscape of the UK (Ojo, 2022).
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27 Appendix 
(An appendix comes at the end (after the reference list) of a report, research project, or dissertation and contains any additional information such as raw data, tables, and supporting information such as screenshots, and additional evidence. The information in the appendices is relevant but is too long or too detailed to include in the main body of your work.)
Vision:
	STRENGTHS
	WEAKNESSES

	· Original gastronomy. Giving original Nigerian food will make the business special, which will draw consumers that are looking for a different culinary experience.
· Cultural appeal. The Nigerians that live in the UK, and everyone that want to discover Nigerian culture through food can come to the restaurant.
· Inimitable tastes. Nigerian food gives a diversity of bold and savoury dishes that will make the business different from the competitors.
· Potential for Niche Market. The number of Africans in UK in constantly rising, which are looking to eat traditional food.
	· Reduced knowledge. Nigerian gastronomy is not very known or common in UK, which can influence the customers.
· Perceived spiciness. Nigerian food is considered to be very spicy, this can make some of the clients to hesitate in trying it.
· The source of ingredients. It is hard to find a reliable source of traditional Nigerian ingredients in the UK.
· Reduced number of customers. People living in the UK may find Nigerian food unappealing, and this will limit the possible customers.
 

	OPPORTUNITIES
	THREATS

	· Variety of food trend. The rising attention in different gastronomies gives an occasion for the business to magnetise brave customers that want to try new things.
· Cultural events and festivals. Nigerian food can attract new clients by participating to cultural events and food festivals.
· Collaborating with influencers. The restaurant can raise awareness and attract new customers by associating with famous food bloggers.
· Continuous growing of Nigerian community. The increase in the number of people coming from Nigeria can offer an increasing customer base.
	· Competitors. Other international cuisines that are better known in the UK can be a threat for the business
· Economic factors. The businesses revenue can be affected by the availability of clients to spend money on eating at the restaurant.
· Negative opinions. The possible clients can be discouraged to try Nigerian food because of bad labels or false impression.
· Regulatory tasks. The restaurant needs to respect the food and safety rules of the UK, also finding a reliable source of traditional Nigerian ingredients, can make the business struggle.






Marketing
9 Market research
Trends in your chosen market are:
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Trends in your chosen market are:
· Increasing Demand for Authentic Ethnic Cuisine: The UK's diverse demographic landscape, especially with a significant Nigerian and broader African community, shows a growing demand for authentic ethnic cuisines. This trend aligns with the desire for cultural and culinary diversity, making Naija-Memories Cuisine's offering of Nigerian dishes particularly appealing.
· Health and Wellness Focus: A rising trend in the food industry is the consumer shift towards healthier eating options. While Nigerian cuisine is rich and diverse, there is an opportunity to market certain dishes within the Naija-Memories Cuisine portfolio that cater to health-conscious consumers, highlighting fresh ingredients, balanced meals, and nutritional benefits.
· Convenience and Delivery Services: The surge in online food delivery services, accelerated by the pandemic, continues to shape consumer behavior. The convenience of accessing diverse food options through platforms like Deliveroo and Uber Eats presents a significant opportunity for Naija-Memories Cuisine to reach a wider audience, ensuring that authentic Nigerian cuisine is just a few clicks away for consumers.
How you know this: (Provide examples with references)
The trends identified are supported by insights from MarketLine industry profiles and reports, including the European Meat & Livestock Industry in December 2023, the UK Foodservice Industry in 2023, and the evolving dynamics in the UK Hotels & Motels and Travel Intermediaries sectors, highlighting shifts towards convenience, sustainability, and ethnic diversity in food consumption. Additionally, Statista provides data on the growing market size of online food delivery and the increasing interest in ethnic cuisines within the UK, reinforcing the market potential for Naija-Memories Cuisine.
These trends are further validated through direct market observations, customer feedback, and an analysis of social media trends, where there's a noticeable increase in conversations around ethnic foods, dietary health consciousness, and the convenience of food delivery services. This collective evidence forms the basis of our market research, guiding the marketing strategy for Naija-Memories Cuisine to cater to these consumer preferences and behaviours.
a person who is very knowledgeable and enthusiastic about an activity, subject, or pastime: expatriates


