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Achef is an automated kitchen that aims to simplify the lives of students on
campus, whilst saving them money and time. Achef will start operating at Oxford
Brookes University from September 2020 and will allow students to select and
personalize their own meals online through our mobile app and website or the
kiosks available across campuses. Achef will provide a great variety of foods at
unbeatable price compared to the competition.

Achef’'s marketing strategy is imbibed in our mission and vision. We will provide
accessible services while building a brand image recognised for great quality
food and outstanding service. In our marketing, we will mostly use social media
platforms to run campaigns in order to attract Brookes students and staff
members to Achef.

In regard to operations, the company will establish its office in Headington in our
Operations manager garage. Initially, storage space will be provided by Oxford
Brookes University as part of our contract with them, however all additional
storage needed will be filled with the services of Bigyellow (Bigyellow.co.uk,
2019). Ingredients will be sourced by local farmers, alongside the long lasting
‘pantry’ items which will be delivered from Alibaba. All activities will be performed
by Achef founders alongside staff such as the chef and 2 IT consultants.

Achef intends to focus heavily on CSR by giving back to the community and
supplying our automated kitchen entirely local products. CSR will focus on
homelessness and several charity project around the city of Oxford, by
partnering with charities we intend to run found raising events that will help
develop the impact of charities on local communities.

The legislation of all kitchen activities undertaken by Achef is of high importance
and has been deeply researched. This ensures the analysis of employment laws,
insurance policies, health and safety and all regulations linked to “direct selling”
of fresh produced food.

Cambridge consultant is expected to provide us with the coding of the app and
website alongside programming the kiosks, a small IT team will serve as

consultants and deal with all technical issues.

In conclusion, we are requesting an investment of £150,000 and a return within
5 years with 10% interest. Achef is forecasted to break even at the end of the

second year.
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Nutritious, healthy, flavourful and customisable meals
delivered to the customer with the speed and

affordability of traditional quick-serve establishments.

The proposed business concept is an automated restaurant/canteen situated on
Oxford Brookes University campuses, ideally occupying the poorly used real-
estate at The Terrace, the larger catering outlet of the university. We envision to
deliver nutritious, healthy, flavourful and customisable meals to students and
staff with the speed and affordability of traditional quick-serve establishments
while being more efficient and environmentally conscious. Additional value
propositions are the wide selection of ingredients to choose from, accurate
nutritional information (great for fitness centred lifestyles) and implementation
of latest tech, like Al, to supply customers with intelligent recommendations

based on their constantly updated user profiles and track their nutritional intake.

The implementation of Al also allows the business to get to know the customer
plus it efficiently manages stock, collects valuable data about ingredients and
others like number of sales. Our outlook for the future of the business is to
eventually replace traditional cafés & canteens that can be found on University
campuses around the country, that currently offer a limited choice for products
which prices are forcefully set higher than desirable as costs like rent, salary and
utility bills continue to increase. The use of automation, and subsequently Al, has
shown to be effective at alleviating salary and raw material expenditure, ensuring
increasing in revenues, and a growing customer base in the long run

(McKinsey&Co., 2018; Walsh, 2018).
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We identify ourselves to be in the Quick-Service Restaurant industry, and more
specifically in the fast-casual sub-category.

Achef’'s main target market is Oxford Brookes University students and staff that
are in search of a quick, affordable and healthy meal to consume on campus.
Investigating local competition, we have observed that they offer highly priced,
unappealing and often constricted meals that do not fully satisfy their target
audience (See Appendix 1). For example, the average price to pay for a decently
sized meal from such outlets is £8. We are looking to average around £4 per meal,
while guaranteeing appealing portion sizes, healthy ingredients, quick delivery

and full customisation.

As suggested from privately conducted research (16110633,2019) thereis great
demand for our envisioned end-product, therefore great opportunity for Achef to
penetrate the market. However, given the innovative nature of the business, that
at its further stages aims at drastically diminishing and possibly eliminating a
user’'s “made-at-home meals” we are also foreseeing the birth of a new market.
Essentially, we are planning on supplying our customers with a practical and
cost-effective alternative as opposed to being confined to time-consuming home

kitchens and/or pre-packaged café meals (Perelman, 2018).

In terms of numbers the potential market is comprised of 13,690 undergraduate
students, 4,115 postgraduate students and circa 3,000 members of staff, all from
Oxford Brookes University (HESA, 2017). The TAM is comprised of 13,885 full-
time students, with the highest probability of actively frequenting the university's
campuses. The SAM amounts to half of the TAM, while the penetrated market size

hovers around 1/3 of the SAM.

Serviceable Available Market:
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On the basis of or market research, we have identified the following points as

Achef’'s customer value proposition:

e Frugal — Machines do not require salaries; thus, we can offer lower price
points.

e Unrelenting — Our machines can run 24 /7, always available.

e Efficient — We can lower food waste by giving customers just what they
want.

e Accurate — Meals are guaranteed to be as good as always.

e Quick - Less queues, happier customers.

e Transparent — No hidden bits, what you see is what you get.

e Knowledgeable — Useful information for customer dietary requirements.

e Intelligent — Learns customers preferences with Al

Additionally, Achef aims to stock nutritious, healthy and flavourful ingredients.

Deliver students healthy, flavourful & highly customisable dishes at the speed and

affordability of traditional quick-serve establishments.

Achef maintains a tradition of conduction its operations in accordance with
strong ethical laws and values as well as impeccable standards. We highly value
the reputation of the company and our brand image in regard to communities that

We serve.
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Identification of strategy

Initially, Achef needs to demonstrate social responsibility with the environment
by offering an efficient service to keep our main consumer target, also we offer
an affordable price with a highly efficient service in order to minimize consumers
meal-time. Achef will have a strong work with public relation brands to provide
events for University and the local community, as well as working on our brand

recognition.

Strategy and objectives

As the second company in the world to provide this service, Achef appears as a
pioneer in the automated kitchen in Europe. Achef will operate in universities with
a main focus in technological innovation. This will erase human error, solve
operational mistakes, resulting from high prices, slow efficiency and unhealthy
food at university. Our focus is on customer relationships in order to tighten up

these values with our clients (Burns, 2017).

Market options

According to our research, in the early years the competition will be the different
restaurants and cafes around university that makes little competition for Achef
as the options of healthy and affordable food are very limited. Although due to
the high cost of the starting investment in machinery that makes it a hard market
for the newcomers, therefore makes it hard at the beginning for Achef. One of
the solutions to reduce this cost by Achef is the no waste of food and efficiency

levels and later on the expansion of Achef to different universities.

Marketing objectives

Achef has set targets to acquire within the first year.

Within the first month Achef will launch a strong social media campaign, on
Instagram, YouTube and Facebook trying to reach 500 to 600 followers, in order
to attract as many University dwellers as possible with social media promotions.
As well as gaining people every day by signing up for lunch at university. Start

charity events at Achef to initiate brand awareness with students and local
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community. To build this automated kitchen in other universities when the model

is proven to work.

Marketing Mix:

Product: The product is an automated restaurant/canteen on university
campuses. Such automatization is envisioned to deliver nutritious, healthy,
flavourful and customisable meals to students and staff with the speed and
affordability of traditional fast-food establishments while being more efficient
and environmentally conscious.

Price: Due to the high competition and variety of options of food in University we
will offer very affordable prices and customer’s deals. Our main target market
are university dwellers, therefore, low budget, this allowed us to penetrate the
market with a pricing strategy.

Place: Our service will be mainly in universities providing a strategic location for
university dwellers. Due to this our strategy will be mainly focus on the location
and using social media, word of mouth and events to promote Achef around
campuses.

People: as mentioned above our target segment will be mainly students and
university staff due to the lower budget, willingness of a healthier life style and
lack of time as they normally have a brief time to enjoy a meal. That making them

our primarily target.

Business controls

Operations management is about how an organisation manages the processes
that produce or deliver goods and services (Greasley, 2013). Organisations exist
to create value; thus, operations innovation can provide organizations with long-

term strategic advantages over their competitors (Hammer, 2004).

Suppliers
After considering Oal group, a family owned robotic company based in the U.K,,

we ended up contacting Cambridge consultants (Henceforth CC) for the design of
our robots. CC is a British company established in 1960 that offers next

generation food manufacturing preparation and processing systems using
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robotics. Several conversations with the company have led us to ask them to
supply our machinery and the IT support covering any damage.

Achef will maintain Brookes' current food suppliers, mostly located in Oxford.
This includes Jack Brand limited for meat and A.M Bailey for fruit and vegetables,
milk and dairy and bakery goods (A.M bailey, 2019). The Automated Kitchen will
not use the services of a catering company, as we only need two to two chefs
employed locally by our HR manager (Marcousé, 2018). However, as the kitchen
is using a completely automated system it is important to partner with IT
companies that provide assistance in case of a technical issue (See appendix 3.1)
Further discussions with Oxford Brookes University catering suppliers will define

possible deals and room for growth in the future.

Warehouse and office space

When Achef first launches, the business will not require a warehouse, Cambridge
consultant has agreed to deliver directly the automated kitchen to Brookes once
the machinery is ready to use (Cambridgeconsultant.co.uk, 2019). This will help
us save significant costs initially. Furthermore, the university will provide us with
a storage space of 2000sqft to rent for all the ingredients and packaging. Hibo,
the operation manager will provide the office space in her house located in
Headington, Oxford.

This office will allow us to maintain the operations in the long run, when Achef

expands to other universities in the Midlands and across the country.

Staff (HR)

The operations of the company will be run by the five of us without initial help.
However, once the company will expand to other universities around the UK, we
will start recruiting more personnel, through a series of face to face interviews.
For the warehouse staff, activities will include unloading, unpacking, sorting,
portioning and packing ingredients. Four to six months prior to implementation,
we are expecting to hire and train 6 professionals. (Appendix 5.4.2)

IT professionals are essential to understand our machinery and should be
available at all time to deal with technical issues. Customers will have the option
to access our mobile application as well as ordering screens available across
university. The international consultant will help Automated Kitchen to ensure a

smooth transition during the national expansion phase. Moreover, he will consult
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on packaging and instructions, mobile application creation as well as a hands-on

participant in the actual phases of implementation.

