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[bookmark: _Toc201843599]Part 1 – Business Plan
[bookmark: _Toc201843600]Product/Service Proposition & Company Name
K8 Wellness UK Ltd. introduces the K8 Water Ionizer, a premium alkaline water system designed to improve health and lifestyle (Adesina, William, and Oke, 2024). The device produces five distinct types of water drinking, cooking, beauty, cleaning, and acidic each tailored for specific daily uses (Sahut, Iandoli, and Teulon, 2021). More than just a filtration unit, the K8 Ionizer is a multifunctional wellness appliance that promotes hydration, detoxification, and skin care (Pinto and Guarda, 2020). The target market includes health-conscious homeowners, families, fitness enthusiasts, and wellness professionals seeking high-quality water solutions backed by scientific evidence (Bheekharry, 2022).
[bookmark: _Toc201843601]Origin of the Idea – “The Story”
The inspiration for the K8 Water Ionizer stemmed from personal health struggles and a growing frustration with the lack of reliable, high-quality water purification systems in the UK. During the post-COVID wellness boom, I noticed increased public awareness of hydration’s role in immunity and energy (Adesina, William, and Oke, 2024). Market research confirmed this, with over 70% of survey respondents ranking water quality as “extremely” or “very important” to their well-being. Recognising this need, I developed a concept around ionized, pH-adjustable water that enhances health and offers added lifestyle value—an innovation still emerging in the UK home wellness appliance market (Byrd, 2021).
[bookmark: _Toc201843602]Business Ownership Type
K8 Wellness UK Ltd. will be registered as a Private Limited Company (Ltd). This structure provides limited liability, meaning personal assets are protected if the business faces financial difficulty (Igartua et al., 2021). It also enhances credibility and makes it easier to attract investors or secure financing. Although Ltd companies involve more administrative responsibilities and require financial disclosures, the benefits outweigh the drawbacks (Sahut, Iandoli, and Teulon, 2021). Given the premium nature of the K8 Water Ionizer and the need for professional branding and trust, a limited company offers the right legal and strategic foundation for long-term success in the health technology sector.
[bookmark: _Toc201843603]Mission, Aims, SMART Objectives, USP 
Mission Statement: “To empower healthier lives through smart, sustainable hydration.”
Business Aim: To become the UK’s leading provider of ionized water systems.
SMART Objectives:
• Launch an e-commerce platform by December 2025
• Sell 500 units in the first year
• Achieve £100,000 in revenue within 12 months
USP: The K8 Ionizer’s unique selling point lies in its scientifically validated multifunctionality (Sahut, Iandoli, and Teulon, 2021). Unlike standard water filters, it offers five tailored water outputs, caters to diverse daily uses, and promotes health, sustainability, and cost-efficiency all under a trusted, wellness-focused UK brand (Pinto and Guarda, 2020).
[bookmark: _Toc201843604]Physical Location and Rationale
The business will be based in Cardiff, chosen as a strategic pilot location. Compared to London, Cardiff offers significantly lower operational costs, including rent and staffing. It also demonstrated strong consumer interest in our survey, especially among health-conscious homeowners (Adesina, William, and Oke, 2024). The city’s proximity to South Wales and Bristol expands our service reach and delivery potential. This base will support early-stage growth while maintaining cost efficiency. The business will initially operate from a home-based setup before expanding to a commercial unit in Cardiff Business Park (Melo et al., 2023).
[image: LOCATION — Cardiff Gate International Business Park]
[bookmark: _Toc201843560]Figure 1 Cardiff Business Park
(Cardiff, 2019)
[bookmark: _Toc201843605]Human Resources & Organisation Chart
K8 Wellness UK Ltd. will begin operations with a lean team of four employees:
· Founder/Director: Oversees strategy, finance, and partnerships 
· Sales & Marketing Lead: Manages campaigns, PR, and SEO (Igartua et al., 2021)
· Customer Support Agent: Handles inquiries, after-sales care
· Installation Technician: Delivers and sets up the ionizers in customer homes
Staff will be sourced via local job boards, university talent pools, and freelancer platforms for flexibility (Zhao et al., 2021). A clear hierarchical structure ensures efficient communication and role clarity.