Profiling customers 
These profiles were created based on the web traffic analytics from similarweb.com and considering the customer segmentation from the business canvas:
Customer Profile 1: The Expat Aficionado (Expatriate person who is very knowledgeable and enthusiastic)
· Demographics: Mid-30s to early 40s, likely to be professionals or entrepreneurs, possibly expatriates from the African continent or those with a connection to African culture.
· Interests/Attitudes: Values authentic dining experiences that offer a taste of home or new cultural explorations. They are likely well-traveled and have a refined palate for diverse cuisines.
· Behavioral: Engages with restaurant websites directly and through organic search, indicating a preference for well-known, reputable brands.
· Preferred Content: Interested in content that showcases cultural stories behind the cuisine, sustainability practices, and community events that resonate with their heritage and social values.
Customer Profile 2: The Cultural Explorer
· Demographics: Late 20s to mid-30s, gender-balanced, might be British locals or tourists interested in exploring Nigerian cuisine.
· Interests/Attitudes: Enthusiastic about discovering new food trends, cultural events, and willing to experiment with different flavors and dishes.
· Behavioral: Likely to discover new dining experiences through social media channels, particularly Facebook, and through referrals from other lifestyle and travel websites.
· Preferred Content: Looks for vibrant, engaging content on social media that offers a visual and narrative taste of the dining experience, as well as reviews and recommendations from peers.
Customer Profile 3: The Health-Conscious Foodie
· Demographics: Predominantly female, aged between 25-34, health-conscious, and interested in the nutritional aspects of their food choices.
· Interests/Attitudes: Prioritizes restaurants that offer healthy, fresh ingredients, and those that can cater to specific dietary requirements such as vegetarian or vegan options.
· Behavioral: Researches restaurants online before visiting, paying close attention to menus and ingredients, and relies heavily on organic search to find dining options that meet their health criteria.
· Preferred Content: Engages with content that emphasizes the health benefits of the dishes, the quality of ingredients, and testimonials from customers who value a healthy lifestyle.
Customer Profile 4: The Social Media-Savvy Patron
· Demographics: A younger demographic, including college students and young professionals, who are active on social media and follow the latest dining trends.
· Interests/Attitudes: Enjoys the social aspect of dining and is likely to share their experiences online. They're interested in restaurants that are not only about food but also about creating shareable moments.
· Behavioral: Discovers new restaurants through social networks, particularly through influencers or posts that have high engagement. They're likely to visit websites after seeing compelling content on platforms like Facebook or YouTube.
· Preferred Content: Attracted to visually appealing content that is well-suited for sharing on social media, such as beautifully presented dishes, behind-the-scenes looks at food preparation, and the restaurant's ambiance.
These profiles should be used to tailor Naija-Memories Cuisine's marketing strategies to target specific customer segments effectively, based on their unique preferences and online behavior.