Storage and inventory:

Forms of inventories include raw materials, maintenance, work-in-process and
finished goods (Slack et al, 2013). A chef will receive raw materials in the form of
food and drinks as well as finished goods in terms of the automated kitchen
machinery (See appendix 3.2.1)

In regard to the storage place, the Oxford Brookes space will be fitted with a
refrigerated room, into which all of the fresh products will be unloaded directly

in order to maintain freshness (See appendix 3.2)

Management Team

Chief Executive Officer — Oliviero Barlucchi

Will be the company’'s CEO who is responsible for keeping the company to work
towards the long-term goals and agreed strategies.

HR Director — Saleh Aker

Will be the company’s HR director and will be responsible for defining people for
the right positions and leading people towards the company’s strategy.
Marketing Director — Raul Villanueva Garcia

Will be the company’s marketing director and responsible for the consistency of
the marketing campaign and identifying marketing segments.

Chief Financial Officer — Lhagvaa Damdindoo

Will be the company’s CFO who is responsible for the company’'s accounts and
tracking its ratios and its connection with the company’s performance with the
support of an accountancy firm.

Head of Operations — Hibo Ali Osman

Will be the operation director whose job is to keep operations efficient and

effective.

Company Structure

The company will be set up as a private limited company where it will be
separated from its directors including finances where the after-tax profits will be

kept for the company (UK Government, 2019). Partners will be responsible for all

9
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business billings as well as any losses the company makes. Furthermore,
partners will be sharing profits and the tax payments will be done individually by
each shareholder on behalf of his/her shares (UK Government, 2019).

Shareholders will create and agree for written rules known as ‘Memorandum
and articles of association' which states that all shareholders are agreeing on
forming the company including written rules about running the company with the
signatures of director/s and the company’'s secretary (Companies house, 2014).
The company’'s name will be Achef Ltd, and it will be based in Oxford Brookes
University Headington campus. There is no other company that has the same
name in the UK. The company’s shareholders Oliver, Saleh, Hibo, Lavga and Raul
will be also the directors who run the company then the partnership will be
registered for Self-assessment with HM Revenue and Customs (HMRC) by the
nominated partner who will be responsible for partnership tax return using

SA400 form or SA401 form (UK Government, 2019).

CSR

Achef is going to be a strong engaging member of Corporate Social Responsibility
(CSR) in the local community. The business will operate as sustainable as possible
and directors will ensure that the environmental harmful standards are to its
lowest. the company will be implementing CSR by applying sustainable food
sourcing, working with local food banks, cutting food waste, using sustainable
packaging and recycling were possible, fair trading, energy efficiency and

serving healthy food.

Financing the business

We will invest £30,000, giving a total of £150,000 invested from its five founders.
This money is mainly accumulated through founders’ savings and their parents’
investments for the project succession. Achef Ltd will require an investment of
£150,000 from the venture capitalists to launch and operate early years of the
business. The investments will be spent on buying machinery and general set-up

for the business.

Sales

10
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From April till August of 2020, we will work on setting up the business includes
ordering customised automated machineries for the business, establishing the
brand through marketing, and general preparations before beginning sales. In
total, we have estimated sales of £709,200 in year 1. In year 2, our sales will
increase due to Oxford Brookes Engineering School is moving next to Headington
campus which will result increase in number of customers. From year 3, due to
start partnering with second university, sales will be reached at £1,382,940 (see
Appendix 5.1).

Pricing Strategy

Our business is aiming to sell the its products through a penetration pricing
strategy following Porter’s generic strategies (Porter, 2004). Penetration pricing
strategy will rely on the expectation that students will naturally switch to your

lower-cost, higher-quality product, helping us to penetrate the market quickly.

Cost of Sales

We are aiming to have a mark-up of the 40% to our cost of sales, meaning that a
selling price at of £6, the cost of sales will be £3.36 (56% of the sales price).
However, we are expecting cost of sales reduce as our business expands further.
In the following years, due to being able to buy supplies in higher quantities, as

we can negotiate the price with our suppliers and aiming to decrease it to 45%.

Sales and distribution cost

The sales and distribution cost will 5% in the first year, and it increase to 10% in

year 3 due to expansion and required increased cost of marketing costs.

Taxes
Tax will be accounted in year 3, as the profit exceeds the limit of £300,000. From
the year 3, our business'’s profit exceeds £300,000 when we will start paying 19%

for the corporate tax.

Equity offered to investors

For £150,000 investment, we offer in return a 20% share of the business. The
business has the value of £1,494,365.45 after 5+ years. This will come to investor

receiving £298,873.09 in return for the investment if they want to exit the

11
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business after year 5+. This would approximately an 199% increase in initial
investment, if the business were to meet its expected sales and profit (see

Appendix 5.9).

Maylor (2013) defines risk as the “uncertainty inherent in plans and the
possibility of something happening that can affect the prospects of achieving
business or project goals.” Risk management can be evaluated as the process in
which we studied the risks associated to Achef as a project and brainstorming
the way we could minimize the negative impact of those.

Identified major risks:

Financial Being too optimistic in regard to sales and unforeseen costs
(Extra costs for the machinery for instance).

Technological Robot failure, application and website failure. Kiosks not
performing well

Societal Stakeholder and supplier interferences can cause major
problems.

External Network issues, Brexit could affect food prices and general

environment prices on the market

Three main risks have been identified in relation to Achef. These risks have been
broken down into financial, technological, societal and environmental using a
similar approach to Pestle analysis. The major risk identified here is the risk of a
technological default, due to the fact that Achef is solely based on robotic systems
and a failure of the system could bring about bad press and might push us to
loosing consumers. Any technical issues will be dealt with immediately by our IT
consultants present on site most of the week, nevertheless a serious default will
require us to send some part of find alternatives at the manufacturing company
and this is time consuming.

Supplier “interferences” can be defined as all the negatives coming from the
reprimandable actions undertaken by our suppliers. To deal with this issue, the
company have surely undertaken extended research before deciding on our
suppliers.

Finally, financial forecasting can represent a great risk, as the product is a

software robot using Al and there is no comparable system currently operating

12
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in the UK. Furthermore, the company will use high marketing costs, distribution
channels and various suppliers which makes the long term forecasting hard.
Nevertheless, we count on solving this issue by undertaking detailed market
researches as well as accurate marketing estimations and a detailed Gantt chart

we came up with a risk matrix (Appendix 6).

Our exit strategy is for Achef to be a merger of Sainsbury’s. It is not an easy
decision, but we believe that Sainsbury's and Achef embrace similar values as
the company supports UN sustainable development goals and plays a key role in
tackling climate change. In addition, Sainsbury’s supports local communities by
increasing local food donations (Sainsburys.co.uk, 2019).

Some of the advantages of a merger include diversification, this initiative could
place Achef as a pioneer in Supermarket automation food services. Furthermore,
merging with Sainsburys will bring about access to the 15% market share
detained by the company alongside greater development in R&D and increased
efficiency.

On the other hand, Achef brings data to Sainsbury’s, this include customer

experience data, FOH and BOH integration and speed of service data.

Year 0 - Develop technologies, website and App. Establish relationships

with suppliers & customers. Launch the business and begin

operations.

Year 1 - Start paying back investors. Evaluate the business model, tweak
accordingly.

Year 2 - Break Even (February 2021)

Year 3 - Consider options for further expansion with long-term loans,

expand locally.

Year 4 — Consider expanding nationally, expand to other universities.
Year 5 - Complete repayment of investment towards investors.
Year 6 - Expected Company valuation of £1,494,365.45.
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Appendix 1A — Industry and Market Analysis — Olivero Barlucchi 16110633

Eating out market size

Total Index % £m at Index %
£m annual change 2018 prices annual change
2013 59,675 81 n/a 66,542 90 nfa
2014 62,159 84 +4.2 67,714 92 +1.8
2015 64,909 88 +4.4 70,026 95 +3.4
2016 67,744 92 +4.4 71,807 97 +2.5
2017 70,980 96 +4.8 72,641 98 +1.2
2018 (est.) 73,842 100 +4.0 73,842 100 +1.7
2019 (for.) 76,030 103 +3.0 73,824 100 0.0
2020 (for.) 77,973 106 +2.6 73,563 100 04
2021 (for.) 79,867 108 +2.4 73,209 99 0.5
2022 (for.) 81,691 111 +2.3 72,717 98 0.7
2023 (for.) 83,420 113 +2.1 72,133 98 0.8

Figure 1.1: UK eating out market size and forecast, 2013-23 (Mintel, 2018)
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Figure 1.2: UK eating out market size and forecast, 2013-23 (Mintel, 2018)

Under Mintel's (2018) terms our market segment is the Food-to-go Specialists,
quick-serve outlets that cater for breakfast, lunch and snack occasions. Listed
examples for established businesses in such segment are Pret a Manger,
Subway and Greggs. Data from Mintel (2018) suggests that the eating out of home
foodservice market declined in 2018 as consumers skewed towards increasingly
budged-conscious meal solutions, including eating out less often. However, the
market size is forecasted to grow £9 billion from 2018 to 2023.

