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EXECUTIVE SUMMARY  

On a global scale, nearly 1/3 of all the food available is either lost or wasted, amounting to 

1.3 Gigatonnes of edible parts of food discarded. The yearly global food loss and waste by 

quantity at roughly 30% of cereals, 40–50% of root crops, fruits and vegetables, 20% of 

oilseeds, meat and dairy products, and 35% of fish. On a global scale, the value of food 

wasted is estimated to be $1 trillion.  

The MENA region, manages to lose up to a third of the food it produces and imports, 

including 14 to 19% of grains, 26% of roots and tubers, 16% of oilseeds and pulses, 45% 

of fruits and vegetables, 13% of meats, 28% of fish and seafood, and 18% of dairy 

products. More specifically for North Africa and West and Central Asia, the majority of 

meat foodstuff wastes occurred in the consumption stage, whereas the processing and 

distribution stage is the culprit for the majority of fish and seafood losses as well as the 

dairy products in for North Africa and West and Central Asia. 

Egyptians spend more than a third of their incomes on food and non-alcoholic beverages, 

more specifically 11.1% on meat, 2.3% on fish and seafood and 6% on dairy products. 

However, the bakery products seem to be the most prominent business in the country, since 

there are more than 54,074 bakeries producing pastries and baked goods. 

The Saudi Arabian food manufacturing sector has been supported by the Government 

during the past decade, thus increasing the number of food processing units in the country 

to 1,018 in 2016. Although meat is only moderately demanded/imported in Saudi Arabia, it 

still remains among the top types of food wasted in the households. 

Turkey is a country with more than 43,030 food processing enterprises, whose main type 

of foodstuffs are the meat and dairy products. However the Turkish citizens, don’t produce 

significant food waste in the fish and seafood foodstuffs, only 2% of food waste, therefore 

limiting ACB’s usability in that food category. 

Lebanon’s basic diet is founded on meat and poultry foods, with 28.3% of the total food 

consumption in the country. The number of food manufacturing companies in Lebanon 

was identified to be 963, where the predominant type of food produced are the bakery and 

pastry products, followed by the dairy ones. 
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There are close to 11,200 enterprises in Iran which are involved in food production and 

create a total value of $3.81 billion for the country. The type of products that are dominant 

on the Iranian market, are the bakery foodstuffs, with sales expectations to increase by 

19% by 2020  The second largest food group consumed in Iran are the dairy foods, with a 

sales volume of 4 million tons in the year 2015. 

The competition included companies like Sealed Air, Paper Pak Industries, Sirane Group 

and Elfhadefler, which all have locations in the MENA/NENA region. 

The Governance section details the caution it must be practiced in the use of nanoparticles 

coming into contact with the food. It also expands upon the Political, Economic, Social and 

Technological factors in the MENA region which could have an effect on ABC, as well as 

the various laws and regulations which are region and country specific. The associations 

and organizations which are of relevance to ABC were included in this section too. 

ABC will be offering an anti-microbial absorption pad which will be retailed to other 

businesses in the food processing/production industry (B2B), therefore the product will be 

sold in larger quantities in bulk.  

The product will be developed and manufactured in China, afterward moved to a 

warehouse in Croatia and then sold to clients. Moreover, the company will have its product 

stored in warehouses in strategic locations in the bigger cities in the MENA countries, in 

order to distribute and sell the food preservation pads with the utmost efficiency.  

The company will be traditionally structured, with the CEO, XYZ as the company’s head. 

ABC’s has a major strength in the manufacturing of a market-ready and easy to use 

product, while the biggest threats stem from the already existing competitors which are 

already well established on the market. 

The financial model is showcasing revenues amassing in the entirety of the five years 

forecast period. After all of the expenses are subtracted, in the first two years, ABC will 

record cumulative expenses of €2 million, which will be spent in the research and 

development of the product, which will include: Managing consultant, proof of concept, 

market research and analysis, outsource development of product, market testing and 

analysis (incl. lab testing) and development of the business model. The third year is the 

year of commercialization of ABC’s ACB, and it’s the year where the company is 
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expected to endure losses of €1,000,000 after all the expenses are remunerated. The 

company’s fourth-year cumulative profit is expected to reach €6,607,400. In the fifth year 

of commercial operations, ABC’s cumulative profit is projected increase, reaching 

€18,362,600. 
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EXTERNAL ANALYSIS 

The external analysis will provide ABC valuable information which will enable the 

understanding of the more significant trends, events, and occurrences that shape and affect 

the food absorption pad manufacture. The following pages will provide a general overview 

of the food processing industry, as well as information on the food losses and wastes. 