Your customer research has shown what your customers want is: 
1. Authentic and Diverse Dining Experiences: Customers are looking for restaurants that offer authentic dishes with a wide variety of options, catering to a range of dietary preferences and cultural tastes.
2. Health-Conscious Options: There's a trend towards health and wellness, so customers are interested in menus that highlight fresh, organic, and nutritious ingredients.
3. Convenience and Accessibility: With the rise in online food delivery services, customers want the convenience of having quality meals delivered to their homes or available for easy pick-up.
4. Cultural Connection and Storytelling: Customers are drawn to brands that tell a unique story, particularly those that connect them to the culture and origins of the cuisine.
5. Sustainable and Ethical Practices: Increasingly, consumers are supporting businesses that adopt sustainable practices and demonstrate social and environmental responsibility.
6. Digital Engagement: Customers engage with restaurants through digital channels, including social media and organic search, indicating the importance of a strong online presence.
7. Community and Social Interaction: There's an interest in dining experiences that offer more than just food - customers are looking for places that provide a sense of community and opportunities for social interaction.
8. Value for Money: While customers are willing to pay for quality, they also look for good value, with competitive pricing and special offers being attractive.
9. Ambience and Experience: Beyond the food, customers are interested in the overall dining experience, including the restaurant's ambience and customer service.
10. Reputation and Reviews: Potential customers often look at reviews and recommendations online before trying a new restaurant, highlighting the importance of maintaining a positive reputation.
These conclusions are drawn from the Marketline case studies and Similarweb data.
How you know this: (What evidence can you offer)
Based on comprehensive market research and data analysis, including insights from SimilarWeb analytics, case studies, and industry reports. This evidence provides a deep understanding of customer behaviours, preferences, and trends relevant to our target market segments.
Customer Segmentation and Needs
· Demographics: Analysis from SimilarWeb indicates that the majority of the audience is from the United Kingdom, followed by the United States, Australia, Canada, and Italy. The age distribution skews towards 25-34-year-olds, who are the largest visitor group, and the gender distribution shows a slight female majority.
· Interests: The target audience is interested in social media networks, streaming & online TV, news & media publishers, and computers, electronics, and technology, suggesting a tech-savvy user base that values connectivity and current events.
· Competitor Analysis: The top competitors have been identified, which helps understand the market positioning and the unique selling propositions that the audience might be attracted to.
3. Marketing Strategies and Channels
· Digital Presence: Since a significant portion of the traffic comes from organic search and referrals, enhancing SEO and content marketing is beneficial. Moreover, the underutilized social channel will be leveraged for engagement and conversion, as suggested by SimilarWeb’s data.
· Referral Traffic: Restaurants and delivery websites are the top referral sources and will make partnerships with these platforms for strengthening and enhancing traffic and customer acquisition.
4.  Analysis
· Traffic Analysis: Utilizing the data from SimilarWeb, the restaurant will track the performance of the website and marketing campaigns by country, demographic, and referral sources.
· Customer Feedback and Surveys: Conduct regular surveys and gather feedback to understand customer satisfaction and areas for improvement.
Selling Messages: 
Customer Profile 1: The Expat Aficionado
"Rekindle your connection with authentic Nigerian tastes – right here in the UK."
Customer Profile 2: The Cultural Explorer
"Embark on a flavour journey with our vibrant Nigerian cuisine that tells a story."
Customer Profile 3: The Health-Conscious Foodie
"Satisfy your palate and nourish your body with our health-oriented Nigerian dishes."
Customer Profile 4: The Social Media-Savvy Patron
"Feast your eyes and share the vibe – our Nigerian dishes are as Instagrammable as they are delicious."
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11 Profiling competitors

	Competitor name
	Strengths
	Weaknesses

	Ikoyi London
	Michelin-starred, innovative West African cuisine, fine dining
	High prices, limited vegetarian/vegan options

	Bundobust
	Award-winning, vegetarian menu, craft beer selection
	May not cater to all due to the vegetarian focus

	Miller and Carter
	Widely known as "Masters of Steak", extensive UK presence
	high-quality steak focus may not appeal to non-meat eaters

	Lolak Afrique
	Family-run, authentic West African cuisine, uses ingredients imported from Nigeria
	may be considered a niche cuisine for some

	Eko
	Authentic Nigerian food, online ordering available, live entertainment
	Limited opening hours, slightly higher price point


How you can improve on their offer and/or price(s) unique offerings:
· Beverages: While maintaining the existing price range of £3-8, the business will introduce a line of premium beverages unique to the brand, which can be priced at the higher end of the current range. These premium options will cater to customers seeking a more upscale dining experience.
· Packed Sweets: The business will maintain its competitive edge in pricing, which is currently set at £2-6. To differentiate its sweets, the business will source unique and high-quality ingredients, aiming to offer an exclusive range of traditional and seasonal sweets that justify a higher price point within the existing range.
· Dishes: Given the existing price range of £8-45 compared to competitors' £15-60, there is an opportunity to introduce a selection of premium dishes. This new range will focus on speciality ingredients and sophisticated culinary techniques that will warrant a higher price point, aligning with the top offerings of competitors.
· Packaging: Recognizing the trend towards sustainability, the business will introduce environmentally friendly packaging options. While maintaining the option of free standard packaging, customers will now have the choice to opt for premium, sustainable packaging at a nominal fee. This aligns with the brand's commitment to the environment and allows customers who value eco-friendliness to support the initiative.
12 Managing market risks
Write down the risks you have identified:

To manage the market risks identified using Porter’s Five Forces analysis for the Nigerian restaurant business in the UK, the following strategies will be implemented:
Threat of New Entrants: The business will capitalize on direct relationships with local producers in Nigerian towns and villages to import ingredients in large quantities, cutting costs and offering competitive prices to create a barrier for new entrants.
Bargaining Power of Suppliers: By partnering with local farmers and suppliers for necessary ingredients, the business will reduce supplier bargaining power and ensure a steady supply chain at favorable costs.
Bargaining Power of Customers: The business will employ dynamic pricing and a strong customer relationship management system, facilitated by a robust social media presence and engagement strategy, to increase customer retention and reduce their influence on pricing.
Threat of Substitutes: Unique value propositions such as authentic Nigerian cuisines at cost-effective prices, advertised strategically at airports and through digital channels, will be used to distinguish the brand from substitutes.
Rivalry Among Existing Competitors: To stay ahead of competitors, the business will enroll with food ordering apps like Deliveroo and Uber Eats, leveraging these platforms' extensive reach and the brand's cost-effective pricing to capture a larger market share.
Additionally, to mitigate the risk of data breaches in digital channels, the business will ensure strong encryption and professional website development. Partnerships with eco-friendly packaging producers will also be established to align with sustainability trends and consumer preferences​​.