Customisable Meals Matter to Consumers

The eating-out market has grown towards generating profit by offering meal
deals, low-cost alternatives fueled by the consumers need to save money.
However, as shown in Figure A3, 39% of consumers surveyed have stated that
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the meal deals have become repetitive and unsatisfying. Having the option to
customise meals would be much more appealing and ideal, as 56% of
respondents would like to see more tweakable options.

| trust food omletsﬂig’(oa;gg:% taord asdhere to high quality 18%
I'd like to see more r;iag;a&zﬁjr};fissaev&ays offer dishesthat 26%
e 2
o ey o
| am cooking &t home more than | did 12 monthsago | 43% B9 47%
| typically treat myself to a meal outtakeawnay on payday * » 45% 49%
| get bored o:;l;easr;:ﬂgna:‘izaw; options from 49%
| am buying more Iomg?x:::ggmea! deals than | did 12 o 599
| get bored ofthe sam e dealspromotions from ' 50%

restaurantstakeawnays
| would like to see more food kiosksiop-ups on high

streets selling takeaway food and drink 36% 46%
sYes sDontknow «No

Figure 1.3: Eating out-of-home behaviours, June 2018 (Mintel, 2018)

What do Consumers Want

There is a growing demand for greater customisation, as consumers often feel
frustrated under the circumstances of limited and fixed menu options.
Establishments have a great opportunity to develop and offer a system that
allow customers to have greater control over what they eat. Similar
implementations for easy customisation have been seen in McDonalds ordering
kiosks, and in Starbucks in-app ordering system.

Mintel (2018) suggests that establishments that can supply customers with “the
right ranges, formats, locations and customer experience have the opportunity
to prosper the most in the coming future. Furthermore, the growing population
of people at work is fuelling a great demand for healthy grab-and-go meals for
daily occasions.

Local Target Market

The targeted market is a growing market although due innovative circumstances
of our business we may branch into creating a new market. Therefore, proof is
needed to demonstrate that demand does indeed exist. In further stages we aim
to drastically diminishing and possibly eliminating “made-at-home meals".
Essentially, we are envisioning to supply our customers with a practical, cost-
effective alternative as opposed to being confined to time-consuming home
kitchens and/or pre-packaged café meals. Although the market is new,
competition still exists as it branches out from an existing & growing market.
Other characteristics of the market are its great fragmentation and it being local,
however, regarding the latter, this is only true during the testing-pilot period. In
the case of the business being successful locally, it is most definitely expected to
expand globally. Having a testing-pilot period can be beneficial, allowing to
contain any unforeseen issues with the business and resolve them before
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stepping in the much bigger and costly global market. However, in the case of the
business being successful, having held back from immediately going global may
allow competitors in, therefore losing the window of opportunity (Burns, 2018).

Surveying our target market

The online survey (16110633, 2019) has been completed by over 200 users, of
which roughly half were students. The prevailing age bracket was 18 to 25. 50%
of the respondents demonstrated that they never purchase/consume a meal on-
campus, while a large minority showed to occasionally/sometimes do so.
Respondents stated that cost (value for money), taste (sensorial feedback) and
time involvement (time spent cooking/assembling/buying) were the most
important factors to affect the final choice of meal to go for. Having control over
the above factors shows that 48.7% of the respondents may be more inclined to
consume a meal on campus. 19% of respondents said to be spending £ 1-2 per
home-cooked meals, 32% spend £ 2-3 and 22% spend £ 3-4. Similarly, in
percentages, respondents feel that such prices are reasonable for a meal to be
cheap. 39% have shown to monitor their nutritional intake and 60% have shown
interest in purchasing custom/catered meals with supplied nutritional
information lists over consuming home-made meals lacking such
data/information. When asked if they would be inclined to shift part of their
monthly grocery expenditure towards custom made meals, which costs won't
exceed the cost of making food at home, a large majority of the respondents
appraised the idea. On the matter of trading human-made meals for the efficiency
and consistency of a robot made meal, with the guarantee of an absence of
human-error respondents similarly appraised the concept.

Customisable meals

There is a rise in consumers that tend to closely analyse the ingredients and
contents of the food that they buy. Establishments can benefit from helping
customers “walking-through the process of how they create the dish so they can
make informed decisions and feel in control of what they put into their body”.
Compared to menus with rigid options, a greater freedom of choice and the
possibility to build customised meals may also increase the variety of flavour
combinations, which in turn may keep customers coming back to try a different
mix of ingredients (Mintel, 2019).
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Figure 1.4 Achef PESTEL Analysis
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Figure 1.5 Achef OSWT
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Possible customers are willing to pay € 3-4 per meal. University meals currently cost
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they may be inclined to switch to a one-time payment solution or a monthly subscription.
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Figure 1.6 Achef Business Model Canvas
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Appendix 1B — Technology — Olivero Barlucchi 16110633

We are looking to design and develop all of our machinery in conjunction with
Cambridge Consultants Ltd. They have developed technology for Ocado, Iridium,
Axsis, Vinfusion and many others. They offer expertise in design, electronics,
software, and mechanical systems.

Machinery

We are planning on designing and manufacturing custom machinery in
conjunction with Cambridge Consultants Ltd. This machinery will be the front of
house robotics tasked with cooking, assembling and serving the customers
ordered dish. We are looking to produce 10 modular machines for the pilot/test
run of the business. The machines will operate through a system of ingredient
dispensers, hoppers that will feed into a cylindrical apparatus aided by induction
heating and a motor to mix ingredients.

App & Website Development

Achef experience will be strongly based around an ad hoc website and app. These
webservice will provide customers with a quick and different way of ordering
food, essentially allowing them to anticipate a dish preparation for it to be ready
on their arrival to the business’s premises. The app will also supply the users with
an edited and curated community section, where customers can share their
favourite dish compositions with pictures and useful nutritional, cost and
sourcing data. The objective is to create a crowd-sourced social media
discussion board.

The app will allow customers to pay in a variety of different ways and aid the
business in sales. Via notifications users will be encouraged to view the latest
offerings and get Al produced suggestions (based on account data, like a listed
customer objective to lose weight or gain muscle, age, previous purchases and
other)

Ordering Stations

We will use prefabricated kiosks available from china. These kiosks have been
proven to be suitable as used by similar businesses like McDonalds, Uniglo and
others. Kiosks will be ordered through Alibaba. Prices range from as low as 200£
to 1000¢£ for the higher quality variants (Alibaba, 2019). Set up will be carried out
by Cambridge Consultants.
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Discover Achef

Choose recipe Quick and affordable

Salmon & Avocado

- \ ~

Figure 1A.2 Main Automated kitche mhiner‘y
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Appendix 2 — Marketing Strategy — Raul Villanueva Garcia 15120905

2.0 Promotions:

- Advertising: On the first three months Achef will be primarily advertising
through strong social media campaigns with videos for Instagram,
Facebook and our YouTube channel. As well as leaflets around university
and poster all over to incentive the people to come and visit Achef.

- Sales: We will be giving away on the first two weeks coupon discounts of a
30% around university to use for any meal at Achef. Moreover, we will
work with brand ambassadors carefully chosen, people who have a
strong influence on social media and over their circle of friends using the
word of mouth around university.

- Public relations: Achef will work with the company Topline PR to start an
strong image of the environmentally friendly and innovation of Achef on
the local community as well as storytelling in different newspapers and
tech magazines.

2.1 Marketing explanation

Porters 5 forces

Competition - Thereis a relatively low amount of companies in the
world with the technology and concept that we have.

- The firms that exist on our technologize market compete
with high quality and affordable prices

- Starting cost is really high due to the amount of
technology require, therefore low risk of new entrants.

- Onthe market to create a brand name recognition is
important to expand.

Bargain Power of buyer - The power of buyers is medium, due to the affordable
price existing.

- Customers are attracted to the deals offered by Achef

- Customers have no switching cost to other companies

- Customers are attracted by quality and healthy options

Bargain Power of supplier - The bargain power of supplier is very limited

- Due to the number of farms and food producers in the
area, which provide high quality food.

- Makes it harder to have power over the customer
(Achef), as there are many options.

Threats of substitution - Threats of substitution are low.

- Due to the high initial investment on technology.

- Food services are everywhere but there is no company
that gives such an efficient service for that price.

- The speed of the food by other restaurant/ canteens
could be replaceable.

- The quality of the service for an affordable price and
health cannot.
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2.2 Pestel Analysis

Pestel Analysis

Political - The business follows the UK regulations of minimum
wage by offering a higher salary than the minimum
imposed by the UK.

- Important to complied the hygiene and quality policies,
as well as labelling and packaging

Economic - Customer consumption still increasing as there is a
need to eat out in this case.

- The industry is moderately low-cost, affordable for
customers

- The restaurant market is increasing as customers look
for convenient options of services to eat out

Social - Consumers are conscious about sustainability and
healthy lifestyle

- Consumers prefer to have more options at university in
a shorter time.

- Rise of consciousness for organic food, vegan options
and vegetarian lifestyle.

Technological - More technology is necessary in the restaurant industry
such as self-service to increase the sales.

- Screens to showcase their menus.

- Achef will technologize the whole process with the
robotic kitchen to decrease your ordering time without
affecting the quality of the food.

Environmental - Climate change is a big issue for the restaurant
business.

- Government have made various policies to keep the food
healthy and nutritious for the health of the people

- Achef will be plastic free on packaging and cutlery.

Legal - Government has implemented specifics rules to control
the supply and provision of food products.

- Employees wages and welfares regulations

- Healthy work environment to provide high food
standards.
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2.3 OSWT
OSWT analysis
Strengths - Speed and affordability of a traditional fast-food
restaurant

Nutritious and healthy food

Well adapt business plan, the business can adapt to
different locations

Food prepare by robots, no human error.

Large variety of ingredients.

Supply customers with health and nutrition
information.

No competition can offer a comparable service.
Opportunities - New concept, little to no competition which allow us to
expand

People is opting for eating out more nowadays,
promoting healthiness in the community.

Expansion nationally and globally to different sectors
such as airports, shopping malls and universities.
Innovation could cause I major impact on sales.
Weaknesses - High cost of machinery, equipment and technology.
Controversy regarding people losing jobs

People not used to robots cooking their meals.
Potential for bigger companies to overtake.
Technological problems, machines malfunction
Threats - Entering a new market with new technology.

People refusing to use this technology.

Larger companies could copy the technology and use
their names to gain competitive advantages.

2.5 Establish control

To evaluate the performance of the marketing campaigns we will be looking to
meet these key points.

- The use of the discount codes and coupons vouchers given away by the
brand ambassadors in order to track the process of sales.

- To track the success of the social media campaign we will see how many
people download the up through the link and visits to our website.

- Increase on sales always is an important indicator.