[bookmark: _Toc201843561]Figure 2 Hierarchical Structure
[bookmark: _Toc201843606]Marketing Activities
K8 will launch a digital-first marketing strategy, focused on social media platforms like Facebook, Instagram, and TikTok, where wellness trends thrive (Rof, Bikfalvi, and Marquès, 2020). We’ll engage micro-influencers in the fitness and health space. Promotional materials include flyers, business cards, and a Facebook ad: “Experience Health in Every Drop – Now in Cardiff!”
Google Ads will target terms like “alkaline water UK” and “Kangen benefits.” Email campaigns will address concerns raised in our survey, while QR codes on printed materials will link directly to our website (Sahut, Iandoli, and Teulon, 2021).
[bookmark: _Toc201843607]Market Research – Primary & Secondary
Our primary research included a 40-person online survey, revealing that 77.5% demanded scientific validation and 62.5% were willing to spend £3,000+. These insights validated our premium pricing and evidence-led marketing (Bhat and Huang, 2021).
Secondary research from Statista and IGI Global confirmed rising trends in digital wellness tools and water purification technology (Vercruyssen et al., 2023). Together, this data shaped our USP, product positioning, and SEO strategy. Survey graphs showing consumer preferences are included in the appendix to demonstrate data-driven decisions (Kochev et al., 2020).
[bookmark: _Toc201843608]Financial Resources & 12-Month Cash Flow
The projected Year 1 costs total £110,000, comprising £50,000 for stock, £8,000 for marketing, £45,000 in wages, and £2,000 for web development. Funding will be secured through a £50,000 angel investment, £30,000 personal savings, and a £30,000 business loan. The 12-month cash flow forecast predicts increasing monthly revenue from Q2, reaching breakeven by Month 9. A positive closing balance is expected by year-end, supporting reinvestment in operations and marketing (Camm et al., 2020).
[bookmark: _Toc201843585]Table 1 12-Month Cash Flow
	Month
	Cash Inflows
	Cash Outflows
	Net Cash Flow
	Cumulative Balance

	Jan
	£5,000
	£8,000
	-£3,000
	-£3,000

	Feb
	£7,000
	£8,500
	-£1,500
	-£4,500

	Mar
	£9,000
	£9,000
	£0
	-£4,500

	Apr
	£12,000
	£9,500
	£2,500
	-£2,000

	May
	£14,000
	£10,000
	£4,000
	£2,000

	Jun
	£16,000
	£10,000
	£6,000
	£8,000

	Jul
	£18,000
	£10,000
	£8,000
	£16,000

	Aug
	£20,000
	£10,500
	£9,500
	£25,500

	Sep
	£22,000
	£11,000
	£11,000
	£36,500

	Oct
	£25,000
	£11,500
	£13,500
	£50,000

	Nov
	£27,000
	£11,500
	£15,500
	£65,500

	Dec
	£30,000
	£12,000
	£18,000
	£83,500



[bookmark: _Toc201843609]SWOT Analysis & Weakness Actions
Weakness Identified: Limited brand awareness in a niche wellness market.
Actions to Overcome:
1. Collaborate with health influencers to build social proof (Yurin, Dorodnykh, and Shigarov, 2021)
2. Invest in local SEO and Google Business optimisation
3. Launch referral discount schemes to encourage word-of-mouth
4. Use PR and website content to highlight scientific credibility (Bi, Xiao, and Deng, 2024)
These strategies will help establish trust, attract early adopters, and grow brand presence during the critical first year of trading.


[bookmark: _Toc201843610]Part 2 – Individual Reflection
[bookmark: _Toc201843611]New Skills & Knowledge Acquired
Throughout the development of my business plan for the K8 Water Ionizer, I have acquired a broad range of practical and digital skills that are vital for modern entrepreneurship. One of the most significant learning areas was in market research design and interpretation. Designing an online survey, collecting data, and interpreting trends gave me the ability to shape business decisions based on evidence rather than assumptions. 
I also developed new skills in Microsoft Excel, particularly in building a 12-month cash flow forecast. Understanding how to calculate profit, track monthly changes, and visualise financial performance greatly enhanced my confidence in financial planning.
Furthermore, I gained a deeper understanding of digital marketing, especially the role of SEO and keyword optimisation in driving web traffic. Lastly, tools like SWOT analysis and SMART objectives helped me formalise ideas, identify opportunities and risks, and structure realistic goals. These frameworks will remain crucial in future projects.
[bookmark: _Toc201843612]Entrepreneurial Trait to Develop – Risk Tolerance
An entrepreneurial trait I recognised that I need to further develop is risk tolerance. As someone who tends to be cautious with financial decisions, I found it challenging to confidently plan for business loans or rely on uncertain customer demand. 
To build this trait, I plan to join entrepreneur networks where I can learn from experienced founders who’ve managed uncertainty successfully. I also intend to attend risk-based decision-making workshops or short business courses that focus on how to analyse and mitigate risk. Finally, I aim to consult with mentors, particularly in the health and wellness sector, who can help me identify smart strategies and avoid common financial pitfalls. 
[bookmark: _Toc201843613]Would I Invest as an Angel Investor?
If I were an angel investor, I would choose to invest in the K8 Water Ionizer business. Firstly, the product taps into two powerful and rising consumer trends: health consciousness and sustainability. The device supports eco-living while offering scientifically backed health benefits, which appeals to a broad but niche market.
The business is built on solid, data-backed research, with clear evidence of willingness to pay a premium price. It also features defined audience segmentation and a compelling unique selling point in its five-mode ionization system. 
The only concern may be the current lack of brand awareness in the UK market, which could hinder rapid adoption. However, the planned SEO strategy and use of influencers are effective and scalable tactics that mitigate this risk.
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