How will you manage these risks so that they become less of a threat:
To mitigate the identified market risks and lessen their threat, the business will implement the following measures:
1. Direct Importing: The business will import ingredients directly from Nigerian producers, ensuring cost-effectiveness and establishing barriers to entry for potential new competitors.
2. Strategic Partnerships: Collaborations with Nigerian farmers will secure a reliable ingredient supply chain, reducing the bargaining power of suppliers.
3. Customer Engagement: Through dynamic pricing, excellent staff training, and active social media interactions, the business will foster strong customer relationships to minimize buyer power.
4. Unique Offerings: The business will differentiate itself from substitutes with unique, cost-effective Nigerian dishes and engaging marketing strategies (including events).
5. Competitive Positioning: Utilizing food ordering platforms like Deliveroo and Uber Eats, the business will extend its reach and offer competitive pricing to stand out among rivals.
In addition, the business will use professional services to safeguard digital channels against breaches and partner with eco-friendly packaging producers to enhance its sustainability commitment. These proactive steps will strategically position the business to tackle market challenges and thrive in the competitive landscape.
Pricing 
How you can calculate your prices:

The pricing for the Nigerian restaurant business is competitive and driven by a deep understanding of market dynamics and customer preferences. The justification for the pricing strategy is as follows:
1. Nigerian Beverages and Packed Sweets: These are priced at £3-8 and £2-6, respectively, which is slightly below the higher end of competitor prices. This competitive pricing is justified by the growing interest in ethnic foods, particularly Nigerian cuisine, as evidenced by the Google Trends data. The pricing aims to attract customers curious about Nigerian gastronomy and to capture market share from the rising Nigerian community in the UK.
2. Authentic Nigerian Dishes: With a price range of £8-45, these dishes are offered at a more accessible price point compared to competitors' range of £15-60. This strategy is driven by the goal to introduce the rich and diverse flavors of Nigerian cuisine to a broader audience, including those who might be hesitant due to perceived spiciness or unfamiliarity with the dishes.
3. Packaging: The business charges £0-1 for environmentally friendly packaging, while competitors charge up to £2. This realistic pricing reflects the business's commitment to sustainability and its understanding that customers are increasingly seeking eco-friendly options, as the Google Trends data suggests a consumer shift towards sustainable practices.
4. Dine-in Experience: The dine-in service is priced at £8-75, which is competitive against the range of £15-80 from competitors. The justification for this pricing lies in the unique dining experience the restaurant offers, which aligns with the cultural appeal and original gastronomy strengths of the business. It's designed to be inclusive of various customer segments, from budget diners to expat aficionados, as indicated by the segmented customer expectations and willingness to pay.
5. Events (Cultural-Marketing): With event pricing set at £0-40, the business is tapping into opportunities presented by cultural events and festivals, which are excellent platforms for showcasing Nigerian food and culture. This pricing is also driven by the potential to engage with food trends and the health focus of the market, offering value that encourages participation.
The pricing strategy is realistic and takes into account the continuous growth of the Nigerian community and the general UK population's curiosity about new culinary experiences. It balances the need to be affordable and accessible with the aspiration to offer a premium and authentic experience, drawing on the business's strengths of providing original gastronomy and cultural appeal.
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How your prices compare with the competition:
	Product/service
	Your price(s)
	Range of competitor prices (per unit)