- Short surveys to know how they got and heard of Achef.

2.6 Marketing breakdown

Opening event: The opening event at Oxford Brookes University will be a major
marketing point, as Achef will spend 2000 pounds on free meals for university
dwellers that create an account on our app or website. This is a way of bringing
people right from the start of the academic year to try the Achef quality and
efficiency. So, by having this event we are creating customer loyalty being this
Another powerful way to motivate a customer to repurchase is to establish the
idea in the customer’s mind that switching to a competitor will cost the customer,
in terms of time, money or performance. ( Jill Griffin,2002)

25



u58074 Assignment 4.1 Achef Ltd.

2.7 Website

The purpose of the website is to link all the digital marketing of Achef with the
other platforms that are going to be use. The website will inform the users about
the story behind and the purposes of the creation of Achef, to familiarize them
with our brand image. This is a form to convert the visitors of the website into
potential customers. (Kerstin Schafer, 2013)

2.8 Photographer

We are hiring a professional photographer for media creation, pictures, graphics
and thumbnails for our website and App.

2.9 Instagram

Instagram is a powerful social media source within our main target market, such
a tool could allow us to make campaigns with our followers to win prizes or meal
discounts. Besides showing our social awareness by reducing waste and the
plastic free policy that Achef has. Instagram will allow the people to know the
story behind the restaurant and it also generates a customer’s loyalty to the
brand. We will be using Instagram ads which is included into the Facebook ad
space, this will give exposure to our posts as it will appear on the Instagram feed
of our target market and it can redirect the users to our website. (Instagram,
2019)

2.10 Facebook

The Facebook page will be used for promotion of Achef by using relevant content
created, such as videos, pictures and technology articles. Facebook ads have the
tools to control the marketing effectiveness measurement. Moreover, Facebook
has the tools to allow our followers to share the posts with all their friends,
making an indirect marketing online. (Facebook, 2019)

2.11 YouTube

Achef will create a YouTube channel as it is the ideal place to share the story
behind the restaurant, what motivates the creation of Achef and it founders.
Achef will use this platform to show gourmet videos and content that can be share
in Facebook and Instagram helping to have more subscribers on the YouTube
channel.
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2.12 Maliling

Sending regular newsletters about health and nutrition to our subscribers and
the benefits of these meals.

2.13 Event

Achef will partner up with the different societies of oxford Brookes to cover their
lunches and dinners.

2.14 Marketing budget

30,000 pounds

Opening event 2,000 pounds

T-shirts 5,000 pounds

Facebook ads 3,000 pounds

Photographer 5,000 pounds 4
Topline PR 11,500 pounds Message
Brand ambassadors 3,000 pounds

Leaflets and posters 500 pounds
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Appendix 3A — Operations Plan — Hibo Ali Osman 15114659

Operations is about how organizations create and deliver services and products.
It is referred to as the management processes that convert inputs (such as
materials, labour, and energy) into outputs (in the form of goods and services)
(Slack et al, 2013, p.4).

Achef operations are solely based locally, embracing the will of the company to
support local farmers and suppliers and enhance waste reduction and
transparency. Oxford is our prime location as it is amongst the best cities to set
up a business in the UK (Nominet, 2019) and with its 13,500 full time students
increasing by 2% yearly (Brookes.co.uk,2019), Brookes seem to be a dynamic
student hub to start operating at (Appendix A).

3.1 Suppliers

In terms of food supply, our poultry will be delivered by Jack Brand limited who
works in conjunction with a small number of growers, over ninety percent of
whom are based in East Anglia. Mostly independent farmers managing their own
flocks (Jackbrandltd.co.uk, 2019). All of their farmers meet the welfare standards
laid down by UK law as a minimum and most have the Assured Chicken
Production accreditation (ACP). We chose this company because it provides Halal
certified chicken, this shows consideration to diets followed by Muslim students
at Brookes (Figure 1.1)

The non-halal meat will be provided by Meatmaster Cash & Carry, an Oxford
based company that saves Achef 40% compared to supermarkets and provides
great quality local and regional produced meat. The company has agreed to fulfil
our need for expansion in the future, within their areas of operation.
Nevertheless, we will consider additional suppliers if the demand is too high, and
at the third year of operation when Achef will expand.

In addition, we have contacted a great number of fruit and vegetable farmers
around Oxfordshire. A.M bailey a fruits and vegetables, milk and dairy and bakery
goods supplier produced by local farmed in the Warwickshire and Oxfordshire
areas assured us that they will be able to meet our forecast demand (am-
bailey.co.uk, 2019). Again, new suppliers will be required when the business will
expand (Figure 1.1).

Products will be delivered at Brookes and collected by two of the founders
between 7am to 9am, then disposed in the refrigerated room on campus.

Basic examples include:

Meatmaster Cash & Carry price list includes:

e Lamb leg steak: 3,30 each or 2kg for 5
e Lamb shoulder steaks: 5 for 500g (meatmaster.info, 2019)
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e Leglamb on the bone: £12.50 for 1.50kg
Salt: £186.79 per tonne (www.saltandgritsolutions.co.uk, 2019)

At this price, we will get 40 large bags of white solar marine salt per pallet
(each bag weighs approx. 23 - 26 kg). The salt conforms to British
standard BS3247 and it takes only 1 to 2 working days to get delivered in
the UK.

Pepper: $4-$10 per kilogram (www.alibaba.com, 2017) Even if this will require
longer period of delivery and goes against our will to produce 100% locally,
ordering on Alibaba will be cheaper for the company. After the first 2 years, we
will shift our supplier to a local one.

Cheese and dairy products e Terrys Stone Cottage, Oxford
(07539214000)
o A M Bailey

e Roots of Oxford (Freshdirect.co.uk, 2019)

Meat e Jack Brand limited for poultry
Meatmaster Cash & Carry for red meat

Fish e The stickleback Fish company Itd
Browns seafoods

Fruit and vegetables e A.M Bailey

Roots of Oxford

Figure 1.1- List of suppliers

Finally, Achef will operate with fixed margins of 40% on all sales. The average cost
per meal is estimated at £3.36 (see Appendix 5), with a mark-up of 40% the selling
price will be approximately £6, varying according to the ingredients chosen.

3.1 Infrastructure

3.1.1 Storage

Our contract with Oxford Brookes University will provide us with an operational
food storage. However, over the course of the first year, when needed and capital
permits, we could use a secondary company as a temporary storage. Big Yellow
is a self-storage business located in Peterley Rd, Oxford. We intend to rent 100
sqft at £864 a year (bigyellow.co.uk, 2019). Big Yellow do not insure the contents
of their storage units (bigyellow.co.uk, 2019), thereby we will have to provide the
budget for the insurance (Quotemonkey.co.uk, 2019), a padlock and refundable
security deposit (Appendix finance).
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The office space we have chosen is located in Headington, 15 minutes away from
Oxford Brookes. I am the owner of the house and we will use my garage as an
office space. I will provide with majority of office supplies as well as a microwave,
refrigerator, security system, a printer, coat racks, trash cans and recycling
baskets. Additionally, we will need office and restaurant equipment (Figure 1.2)

3.2 Equipment

Considering the fact that the catering equipment of Achef will be entirely provided
by Oxford Brookes University (See appendix 5), we assumed that some kitchen
equipment is dealt with. This comprises freezers and refrigerators, preparation
tables, shelving, food processors, mixers, slicers and food preparation counters
as the food will be prepared prior to the cooking made by the automated kitchen.
In addition, as the Automated Kitchen will be based at The Terrace, plates and
cutlery sets are provided by the university. This will significantly lower our need
for take away boxes, resulting in less wastage (Figure 1.2). In order to gain these
advantages, we will need to set up a meeting with the catering department of
Brookes University and convince them that our product will significantly increase
their sales revenue and impact the 48.9% of students who do not eat on Campus
(Appendix 1.1 and 2.1).

Furthermore, all long lasting ‘pantry’ items will be purchased on Amazon UK
through suppliers who offer full delivery. Specific items related to specific
recipes will be ordered in bulk.

Office equipment Restaurant equipment

4 HP office computers (£499 each) Automated kitchen
(£150,000)

5 Office desks and chairs (£800) Kiosks (£6,000)

1 Samsung proXpress printer (£240) Includes printer, scanner | Mobile Application and

and fax machine website (£20,000)
Internet connection and 2 landline phones (£50) Shelving's and other kitchen
material

Lamps and lighting equipment (£40)
Figure 1.2- Equipment required for Achef (Appendix 5)

3.3 Manufacturing process

Due to the low volume-high variety nature of our business, a batch production
process will be implemented (slack et al., 2013, p220). In terms of production
layout, Achef will apply a cell layout whereby all models “transformed resources
entering the operation are pre-selected to move to one part of the operation, to
meet their immediate processing needs.” (Slack et al, 2013, p.223).
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3.3.1 The manufacturer and Packaging

After the analysis of several manufacturing companies, we have determined
Cambridge consultants as the best suited UK automation production site.
Established in 1960, the company specialise in helping clients identify, create and
launch breakthrough products and services that disrupt their markets
(Cambridgeconsultants.co.uk, 2019). The organisation implements and assures
a strict quality control system and delivery time, significantly reducing
uncertainty (Meyers, 2000). The design of the automated Kitchen is highly
inspired by Spyce, an American automated restaurant located in Washington.
After long conversations with Cambridge Consultants, the project lead time is
estimated at 6 months starting from April 2020.

Rotating bowls will use Artificial intelligence to compose customers’ orders using
set measures referred to by a material processing technology (slack et al., 2013
p.249). The kitchen will be controlled by a computer and supervised by myself and
our IT technician.

32



u58074

3.3.2 The four V analysis

Assignment 4.1

Achef Ltd.