Afterward, the focus will shift on the MENA region and the more relevant countries in that 

region. 

GLOBAL MARKET OPPORTUNITIES 

Due to growing global demands for food safety, increasing food insecurity and consumer 

demand for higher quality and sustainability, the food processing industry is experiencing 

some turbulence. Some of the major factors which impact the food processing industry are 

the climate change, demographic shifts, economic trends, new trade partnerships as well as 

the ever-growing population growth. 

The modern food supply chains are pressed to provide safe-to-consume food and avoid the 

risks not only in the primary processing and manufacturing unit but in all stages of the food 

supply chain, from end to end. Failing to do so, can result in increased costs of damages in 

the cases of pest infestation or food spoilage. Therefore, finding ways to safely store, 

distribute and sell foodstuffs is a key benefit to both, the customers as well as the food 

manufacturers.  

Overall, the processed food industries are valued at over $2 trillion worldwide, and count 

more than 400,000 businesses, as it is stated in a publication by the pest control company, 

Rentokil. 

A 2011 study conducted by the Food and Agriculture Organization of the United States, 

implies that a third of the total amount of food produced for human consumption is lost 

worldwide, meaning that about 1.3 billion tons of food are discarded on a yearly basis. 

With the ensuing growth of the global population, these statistics might be even bigger.  

A 2015 publication by the Food and Agriculture Organization of the United Nations, titled 

“Global Initiative on Food Loss and Waste Reduction” estimated that the yearly global 

food loss and waste by quantity consist roughly of 30% of cereals, 40–50% of root crops, 
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fruits and vegetables, 20% of oilseeds, meat and dairy products, and 35% of fish. The 

value of food lost or wasted annually at the global level is estimated at $1 trillion. 

MENA MARKET OPPORTUNITIES 

The MENA region is heavily reliant on imports to meet over 50% of the region’s food 

needs. If the total market losses from food wastes and spoilage are added up together, the 

end result is over € 30 billion in losses annually. 

A 2014 news article published by FAO (Food and Agriculture Organization of the United 

Nations), explains that Middle Eastern and North African region manages to lose up to a 

third of the food it produces and imports, including 14 to 19% of grains, 26% of roots 

and tubers, 16% of oilseeds and pulses, 45% of fruits and vegetables, 13% of meats, 28% 

of fish and seafood, and 18% of dairy products.  

FAO’s 2011 report titled “Global Food Losses and Food Waste managed to identify in 

which stages of the food supply chain each foodstuffs group is wasted and lost the most. 

 In North Africa, West and Central Asia the majority of meat products are lost in the 

Consumption stage, or in the households.  

Regarding the fish and seafood products, the largest losses occur in the Processing and 

Distribution stages. These stages are suitable areas where ABC’s solution can be applied, 

preserving the fish and seafood after it has been processed and during its distribution to the 

retailers. 

The same applies to the dairy product losses, which are also lost the most in the 

Distribution stage. Similarly, as in the paragraph above, this is where the biggest potential 

for the company’s absorption solution’ application lies. 

In the following pages attention to some of the more relevant countries from the MENA 

region will be paid, outlining the biggest opportunities for ABC 

EGYPT 

United States’ Department of Agriculture2017 report, indicates that the Egyptian citizens 

spent around 37.6% of their income on food and beverages, of which 3.5% income is spent 

on bread and cereals, 11.1% on meat, 2.3% on fish and seafood, 6.0% on dairy 

products, 2.7% on oils and fats, 3.2% on fruits and 5.2% on vegetables. The statistics 
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suggest that the most consumed types of food, judging by the income spent on a particular 

type of food, are the meat and dairy products. It can be assumed that these foodstuffs hold 

the biggest potential for the company’s super absorbent pad, therefore hold the biggest 

business potential. 

According to a 2013 report, published by the Skills for Trade and Economic 

Diversification (STED), the food processing sector accounted for 18% of Egypt’s total 

manufacturing production in 2012 and is valued at over 420 billion EGP (close to 20.1 

billion euros).  It is Egypt’s second largest manufacturing industry, based on production, 

76 billion EGP in 2012 (3.6 billion euros). 

According to the Economic Establishment Survey 2013 Census, the food processing 

sector employed 612,000 people, in 77,289 enterprises (both public and private) in 

2013. This represents 25% of total manufacturing employment, making food processing 

the largest sector within manufacturing in terms of employment. 