	Nigerian Beverages 
	3-8
	5-10

	Packed Sweets
	2-6
	3-10

	Authentic Nigerian Dishes 
	8-45
	15-60

	Packaging 
	0-1(for environmentally friendly packeging)
	0-2

	Dine-in experience
	8-75
	15-80

	Events (cultural-marekting)
	0-40
	-



Reasons for the difference between your price(s) and your competitors’ price(s):    
The differences between our prices and those of our competitors are attributed to a strategic approach that emphasizes authenticity, direct sourcing, and sustainability, all while ensuring value for our customers:
1. Nigerian Beverages & Packed Sweets: Our prices are competitive, aiming to introduce customers to authentic Nigerian flavours. By sourcing directly from Nigeria and avoiding intermediary costs, we can offer lower prices than competitors while maintaining quality.
2. Authentic Nigerian Dishes: We offer a broad range, from very affordable to premium dishes, enabling us to cater to a wider audience. Our lower-end prices are possible through bulk purchasing of ingredients and efficient cost management, whereas the higher-end dishes feature speciality items with unique flavours that justify a higher price point.
3. Packaging: The business has opted to charge a nominal fee of £1 for sustainable packaging to underscore its commitment to environmental responsibility. This fee reflects the cost of using higher-quality, eco-friendly materials that are recyclable and less harmful to the environment. The competitors' range of £0-2 for packaging does not specify the sustainability of their materials. Our approach ensures environmentally conscious customers have the option to support eco-friendly practices while still enjoying our products. The business's strategy balances the need to be cost-effective with the desire to uphold sustainability values, which is increasingly important to modern consumers.
4. Dine-in Experience: The price range for the dine-in experience will be set from £8 to £75. This range allows for flexibility and the ability to cater to different customer groups, from Budget Diners to Expat Aficionados.
5. Events (Cultural Marketing): Our pricing for events reflects our targeted approach to marketing and community engagement. It is designed to be accessible, encouraging participation and brand awareness among a broader demographic.
These pricing strategies are designed to position us distinctively in the market, providing an authentic Nigerian dining experience that is accessible and promotes sustainability, which is anticipated to build a strong customer base and brand loyalty, and also cater to the diverse needs and payment capacities of each customer group, aiming to maximize market capture while maintaining competitive against the broader range of £15-80 offered by competitors.
14 Promotion and advertising
How and where will you promote your product/service?
Based on the insights offered by SimilarWeb the promotion and advertising for the restaurant will leverage several strategies tailored to its customer profiles:
1. Digital Presence: Optimizing SEO and content marketing to enhance visibility and engagement on organic search, with a strong focus on digital channels where the target audience is active.
2. Social Media Engagement: Utilizing platforms like Facebook and YouTube, where customers discover new dining experiences, to showcase the restaurant's offerings and cultural stories.
3. Referral Partnerships: Collaborating with restaurants and food delivery services like Deliveroo and Uber Eats, which are key referral sources, to boost customer acquisition.
4. Customer Feedback: Regularly conducting surveys and analyzing customer feedback to refine the dining experience and marketing strategies.
5. Targeted Content: Developing content that resonates with the identified customer segments - the Expat Aficionado, Cultural Explorer, Health-Conscious Foodie, and Social Media-Savvy Patron - addressing their unique preferences for authenticity, health, and social sharing​​.
6. Digital Marketing: Establish a strong online presence through SEO and content marketing to attract web traffic and engage customers looking for authentic dining experiences.
7. Social Media Campaigns: Engage with customers on platforms like Facebook and YouTube, utilizing the power of visual content and storytelling to showcase the restaurant's offerings.
8. Cultural Events and Festivals: Participate in cultural events and food festivals to attract new clients and immerse them in the Nigerian culinary experience, capitalizing on the trend of exploring diverse gastronomies​​.
9. Influencer Collaborations: Partner with prominent food bloggers and influencers to raise brand awareness and tap into their follower base, encouraging them to try the restaurant's authentic Nigerian flavors​​.
10. Referral and Loyalty Programs: Create referral incentives and loyalty programs to encourage word-of-mouth promotion and repeat business.
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Overview

> The business concept of “Naija Memories Cuisine” is
focused on delivering Nigerian food with excellent
packaging and the highest quality in the United Kingdom.

> Commits to using healthy and highquality raw materials and
ingredients.

> Key personnel include 2 chef, owner, and accountant to manage

> Inspired by the growing demand for Nigerian food among financial matters.

locals and visitors in the UK who seek authentic Nigerian

cuisine. > Services are offered through a virtual platform, with fees paid to

delivery partners for fast servce.
> Aims to caterto those missing local dishes from their W

home country

> Offers 24/7 helpline services to address queries related to
taste, price, and packaging with utmost priority.

> Ensures the best quality food at affordable rates.

> Guarantees delivery within 30 minutes for locations within 5

> Prioritizes customer satisfaction with topnotch services. kilometres.