Match consumers’ needs
High unit cost

Low repetition, each staff Volume High repeatability
members Specialization

High unit costs Capital intensive, low unit
Less systemization cost

Flexible Variety Well defined

complex Routine

Standardized
Regular, low unit cost

Changing capacity
Anticipation
Flexibility

In touch with demand
High unit costs

Variation in demand

Stable

Routine
Predictable
High utilization
Low unit costs

Short waiting tolerance
Satisfaction governed by
customer perception
Customer contact skills
needed

Received variety is high

Visibility

Time lag between
production and
consumption
Standardization

Low contract skills

High staff utilization
Centralisation, low unit cost

(Slack and Lewis, 2015)

Achef produces low volumes of food using low repetition and low unit costs. In
terms of variety, the automated kitchen is relatively flexible and matches
consumers' needs. The variation in demands is high but there is a great
anticipation and the visibility is low, with short waiting tolerance and satisfaction
governed by customer perception (Slack and Lewis, 2015).

3.4 Operations strategy

An operations strategy is the total pattern of decisions and actions that position
the organization in its environment and that are intended to achieve its long-term
goals (Slack et al., 20186). Using Porter’s generic competitive strategies (1985) it
can be argued that Achef employs a differentiation strategy.
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Cost Leadership

Scope
Broad

Narrow

Cost Differentiation

Source of Competitive Advantage

(Porter M. E., 1980)

Indeed, Achef offers a unique concept that allows consumers to customize their
meals and name their own combinations. The cooking of meals is visible to
consumers, and the company employs strict quality standards and hygiene law
requirements. Ingredients are strictly organic, and a variety of plant-based
meals are offered. Achef has a competitive advantage in the market thanks to the
effective marketing, the ability to deliver high quality products and the innovation
of the automated kitchen. Once we have created a strong hold within this
competitive scope, it allows us to enter other scopes, thus expanding.

3.4.1- Gantt chart of Achef operations

This chart enhances our cognitive ability to cope with the structural complexity
of a large number, diverse and interdependent tasks (Geraldi et al, 2011). As
followed pre-opening operations will start before the 27" of April 2020 and end
on the 25" of September 2020 on opening day.

Gantt chart Achef
27/04/2020 16/06/2020 05/08,/2020 24/08/2020 13/11/2020 02/01/2021

Set up of Office space _
Design and making of Achef _
Website and app development _
Licensing and trademark -
Preparation of the menu _
Set up of Achef robot
Marketing strategy promation
Testing the food
Employee training
Stock order

Furniture and accessories

-
-

I

I

-
Décor and lighting .

1

|

Operations start date

Licensing Website and Design and

making of
Achef

Operations Furfnlturr: Décor and Employee  Testing the Marketing Setupof Preparation

nd - Stock order . strate; . and
start date o lighting training food & pchef robot of the menu developmen
aCcessories promation trademark ¢

Set up of
Office space

Startdate | 25/09/2020 11/05/2020 13/08/2020 10/09/2020 10/05/2020 10/0%/2020 20/08/2020 12/08/2020 17/07/2020 08/06/2020 02/06/2020 12/05/2020 27/04{2020
m Duration 90 10 7 1 15 3 60 10 19 12 27 B0 30

(Weaver, 2007; Wilson, 2003)
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3.4.2 Revenue streams and growth strategy

At first, the company will solely get its revenue from sales generated from
students and staff at Oxford Brookes University. However, through a strong
marketing campaign, we aim to quickly expand our automated kitchen to other
universities around the UK. Using Ansoff Matrix (1957), it can be argued that
Achef is currently in the product development phase. Indeed, even though the
product is new, the use of automation in the food industry is an existing market.
Throughout the years, Achef is expected to shift to Market penetration with an
existing product and market. This initiative is often combined with competitive
pricing (Richardson and Evans, 2017), which is already in place at Achef.

Existing product New product
Existing Market Market penetration Product Development

Achef currently

New Market Market development Diversification

Figure 1.3- Ansoff, 1957

The aim of this shift is to increase the company’s market share, as we aim to be
the number one robotic kitchen in the United Kingdom. Following the Hayes and
Wheelwright four-stage operations contribution model, our operations seem to
be at Stage 2 “striving to adopt best practice in their industry and are usually as
good as their competitors at serving their market” (Hayes and Wheelwright,
1984). We aim to reach Stage 3 by 2022.

3.5 Quality management

Quality management is a key process in the operations of a business. Within
operations “quality conformance” means consistently delivering services and
products in line with their design specifications, which in turn, reflects customer
needs and expectations (Hill & Hill, 2018, p.274). With a value proposition
ensuring healthy and quality food, it is essential that Achef performs regular
quality checks.

These are performed by Cambridge consultants as part of our contract to certify
the Kitchen performs its intended tasks without error (slack et al, 2013).
Additionally, prior to launch, An Achef team member has to travel to Cambridge
to perform statistical process control (Slack et al., 2013) and a Pareto analysis
(Hill & Hill, 2018) with the goal of becoming a six-sigma quality company within 5
years.

To reach this by year 5, we have set guiding principles for, managing quality
within Achef (Hill & Hill, 2018)

e Develop a quality strategy
e Get top management support
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e Use a TQM steering group
e Employ improvement teams
e Use quality tools and approaches

3.6 Distribution channels

Achef uses online platforms such as a website and a mobile application to allow
customers to make orders and suppliers to contact us. On site, Kiosks are
available alongside the tills at the restaurant to make all orders.

SELECT A BOWL
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' B
. [=]
| o ] | oercoomans |
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Appendix B- Achef operation flow chart

Order at the till through the
maobile app or touch screen kiosk

e

( Drink section ) Food section
| /
|

s .\\
' Selected drink '*; \‘
== -

Check ordered list to verify all
items are included
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Appendix 3B — Organisational Culture — Hibo Ali Osman 15114659

The organisational culture at Achef follows 6 key principles implanted into each
group member (See appendix C):

e Customers come first, always

e Seek challenges and act professional at all time
e Communication and engagement

e Be honest, open and constructive

e Offer excellent service to customers

e Becreative and open to new ideas

These six principles provide us a platform from which we can develop our culture,
vision and brand. Further to providing clear values to employees, these elements
allow for innovation and creativity which play a significant role in sustaining a
competitive advantage over competition.
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Appendix 3C — Risks and Strategic Options — Hibo Ali Osman 15114659

Reference Risk Causes/Reason | Effect Probability Impact Controllability Level of risk Response
01 Technical Maintenance is | Costly 4 5 2 Plan regular
default required maintenance
constantly to fix service
all technical
issues.
02 Health and Constant Consumers 3 5 1 Ensure that all
Safety on site | cleaning and can have a safety and
respect of bad health
health and experience requirements
safety and never are respected in
requirement is come back the kitchen
primordial
03 Lack of Cash | Overseen of Lack of cash | 4 5 3 Always have
to operate costs can lead the disposable
business to cash, limit our
close expenses.

04 Competitors | Existing Poor sales 2 3 2 Stick to our
competition and profit values and
who may start lost over strategy to
using robotics competition become the
in their kitchen robotic
operations to market leader
facilitate the
process.

Level of risk Response
required
1to4 None
5to 10 Monitor
11to 20 Control
21to 30 Urgent action
required
31to 50 Unacceptable
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Appendix 4 — Management Team & Company Structure — Saleh Aker 16102641

Legislation

The company will be set up as a private limited company where it will be
separated from its directors including finances where the after-tax profits will be
kept for the company (UK Government, 2019). Partners will be responsible for all
business billings as well as any losses the company makes. Furthermore,
partners will be sharing profits and the tax payments will be done individually by
each shareholder on behalf of his/her shares (UK Government, 2019).

The company’s name will be Achef Ltd, and it will be based in Oxford Brookes
University Headington campus. There is no other company that has the same
name in the UK. The company’s shareholders Oliver, Saleh, Hibo, Lavga and Raul
will be also the directors who run the company then the partnership will be
registered for Self-assessment with HM Revenue and Customs (HMRC) by the
nominated partner who will be responsible for partnership tax return using
SA400 form or SA401 form (UK Government, 2019). Each shareholder will be
paying tax on his personal shares only as each of them is required to send tax
returns individually Registering for VAT is required after VAT taxable Turnover is
over £85,000.

Shareholders will create and agree for written rules known as ‘Memorandum
and articles of association’ which states that all shareholders are agreeing on
forming the company including written rules about running the company with the
signatures of director/s and the company’'s secretary (Companies house, 2014).
However, the memorandum cannot be updated after the company is formed
which is used to announce Companies House what each subscriber agreed on
(Companies house, 2009). The company will be registered online before opening
and PAYE service will be registered to, for informing HMRC that the company is
employing staff including the directors to get a ‘Certificate of incorporation’
which is a legal confirmation of the company’s existence. This document will
include the company’'s number and date of formation to ensure shareholders are
paying the right tax (UK Government, 2019).

There are records that are a must keep which includes: identification of rules
(directors, shareholders and secretaries), results of shareholders votes and
resolutions, loans payback including specific future dates and who should be paid,
form that states paying if something goes wrong within the company and that it is
the company’s fault, shares transactions (UK Government, 2019). It has been
agreed that if any of the shareholders is resigning his/her shares the shares can
only be transferred/sold to the same group of shareholders and that all
shareholders will have the same number of shares, however even after transfer
the previous member will be liable for the firm's debts when the person was part
of it (Davis & Worthington, 2012). If any situation happened that require a legal
change, an application of removing material about a director should be sent to
companies’' house. All directors will have a document appointing them as
directors of the company that will be sent to companies’ house (Companies house,
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2014) Each shareholder will carry 15% of the Company’'s share with 20% of
shares reserved further investors space. At has been agreed that decisions
making will require a formal shareholders voting. To make the decision the
majority of shares numbers holders will decide if the decision is to be made or
not.

The company needs to keep all accounting records for 6 years after the end of
the financial year including sales, any purchases or payments, debts stocks the
company owns and stocktaking’'s (UK Government, 2019). Registering for
corporation tax will be required within the first 3 months of starting the business
(First Accounting Period). A sign will be displayed showing the company’'s name
at the registered company address and on all the company’s forms, website and
all other promotional materials, however not at the office as the company will be
running in one of the Shareholder’'s homes (UK Government, 2019). The company
might need ONS code for Manufacture of other food products N.E.C. (10890) as
this classify the business's standards and clarify the economic type of activities
that will be engaged with the business or Take-away food shops and mobile food
stands (56103) (UK Government, 2018). The company will be considered as a
Consumer goods and retail business (restaurant and catering services).
Preparing or handling food needs Food Premises Approval by the council before
undertaking any activities.

Food Safety:

There are Food safety responsibilities that the business should take into
consideration. The most important thing is to make safe food following the food
safety management technique provided by the government about cross-
contamination, cleaning, chilling, cooking, management and using dairy that helps
to obey to food hygiene regulations, showing how the food is being made to
ensure safety, train staff, protecting businesses reputability, improving the food
hygiene rating score along with the business itself (Food Standards Agency,
2018). A plan that is based on the Hazzard analysis and critical control point
(HACCP) principles needs to be made to keep food biologically, chemically and
physically safe (Food Standards Agency, 2017). There are more things that are
needed to be taken into consideration for responsibilities of food safety (Food
standards agency, 2007) and food hygiene like food contact materials, to keep
food safe for consumption, bacteria and food poisoning, food hygiene training and
food allergies (Food Standards Agency, 2018). The business will be ready for any
food inspections by the council at any time as food safety and food hygiene will be
put to high standards required by the law (UK Government, 2007). All food making,
storing, delivering and any other activity that the food is a part of will be done
according to safe food standards provided from Food Standards Agency (2019).
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Brexit:

In terms of no deal Brexit, it is expected that all the legalisation regulation will be
at similar standards that the EU have as the changes will be on certificate content
as it will be put by the British government as it mentioned that there are no
substantive policy changes to be made (UK Government, 2018). Moreover, the
government stated that organic food and feed products certification will be
required in a no deal Brexit situation (UK Government, 2018).

Moreover, business directors will ensure that the business’s policies will meet
Brookes' policies.

SR

Achef is going to be a strong engaging member of Corporate Social Responsibility
(CSR) in the local community. The business will operate as sustainable as possible
and directors will ensure that the environmental harmful standards are to its
lowest. the company will be sustainable in many areas:

Food sourcing: The company will use sustainable local food sourcing only to keep
delivery gas emissions to its lowest as well as to serve high-quality food from the
local community. The company will use seasonal local produced food to reduce
transportation environmental impact and to support local businesses. Animal
welfare will be the main consideration within the company supporting the
company’s ethics and following Brookes sustainable food sourcing where the
company will use the same food suppliers (Brookes, 2019)

Food banks and charities: the company will work with local food banks and
charities to support these with need where the company will be ready to donate
all its overflowing food. The company will be working with The Oxford Food Bank
as it is the largest in the area where they collect food from supermarkets and
wholesalers and other organisations and individuals and supply to over 100
charities depending on each charity's needs (The Oxford Food Bank, 2014).

Food waste will be the main issue the business will be solving as automation will
use ingredients as exact amounts for each portion where food waste is only for
food that cannot be used according to government's standards.

Packaging will be basic and made from recycled materials for takeaways. for
eating in normal plates will be used to reduce the business's general waste.
Brookes recycles 71% of its waste including food and Achef will do its best to keep
and increase this figure in the future (Brookes, 2019)

Treating staff equally by providing fair training and equal opportunities with clear
policies. Our kitchen employees will be getting food hygiene training essentials
and formal training level 2 and 3 provided by Oxford City Council (Oxford City
Council, 2019). It has been stated that 400-800 million jobs will be dismissed by
automated machines or robots by 2030 in the global workforce, nonetheless,
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555-890 million jobs will be created (McKinsey Global Institute, 2018). This
means the business will be creating jobs in a slightly new industry.

Valuing all-natural resources by improving energy efficiency managing water
usage to save money and the environment. The company will use and adapt
Brookes Water Action Plan to keep the business as socially responsible as
possible by installing facilities and faculties that reduce water usage (Brookes,
2017, and, Meike & Ribickis, 2011).

The company will be focusing on serving healthy food for its customers as much
as possible. This step comes with the support of Oxford Brookes university
promotion of healthy eating and ethical catering campaign where it adopts
Fairtrade organic and local sourced food (Brookes, 2019). The aim of this step is
to reduce the use of food products that have a negative impact socially and
environmentally and to support the fair-trade campaign (Fitt, 2017).

44



u58074 Assignment 4.1 Achef Ltd.

Appendix 4 — References

Companies House (2009) Form Give notice of subscribers: company with share
capital. Available at: https://www.gov.uk/government/publications /give-
notice-of-subscribers-company-with-share-capital (Accessed: 6/4/2019)

Companies House (2014) Companies House forms for limited companies.
Available at: https://www.gov.uk/government/collections/companies-house-
forms-for-limited-companies#share-capital. (Accessed: 6/4,/2019)

Companies House (2014) Memorandum of association templates for limited
companies. Available at:
https://www.gov.uk/government/collections/memorandum-of-association-
templates-for-limited-companies. (Accessed: 6,/4/2019)

Davies, P. L., Worthington, S., Micheler, E. and Gower, L. C. B. (2012) Gower and
davies' principles of modern company law. 9Th ed. / edn. London: Sweet &
Maxwell.

Fitt, A. (2017) Oxford Brookes Sustainable Food Strategy. Available at:
https://www.brookes.ac.uk/sustainability /site-
assets/documents/environmental-strategies /sustainable-food-strategy/
(Accessed: 6/4,/2019)

Food Standards Agency (2007) Guidance Notes for Food Business Operators on
Food Safety, Traceability, Product Withdrawal and Recall. Available at:
https://www.food.gov.uk/sites/default/files/media/document/fsal782002gu
idance.pdf. (Accessed: 6/4/2019)

Food Standards Agency (2017) Hazard Analysis and Critical Control Point
(HACCP). Available at: https://www.food.gov.uk/business-guidance/hazard-
analysis-and-critical-control-point-haccp# (Accessed: 6/4/2019)

Food Standards Agency (2018) Safer food, better business. Available at:
https://www.food.gov.uk/business-guidance/safer-food-better-business
(Accessed: 6/4/2019)

Food Standards Agency (2018) Safer food, better business. Available at:
https://www.food.gov.uk/business-guidance/safer-food-better-business
(Accessed: 6/4,/2019)

Food Standards Agency (2019) SAFER FOOD BETTER BUSINESS FOR CATERERS.
Available

at:https://www.food.gov.uk/sites /default/files/media/document/sfbb-
catering-2019.pdf. (Accessed: 6/4,/2019)

Hannigan, B. (2015) Company law. Fourth edn. Oxford: Oxford University Press.

45


https://www.gov.uk/government/publications/give-notice-of-subscribers-company-with-share-capital
https://www.gov.uk/government/publications/give-notice-of-subscribers-company-with-share-capital
https://www.gov.uk/government/collections/companies-house-forms-for-limited-companies#share-capital
https://www.gov.uk/government/collections/companies-house-forms-for-limited-companies#share-capital
https://www.gov.uk/government/collections/memorandum-of-association-templates-for-limited-companies
https://www.gov.uk/government/collections/memorandum-of-association-templates-for-limited-companies
https://www.brookes.ac.uk/sustainability/site-assets/documents/environmental-strategies/sustainable-food-strategy/
https://www.brookes.ac.uk/sustainability/site-assets/documents/environmental-strategies/sustainable-food-strategy/
https://www.food.gov.uk/sites/default/files/media/document/fsa1782002guidance.pdf
https://www.food.gov.uk/sites/default/files/media/document/fsa1782002guidance.pdf
https://www.food.gov.uk/business-guidance/hazard-analysis-and-critical-control-point-haccp
https://www.food.gov.uk/business-guidance/hazard-analysis-and-critical-control-point-haccp
https://www.food.gov.uk/business-guidance/safer-food-better-business
https://www.food.gov.uk/business-guidance/safer-food-better-business
https://www.food.gov.uk/sites/default/files/media/document/sfbb-catering-2019.pdf
https://www.food.gov.uk/sites/default/files/media/document/sfbb-catering-2019.pdf

u58074 Assignment 4.1 Achef Ltd.

Higginbottom, K. (2014) What Does It Take To Be A Group HR Director? Available
at: https://www.forbes.com/sites /karenhigginbottom /2014 /02 /04 /what-
does-it-take-to-be-a-group-hr-director/#ec075e715a6b (Accessed:
6/4/2019)

Marketing Career Education (2019) Becoming a Director of Marketing. Available
at: https://www.marketingcareeredu.org/marketing-director/ (Accessed:
6/4/2019)

McKinsey & Company (2018) AI, AUTOMATION, AND THE FUTURE OF WORK: TEN
THINGS TO SOLVE FOR. Available at:
https://www.mckinsey.com/~/media/McKinsey /Featured%20Insights/Future
%200f%200rganizations /Al%20automation%20and%20the%20future%200f%20
work%20Ten%20things%20t0%20solve%20for /MGI-Briefing-Note-Al-
automation-and-the-future-of-work June2018.ashx. (Accessed: 6/4/2019)

Meike, D. & Ribickis, L. (2011) Energy efficient use of robotics in automobile
industry. Available at:
https://ieeexplore.ieee.org/document /6088567 /authors#authors (Accessed:
6/4/2019)

Narayan, S. (2017) What Does A CFO Do When Everyone Knows The Numbers?.
Available at:
https://www.forbes.com/sites/forbesfinancecouncil /2017 /08 /01 /what-
does-a-cfo-do-when-everyone-knows-the-numbers /#118384814329
(Accessed: 6/4,/2019)

Oxford Brookes University (2017) Water Action Plan. Available at:
https://www.brookes.ac.uk/Sustainability /Site-
assets/Documents/Environmental-action-plans /Water-action-plan/
(Accessed: 6/4,/2019)

Oxford Brookes University (2019) About us. Available at:
https://www.brookes.ac.uk/catering/about-us/. (Accessed: 6/4/2019)