Health and Safety Measures > Experience and Authenticity
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Ist Year

» Inthe first year, the organisation is expecting to have a turnover of
about £100000.

» Itis expected that the organisation will cover all its initial costs
within 6 months

» It will become the leader in the delivery of Nigerian food in the UK
food market.

By _a-
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|
e Whatwedo

R I

Nigerian taste with best Promise to give the
Food preparation quality at accessible local taste of Nigeria
price

Focusing on using the Safe delivery and food
Packaging less harmful product for remains safe until it
packaging that it will not arrives to the client
harm the body or spoil
the food.
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It gives the local taste of l It offers 24*7 help
Nigerian food that is services if the

needed by the Nigerians consumers have any
who are living in the UK issue.

0

It is not considering
the plastic
packaging.





image24.png




image25.png
’ark“ I || |

neDarmanc ] HesthFocus ] beverysekes rowth
S P pum——

ethnic foodsin the Nigerian cuisine’s delivery platforms

UE, partculrly health benefis. expands reach for Naia
Nigeian dishes Memories Cuisine.





image26.png
01.

Market Research
Support:

Insights from MarketLine
and Statista highlight
trends in convenience,
sustainability, and ethnic
food diversity, showing
market potential

1R B ™

Support

02.

Online Food Delivery
Growth

Data indicates a rising
market for online food
delivery and ethnic cuisines
in the UK.

03.

Consumer Trends
Validation

Market observations,
customer feedback, and
social media trends
confirm increased interest
in ethnic foods, health
consciousness, and
delivery service
convenience.
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                                                              Support Market Research Support: Insights from MarketLine and Statista highlight trends in convenience, sustainability, and ethnic food diversity, showing market potential 01. Online Food Delivery Growth Data indicates a rising market for online food delivery and ethnic cuisines in the UK. 02. Consumer Trends Validation Market observations, customer feedback, and social media trends confirm increased interest in ethnic foods, health consciousness, and delivery service convenience. 03.
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Customers Profile
(5

Expat Aficionado: Mid-30s to early 40s

professionals/expatriates, values authentic dining, Cultural Explorer: Late 20s to mid-30s, gender-
engages through reputable brands' websites, prefers  balanced, enjoys discovering new cuisines, finds
content on cultural stories and sustainability. dining experiences through social media and referrals,

|

Health-Conscious Foodie: Female, 25-34, prioritizes healthy
ingredients and dietary options

Social Media-Savvy Patron: Young
demographic, active on social media
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                                                      Customers Profile                      Expat Aficionado: Mid - 30s to early 40s professionals/expatriates, values authentic dining, engages through reputable brands' websites, prefers content on cultural stories and sustainability.            Cultural Explorer: Late 20s to mid - 30s, gender - balanced, enjoys discovering new cuisines, finds dining experiences through social media and referrals, Health - Conscious Foodie: Female, 25 - 34, prioritizes healthy ingredients and dietary options       Social Media - Savvy Patron: Young demographic, active on social media     
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Diverse Authenticity: Demand for authentic, varied culinary options.

Health Focus: Interest in healthy, organic menu items. Wh at they Want
Convenience: Preference for home delivery or easy pick -up services.

Cultural Storytelling: Attraction to brands with unique cultural narratives.

Sustainability: Support for environmentally responsible practices.

Digital Engagement: Importance of a strong online presence.

Community Experience : Desire for communal and social dining environments.

Value: Expectation of quality with competitive pricing.

Ambience: Interest in the overall dining atmosphere.

Reputation: Reliance on online reviews and recommendations.

1IB B AN
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                                                              W hat they want Diverse Authenticity: Demand for authentic, varied culinary options. Health Focus: Interest in healthy, organic menu items. Convenience: Preference for home delivery or easy pick - up services. Cultural Storytelling: Attraction to brands with unique cultural narratives. Sustainability: Support for environmentally responsible practices. Digital Engagement: Importance of a strong online presence. Community Experience : Desire for communal and social dining environments. Value: Expectation of quality with competitive pricing. Ambience: Interest in the overall dining atmosphere. Reputation: Reliance on online reviews and recommendations.
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Expectations

Expat Aficionados 150 £15

Cultural Explorers 200 £12
Health-Conscious Foodies 100 £14
Social media Sawy Patrons 250 £10
Local Nigerian Community 300 £13
Adventure Seekers (tourists) 120 £16

Budget Diners 200 £8

Group Number Price might
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Role

Chef De Cusine
(Head Chef)

Chef

Dishwasher

Server

General
Manager

Total cost

£20.00 (Per Hour)

£15.00 (Per
Hour)

£12.00 (Per
Hour)

£13.00 (Per
Hour)

E17.00 (Per
Hour)

Staff

Necessary experience Specialistskills and/or qualifications
Must be duly experienced in preparing different Nigerian | Creativy, innovation, and aftenfion to defails
Cuisines, creating menus, invertory management. Food safety and hygiene practices
preparing dishes and generaly managing the kiichen | Cuinary training from Nigerian catering school

Well organised and quick thinking
Abty to create and prepare traditional Nigerian dishes.
Atleast, 3 years'experience

Must be crealive, innovaiive and experienced in making | Teamvork, attenon 1o detals, wel organised and abilty 1o think quickly
local Nigerian cuisines and delicacles Abilty to create menu and prepare the dishes on the menu

Culinary training from Nigerian catering school

Atleast, 2 years experience

Must be experienced n keeping the Kichen clean and | Must be organised
washing al dishes used Abilty to work under pressure and in a fast-paced environment.
strong work ethic
Must be experienced In taking and receiving individual | Communication SKls
orders, deivering food and attending swifty and excellenty Customer service skils
o each customer's order and request Must be able to work under pressure and pay attenton to detals
Nust be experienced n running a restaurant excelently, | Management and Leadership skils
book keep, conduct training sessions for employee. Must have managed a restaurant n the United Kingdom before with experience

manage staff and inventory, ensure qualty management | of at least, 2 years (And must be duly recommended for employment by the
and set targets towards meeting organisational objectives | previous employer)
Problem-Soiving, critcalthinking and creatiiy skifs
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Suppliers

» Local Farmers (UK and Nigeria)
> Butchers
> Beer Suppliers

> Wine Suppliers

» Product Suppliers
> Perishable Products Supplier

> Fish and Shellfish Suppliers
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Equipment

Resource

When

How funded

Cost £ per unit

Food Processors

This s to be purchased before the
business commences

Startup Funding

£The Ninja BNSOOUK (£199)

‘Washing Equipments

To be purchased before operations

Food Prep Counters and Cutting | To be purchased before operations | Startup Funding £7.00
Boards
Freezers and Refrigerators To be purchased before operations £1,500.00
Safety Equipments ( Aprons, First | To be purchased before operations | Startup Funding £200.00
Aid Kits, Fire Extinguishers
Cooking Equipments (Potsand | To be purchased before operations £24.00
Pans, Mixing bowls, Ladles,
Spatula )
Microwave To be purchased before operations | Startup Funding £300.00
Servingware To be purchased before operations £10.00
Sinks To be purchased before operations | Startup Funding £90.00

£100.00
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|

Operational Risks

> Slips and Falls I I
. > Contamination and Spoilage

Deep Cleaning, maintenance
Trash management
Discarding food signs
Temperature control

YV V V VYV
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IT and computers 1,200
Telephones and broadband 450
Equipment 10,000
Stock 12,500
Tools 200
Vehicles 3,000
Professional fees
Insurance
Rent/rent deposit
Stationery
Marketing
Consumables
Licences
Training

Association fees

Wages/recruitment
Security/health and safety equipment

Market research costs

Other (please specify)

TOTAL £

Start Up Cost
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Profit and loss
Forecast

Year 1 (€) Year2 (€] Year 3 (€)
Total expeced sales 1,00,000 1.20,000 150,000
Less variable costs 5000 8,000 45000
Gross proft (sales less variable costs) = 55000 72000 95,000
Calulate your gross profit margin % (gross profit divided \ y \
by otal sales x 100) A)
‘Salariesiwages (survival income + any sttt 1.200 1.300 1,350
Premises (including ren,rates, tites) 0 50
Telephone and broadband ) a0
Printing, post and statione 120 130
Advertising and promotion 20 300
Bank charges 1,000 1.200
Professional fees 1.200 1.200
nsurances 50 s
BankiHPlnterest (payable to your bank) 0 00
Stock 000 12500
Consumables 300 300
Equipment and vehice easing. 10000 10,000
Depreciation 2000 2000
Gtter (please specify) 20 20
Other 20 2
Other 20 12 30
Total fxed costs 2,190 EXI0 EE
Net proi (gross proftless ixed cost) w310 2089 6715
Calculate your net profit margin (net profitdivided by total
sales x 100) » * “
Calcuiate your break even Year 1 (6) Vear2 (€] Year3 ()
ot variable costs +total fixed costs g 7190 110 w6285
Break even (8] divided by (A) 125,43 131850 136238
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Sourcing Finance

Total borrowing requirement for the business

£
Start-up cost 33,590
Personal start-up contributions 12000
Other start-up contributions 13000
Total Required 8,590
The assets available as security 5000

3,590

M-

By _a
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oy Pu

Financial Risks

i )

I Increase in wages An increase in
and remuneration advertising and
l of employees. promotion

Rise in the costs
due to inflation.
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Minimise Risk Impact

» Maintain retained earnings.