Oxford Brookes University (2019) Ethical catering. Available at:
https://www.brookes.ac.uk/catering/ethical-catering/. (Accessed: 6/4/2019)

Oxford Brookes University (2019) Recycling and waste. Available at:
https://www.brookes.ac.uk/sustainability /recycling-and-waste/ (Accessed:
6/4/2019)

Oxford City Council (2019) Getting food hygiene training. Available at:
https://www.oxford.gov.uk/info/20055 /food _safety/184/opening a new fo
od_ business/2. (Accessed: 6/4/2019)

46


https://www.forbes.com/sites/karenhigginbottom/2014/02/04/what-does-it-take-to-be-a-group-hr-director/#ec075e715a6b
https://www.forbes.com/sites/karenhigginbottom/2014/02/04/what-does-it-take-to-be-a-group-hr-director/#ec075e715a6b
https://www.marketingcareeredu.org/marketing-director/
https://www.mckinsey.com/~/media/McKinsey/Featured%20Insights/Future%20of%20Organizations/AI%20automation%20and%20the%20future%20of%20work%20Ten%20things%20to%20solve%20for/MGI-Briefing-Note-AI-automation-and-the-future-of-work_June2018.ashx
https://www.mckinsey.com/~/media/McKinsey/Featured%20Insights/Future%20of%20Organizations/AI%20automation%20and%20the%20future%20of%20work%20Ten%20things%20to%20solve%20for/MGI-Briefing-Note-AI-automation-and-the-future-of-work_June2018.ashx
https://www.mckinsey.com/~/media/McKinsey/Featured%20Insights/Future%20of%20Organizations/AI%20automation%20and%20the%20future%20of%20work%20Ten%20things%20to%20solve%20for/MGI-Briefing-Note-AI-automation-and-the-future-of-work_June2018.ashx
https://www.mckinsey.com/~/media/McKinsey/Featured%20Insights/Future%20of%20Organizations/AI%20automation%20and%20the%20future%20of%20work%20Ten%20things%20to%20solve%20for/MGI-Briefing-Note-AI-automation-and-the-future-of-work_June2018.ashx
https://ieeexplore.ieee.org/document/6088567/authors#authors
https://www.forbes.com/sites/forbesfinancecouncil/2017/08/01/what-does-a-cfo-do-when-everyone-knows-the-numbers/#118384814329
https://www.forbes.com/sites/forbesfinancecouncil/2017/08/01/what-does-a-cfo-do-when-everyone-knows-the-numbers/#118384814329
https://www.brookes.ac.uk/Sustainability/Site-assets/Documents/Environmental-action-plans/Water-action-plan/
https://www.brookes.ac.uk/Sustainability/Site-assets/Documents/Environmental-action-plans/Water-action-plan/
https://www.brookes.ac.uk/catering/about-us/
https://www.brookes.ac.uk/catering/ethical-catering/
https://www.brookes.ac.uk/sustainability/recycling-and-waste/
https://www.oxford.gov.uk/info/20055/food_safety/184/opening_a_new_food_business/2
https://www.oxford.gov.uk/info/20055/food_safety/184/opening_a_new_food_business/2

u58074 Assignment 4.1 Achef Ltd.

Scranton University (2019) 5 Management Traits of an Operations Manager.
Available at: https://elearning.scranton.edu/resource/business-leadership/5-
management-traits-of-operations-leaders (Accessed: 6/4,/2019)

The Oxford Food Bank (2018) our mission. Available at:
https://oxfordfoodbank.org/ (Accessed: 6,/4,/2019)

UK Government (2018) Guidance Condensed SIC list in CSV format. Available at:
https://www.gov.uk/government/uploads/system/uploads/attachment data
/file/527619/SICO07 CH condensed list en.csv/preview. (Accessed:
6/4/2019)

UK Government (2018) Guidance Producing and processing organic food if
there's no Brexit deal. Available at:
https://www.gov.uk/government/publications/producing-and-processing-
organic-food-if-theres-no-brexit-deal /producing-and-processing-organic-
food-if-theres-no-brexit-deal. (Accessed: 6/4,/2019)

UK Government (2019) Licence Food business registration. Available at:
https://www.gov.uk /food-business-registration (Accessed: 6,/4,/2019).

UK Government (2019) Limited companies. Available at:
https://www.gov.uk/limited-company-formation. (Accessed: 6 /4/2019)

UK Government (2019) Set up a limited company: step by step. Available at:
https://www.gov.uk/set-up-limited-company (Accessed: 6/4,/2019)

UK Government (N.D) Food safety - your responsibilities. Available at:
https://www.gov.uk /food-safety-your-responsibilities (Accessed: 6 /4/2019)

47


https://elearning.scranton.edu/resource/business-leadership/5-management-traits-of-operations-leaders
https://elearning.scranton.edu/resource/business-leadership/5-management-traits-of-operations-leaders
https://oxfordfoodbank.org/
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/527619/SIC07_CH_condensed_list_en.csv/preview
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/527619/SIC07_CH_condensed_list_en.csv/preview
https://www.gov.uk/government/publications/producing-and-processing-organic-food-if-theres-no-brexit-deal/producing-and-processing-organic-food-if-theres-no-brexit-deal
https://www.gov.uk/government/publications/producing-and-processing-organic-food-if-theres-no-brexit-deal/producing-and-processing-organic-food-if-theres-no-brexit-deal
https://www.gov.uk/government/publications/producing-and-processing-organic-food-if-theres-no-brexit-deal/producing-and-processing-organic-food-if-theres-no-brexit-deal
https://www.gov.uk/food-business-registration
https://www.gov.uk/limited-company-formation
https://www.gov.uk/set-up-limited-company
https://www.gov.uk/food-safety-your-responsibilities

u58074 Assignment 4.1 Achef Ltd.

Appendix 5 — Financing and Financial Projections — Lkhagvajargal Damdindoo
15083754

5.1 Sales

For the first 5 months from April to August of 2020, we are not expecting any
sales, as we will do the essential preparations for starting the business. We are
aiming to reach £79,200 in sales in the first operating month (September 2020).
This time is great time to begin our business as it is based on university school
year. For the Year 1, our expected sales would be £709,200, and we are expecting
to grow the Year 2, and further expand from Year 3 with total estimated sales
totalling £1,360,476. As shown on table, estimated sales shown decline in sales
for the months between semesters, which is December and January. Sales for
the month of June, July and August will be estimated as other moths since Achef
Ltd will be working with EF summer school.

Month  Month Month  Month Month Maonth Month Month Maonth Month Month Muonth

Age May Jun Jul hug Sep Oct Mow Dec Jan Feb Mar
Sales 79,200 115,920 110,880 o0, 720 90,720 105,840 115,920
Cost of Sales 44,352 684,915 62,093 50,803 50,802 58.270 64,915
Gross Profit 34,048 51,005 48,767 0,07 ECR R 46.5T0 51,005

Table 5.1 Sales for Year 1, April to March

Year 1 2020 Year 2021 Year 2022
Sales 709,200 921,960 1,382,940
Cost of Sales 397,152 414,882 622,323
Gross profit 312,048 507,078 780,617

Table 5.2 Sales for Year 1-3, including cost of sales and gross profit

5.2 Cost of Sales

The cost of foods will be primarily dependent of fresh food suppliers, who are
mainly local farms we have agreed to cooperate with. There will be decrease in
cost of sales when we start purchasing higher quantity supplies from farmers.
cost of sales will decrease from 56% to 45% in the Year 2 and Year 3. (see
Appendix 3.1)

5.3 Capital expenditure

5.3.1 Intangible assets

To prevent our business and brand from unfair competition, the trademark for
Achef will be secured. The trademark will cost £200 (gov.uk, 2019). Additionally,
the app development will cost £20,000, meaning that total intangible asset is
£20,200.
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5.3.2 Machinery/plant

We will purchase 10 automated mixing machines, which will cost £15,000 each.
The quota was given through telephone conversation with sales representative
of Cambridge Consultant, 2 April. Furthermore, to make it easy access when
ordering foods, we need 6 kiosks, which will cost £1,000 each total cost of
£156,000.

5.3.3 IT/Office equipment

IT/Office equipment has been estimated £3,000, which includes four desktop
computers of the type ‘HP 22-c009na’ from Currys shop will be purchased with
total cost £2,000 added one 1 laser-jet printer which costs £240 along with tables
and chairs for the office.

5.4 Administrative expenses

5.4.1 Rent

The main business operation is running at Oxford Brookes University Terrace,
which we will be renting. The estimated cost for rent set for £48,000per annum
after considering commercial space property in same area (rightmove.co.uk,
2019).

For the office, we will be working from Hibo's place located in Headington. So,
there is no rent allocated for the office rent.

5.4.2 Salaries

As all five founding members start working from April for the preparations, we
will be getting paid 8£ per hour before business start making sales. As for the
personnel who are working in operations, we plan to hire 6 people for 2 shifts;
salaries will be £16,640 for each personnel. In total of 11 people working for
Achef Ltd, which brings to £183,040 per annum inclusive of National Insurance.

5.4.3 Utilities

As we mentioned previously, we will be paying £4,000pcm for the renting the
space. This will include the utilities as we are sharing spaces and utilities with
other food outlets. Therefore, no additional utilities assigned for main operation’s
site.

However, we will be paying utility bills for our office space. Utility cost is assigned
£1,800 for the Year 1 and will expected to stay the same in Year 2 and Year 3.
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5.4.4 Telephone cost

We have agreed to use existing broadband and landline which Hibo pays £50 per
month for Virgin Media, which total £600 for the telephone and broadband cost
in Year 1 and Year (Virgin Media, 2019). From the Year 3, cost is expected to
increase 20% since we are making more calls due to expansion of the business.

5.4.5 Insurance cost

As our business relies on equipment and technology, our insurance plan will
cover general liability, content and equipment, commercial legal protection and
cyber security of the company. We will be paying £1,524 for the insurance in Year
1 and Year 2, and it is expected to rise £1,829 in Year 3
(towergateinsurance.co.uk, 2019).