» Create employee remuneration funds.

» The business needs to follow budgetary control to
control the costs associated with the business.
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Cash Flow Forecast

ai a2 a3 as Y1 Total

INCOME FOREARN Actual [FORGEASY Actual [FOIGEASY Actual [FOIGEASY Actual [FOIGEASE Actual
ash rom saes (ncl. VAT) 930,000 1,045,000 87618001 1,126,500 1038090 1.207 502 107848 1,304 210 HO4RA3B « 565 412

ash recetved from debtors 837000 5700 1663851 6104 169T68N o216 6382 71,513 1233808 256,913

Captalloans recenved 42580 57700 | 447201 0716 \ATA03" <2506 |S0T2N 47051 185438 160004

Oter Payments o o o o o o 3 o
TOTALE 1,036,040 1,148,500 1,087,842 1.241,460 1,159,113 1,328,362 1,233,830 1,434,631 4510825 5,182,853

EXPENDITURE

Wages o staf (ncl PAYE & NI} 44500 47200 \Ma2s) sooro \49s29N 5isis 529981 o0 SRS 211628

S Premises (ren ates . uities) 55200 5700 578 6,15 6567 [BSTAN 7,114 |2A03N 25557
Telephone & Broadband 7600 .50 [usied 753 7847 B8N o474 NORATAN 30046

Prning, post & statonery 40| 170 [qin | 1588 1699 (8340 1535 160N 6501

| ‘Adversing & promotion 2580 2300 (27090 2570 2750 (8O 2570 (412380 10671
B charges 10300 10,000 (40818 1000 \14BAY 1155 |42268| 12420 \adsds 4453

I Professionl fees 14900 | 13200 (48648 1425 (6884 15254 \ALT4S 16474 NBAGTAN 5.6
nsurences 55000 5550 678N o2 622 oa7c [NGSS0N 7426 Naaskr 267

BanHp 9700 10200 [M0:485" 11016 1H0798" 11707 |86 12730 1422830 4573

| Equpment & vehice easing 48000 <750 L7280 510 160080 500 183800 5020 148583 21207
Payments rlaing to veiabe costs 1880001 407,000 4042801 430,560 428508 +70.320 458500 so7.056 676258 1 524,545

Gaptal Expendiure 630000 52000 |86480" 56320 \MOMSY 202 \T80BTN 67355 2142961 242,117

Oter Payments 325600 27,50 |4188N 29765 1962390 31040 NSBAEN 30305 \MANTESN 123569

VAT 851000 73150 |6ad8S" 79002 \q2dsel oas2 \S28N 1205 \283AON 32770

Guners wagesisaary 30400 20200 819201 0456 1338351 32568 | 62041 5195 1182880 12643

Guner's Natonal Insurance 267100 25:0 DGO 5175 D818 5307 Na4iEN 5600 N42488N 13152

Losn repayments (ncL. nerest 14300 12700 (480181 15576 (48816 16,057 70301 15,320 162261 65910

Stk 87500 co.100 |94815" o220 |97888" 102564 404205 111201 |3B0BGR 399,493

Consumabies 28500 2610 |26ieN| 2051 [ass| 2051 SOSTN 3205 |deR 1157

Oer (lsse speciy) 4500 20:0 [S4za N 2005 [SB0R 2357 [NB3 255 (g8 147

oner 3800 1290 [86801 153 [NE80N 1401 [T 1610 (G2 570

oner 200000 1250|2100 1350 |22 1465 [N23800 1.500 |MBH 5605
TOTALE 7998 | 811510 833679 | 876431 883700 837,781 945559 1012808 3456917 3,638,525
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Vision: Marketing:

®  Codini, AP, Abbate, T. and Messeni Petruzzel, A ®  Marketline. (2023a). Meat & ivstock n Europe. Avalable at: tps://advantage-
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