5.4.6 Stationary cost

As we are running day-to-day operations from the office, we have estimated the
cost for stationery for 5 people. Stationary cost is expected to be £600 per annum
in first 2 years after checking average stationary cost for small companies (Small
Business, 2019). It is expected to increase 20% from Year 3.

5.4.7 Website cost

As we start setting website from June 2020, we have estimated to pay £1,925 for
Year 1 and continue to pay £3,300 each in Year 2 and expected to pay £3,960 in
Year 3.

5.4.8 Accountancy cost

To ensure our financial records being properly kept and make sure we are
complying with financial procedures, we are agreed to work with accounting firm
provides their service support for limited companies (qaccounting.com, 2019).
Cost is expected to be £1,512 year 1.

5.4.9 Marketing cost

Marketing cost will be estimated £30,000 per annum in Year 1 since we need
more recognition at the beginning of the business through PR events and
extensive marketing campaigns (See Appendix 2). However, marketing cost will
be the same after Achef's expansion in Year 2 and Year 3 due to the brand will be
already established.
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5.4.10 Travel cost

Since our suppliers delivering their products directly to us, our travel cost will
stay low in first years. However, we have allocated £600 per annum to the travel
expenses.

5.5 Valuation of the business

5.5.1 Equity

For a £150,000 investment, we will offer investor 20% equity in return. We have
chosen 20% equity due to the research conducted, as it appears that the average
in the industry is approximately 15%, and we accounted 5% for the risk.

5.5.2 Sensitivity analysis

The company is valued to £1,494,365.45 after 5+ years, meaning if the investor
wants to exit the business, they would receive £298,873.09 - which is
approximately 199% return on their initial investment. If we account -5% change
since the company is not recognised, which will bring to £275,150.368. This
indicates investor would receive 183% in return on investment.

5.5.3 Break-even point analysis

In order to break-even, Achef need sales of £551,346 which will be estimated to
be reached by beginning of Year 2.
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5.6 Profit and Loss

Month Month Month Month Month

Sales

Cost of Sales

Gross Profit

Administrative Expenses
Offices & Rates

Salaries & Employer NI 8310 8310 8310 8310 8310
utilties 150 150 150 150 150
Telephones 50 50 50 50 50
Insurance

Stationery & Post 50 50 50 50 50
Office Equipment Rental

Website Costs 160 160 160
Accountancy Costs 126 126 126 126 126
Legal & Professional Fees

Travel & Subsistence 50 50 50 50 50
Motor Expenses

‘Sundry Expenses

Research Costs

Provision for Bad Debis
11,236 11,236 11,39 11,39 11,39

Sales & DI

ibution Costs
Depreciation 2389 2350 2310 2212 2234
Operating Profit (EBIT) - 13625 - 13586 - 13707 - 13668 - 13630
Interest Payable

Overdraft Interest (Interest Received)
Loan Interest Payable

Profit Before Corporation Tax - 13625 - 13586 - 13707 - 13668 - 13630
Corporation Tax
Net Profit ] (Loss) - 13625 - 13586 - 13707 - 13668 - 13630
Dividens Payable

Profit to Reserves - 13625 - 13566 - 13707 - 13668 - 13630

5.7 Cash flow

Administrative Expenses
Offices & Rates.

Salaries & Employer NI 8310 8310 8310 8310
Utiities 15 150
Telephones 50 50 50
Insurance

Stationery & Post 50 0 50
Office Equipment Rental

Accountancy Costs 126 126 126

Marketing Costs 2500 2500 2500
Research Costs

Provision for Bad Debts.
Sales & Distribution Costs

VAT (or GST USA)

VAT in Purchases & Expense Payment 585 sa5 17
VAT to Customs & Excise - Payment (Refund) 1170

CASH OUTFLOWS IN PERIOD 8310 1821 10651 12014

NET CASH FLOWS. - 8310 - 1821 - 108651 - 12014 -

Month Month

79,200 115,920

4352 64915

34848 51,005

2,500 2,500

22,466 22466

3,960 579

2,197 2160

6225 20582

6225 20,582

6,225 20,582

6225 20562

8310 15253

617 10280

12014 75,079 "

12014 - 75079 -

OPENING CASH 156,640 14830 136509 125858 1388 101831

CASH BALANCE 148,330 136,509 125858 113844 101,831 26751
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Month Month

110,880

62,093
48,787

4,000
15253
150

5544
2,124

18,653

18,653

15585 14,970

108,763 105,073
13723 34031
26751 13029

13029 47,060

90,720

50803

39917

2,000

2500

22,466

4536

2,089

10,826

10,826

10,826

10826

[l

Month

4000
15253

127

12511
19540
109,856
23200
47,060

70259

90,720

50803

39917

2,500

22,466

4536

2054

10,860

10,860

10,860

10860

Month

12511

90316

18548

70259

83,807

105,840

59,270

46,570

16,791

16,791

16,791

4

Month
Mar

115920

64915
51,005

4,000
15253
150

579
1,986

20,756

20,756

2500 2500

101,384 126842
7480 166
83807 9,287

96,267 96453

397,152

312,048

30,000

213926

35,460

26,184

36477

36,477

35460

8201
34507

2123

- 60,187

156,640

921,960

414,882

507,078

270,976
46,098

23435

166,569

166,569

48,000
183,040

1800
1524

60
3300
1512

3000

46,098
109783

82208
923,947
182,405

9,453

Achef Ltd.

1,382,940

622,323
760,617

48,000

3960
1512

272,661
138,204
18,748

330,914

330914
330914

330,914

3,960
1512

720

0000

1,309,866
499,662
278,858

78,520
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5.8 Balance Sheet

Assignment 4.1

Achef Ltd.

Opeing  Month Month Montn Month Month Month Montn Monih Month Monih Month Monih Year Year Year
Balance Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar. 2020 2021 2022
Non Current (Fixed) Assets
1T/ Office Equipment 3,000 2,360 2321 2282 2244 2207 2170 2134 2,098 2063 2,029 1995 1962 1962 1569 1,285
Plant & Machines 186000 122720 10675 U863 11668 L4741 112620 11098 109090 107281 10549 103734 102006 102,006 81604 65284
Intangibe Assets [Development] 20200 15801 15626 15365 15100 14857 14610 14365 14127 13891 13660 1342 13208 13208 10567 8453
Otrer Fixed Assets
179,200 140,971 138,621 136,311 134,039 131,805 129,608 127,448 125324 123,235 121,181 119,162 117,176 117,176 93,740 74,992
Current Assets
Cash 186640 830 13500 15858 113844 100831 26751 B0 47060 70259 o7 %6287 %453 96,453 278858 78520
Trade Debtors 9500 19104 133056 10886 10884 17008 130104 130,104 139,104 139104
Stock
156,640 148,330 136,509 125858 113,844 101,831 121,791 152,133 180,116 179,123 197,671 223,295 235,557 235,557 417,962 917,624
Current Liabilties
Trade Creditors & Accruals 351 3su 3704 3704 3704 8656 8656 8656 8656 8656 8656 8656 8656 8656 8656
VAT Creditor (Debtor) 585 1170 617 - 1235 1852 473 12,334 19,540 5633 11,267 18,080 7599 7599
Other Creditors
2,926 2341 3,086 2,469 1,852 13,391 20,990 28,196 14,290 19,923 26,736 16,255 16,255 8,656 8,656
Net Current Assets 156,640 145,404 134,168 122,772 11,375 99,979 108,400 131,143 151,920 164,834 177,748 196,559 219,302 219,302 409,306 908,968
Total Assets less Current Liabilities 335,840 286,375 272,789 259,082 245414 231,784 238,009 258,591 277,243 288,069 298,930 315,721 336,477 336,477 503,046 983,960
Long Term Creditors
Long Term Loans
Loans from Directors 150000 10000 150000 10000 150000 150000 150000 150000 150000 150000 10000 150000 150000 150,000 150,000 150,000
Otrer Cretors due after 1year
150000 150000 150000 150000 160000 150000 150000 150000 150000 150,000 150000 150,000 150000 150,000 150,000 150,000
NET ASSETS 136,375 122,789 109,082 95,414 81,784 88,009 108,591 127,243 138,069 148,930 165,721 186,477 186,477 353,046 833,960
SHAREHOLDERS FUNDS 150,000 136,375 122789 109,082 95414 81,784 88,009 108,591 127,243 138,069 148,930 165,721 186,477 186,477 353,046 833,960
Share Capital & Premium 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 150,000 300,000
Profit & Loss Account 13625 - 27211 - 40018 - 54586 - 68216 - 61091 - 41400 - 22757 - 1193 - 107 15721 3477 w477 208,046 533,060
Cost of equity the discount rate) | 20.00% |
Deprecation rate 25.00%
Date 2019 2020) 2021] 2022] 2023] 2024]
Year: 0 1] 2) 3] 4 5[5+
Revenue () 0| 709,200.00 921,960.00 | 1,382940.00 2,074,41000|  3111615.00 111,615.00
Loan Interest paid
Profitafter tax 36477 166569 330914 496.371.16 744,556.74 744557
Non-current Asset _investment** -70920] -92196 -138294 -207441] -311162] -311162]
Add back depreciation (estimated at half of NCA investment) 17730 23049 34574 51860 77790 77790
Change working capital** -35460 -10638] 23049 -34574] -51860| [
Operating Free Cash Flow | -52173] 86784] 204145 306217] 459325[ 511186]
Perpetuity (annual OFCF divided by the interest rate) [ 2555928
Discount factor 0.6944] 0.5787] 0.4823] 0.4019] |
Discounted Operating Free Cash Flow -43477] 60267] 118139 147674 184593 |
Discount factor for year 5 0.4019)
PV of Perpetuity disc. from year 5 | 1027170)
Sum of Discounted OFCF plus Perpetuity
[standard
ti i 5%, 5%
Operating Profit 1,375,751.84 1,494,365.45 1,612,979.07
-20% | Assumptions 20%
Discount factor 1,195,492.36 1,494,365.45 1,793,238.54
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