 

 

 

 

 

 

 

 

 

 

 

The largest subsector is the bakery foodstuffs manufacturing industry, accounting for 

61% of total sector employment in 2013, followed by the manufacture of grain mill 

products and processing and preserving of fruit and vegetables. 
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The table above is also showcasing the number of bakery establishments in Egypt, which 

are an ideal target for ABC’s food preservation solution. In 2013, their total number 

reached 54,074. 

This information is a good indicator – income spending-wise, to what the most demanded 

type of food groups Egyptians consume, therefore pointing to the areas where ABC’s 

solution can be successfully applied. 

SAUDI ARABIA 

A 2018 report titled “Saudi Arabia: Food Processing Ingredients” available at United 

States Department of Agriculture’s website (USDA), refers to the increased food 

manufacturing and processing sector in the Kingdom, during the past ten years. The Saudi 

Arabian Government stimulated and helped this sector significantly, increasing the number 

of food processing factories from 737 in 2007, to 1,018 units in 2016. During this surge 

of food processing factories, the total investment in this sector reached $23 billion at the 
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end of 2016. Among the Governmental support in the attempts of growing the food 

processing industry, the Saudi Arabian increased demand for packaged goods, increases in 

per capita income, the high population growth rate, changing lifestyles and diets are just 

some of the reasons/factors responsible for the growth of the industry.  

In 2016, about $40 billion worth of packaged food products were sold by the Saudi 

food retail sector, an increase of 67% compared to 2007. With the expected expansion in 

the number of food retail outlets, mostly in hypermarkets and supermarkets, packaged 

food sales are forecast to reach $60 billion by 2022. 

A 2017 report, published by the Standing Committee for Economic and Commercial 

Cooperation of the Organization of Islamic Cooperation (COMCEC), showcases that 

although fruits, vegetables, and salads are the most common food group that is wasted/lost 

in Saudi Arabia yearly, the meat foodstuffs follow right after them. The table below 

indicates that there is business potential in providing the food preservation pads to the 

Saudi Arabian meat and fish suppliers/manufacturers. 

 

 

 

 

Furthermore, the report states that the most common foodstuff, which is being disposed 

of in the household environment, is the bakery products. The report doesn’t specify why 

the Saudis dispose of the bakery foods but it can be assumed that a part of the products go 

bad and become unsafe to consume. This is an ample opportunity for ABC to target the 

bakeries and pastry shops in Saudi Arabia and provide them with the food preservation 

pads, which will extend the usability of their bakery products.  

 

 

 

 

 



 

12 | P a g e  

 

TURKEY 

In a 2018 report Turkey: Food Processing Ingredients the United States’ Department of 

Agriculture explains that there are about 42,030 food processing enterprises in Turkey, 

as of 2015. The food production industry accounts for 15% of all manufacturing industries 

on national level. This makes the food production industry the largest industry in the 

country.  

 

The table above it showcases the number of food manufacturers by the food type in 2015, 

more specifically: 

 559 companies engaged in meat production and preservation; 

 117 companies processing and preserving fish and seafood products; 
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 1,533 companies which are manufacturing dairy products, of which 1,269 have 

dairy operations and are cheese producers; 

 31,406 bakery and farinaceous foods establishments; 

The figures and statistics are a decent representation of the potential market for ABC’s 

food preservation solution, since most of them if not all, can use a quality antimicrobial 

food absorbent pad for their products. 

In the spaces below is a chart which is an excerpt from the 2013 country report published 

by FAO. The chart is showcasing the type of meat that is mostly produced in Turkey. It 

can be seen that the three most produced meat foodstuffs are the beef, sheep and chicken 

meat. 

 

 

 

 

 

Interestingly enough, the Turkish citizens although consume the most meat of all of the 

different foodstuffs, the meat is not the most lost and wasted type of food group. About 

50.6% of the country consists of agricultural lands, where the fruit and vegetables are 

considered as the largest contributing food type to the total food waste in the country.  

Even though Turkey is advantageous in the production of seafood, thanks to its long 

coastline, the consumption of seafood in the country are relatively low. Opting to 

supply the fish food manufacturers with the absorbent pad, might not bring the greatest 

prosperity to ABC 

This claim is supported by the fact that the Consumption stage of the Food Supply Chain in 

Turkey for fish and seafood, experiences only 2% food waste, which is caused generally 

by inappropriate refrigeration conditions and restaurants, meaning that the potential for 

ABC’s solution would have limited application. 
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LEBANON 

Information available in a 2018 report published by the BLOMInvest Bank, details that 

food sales of “meat & poultry” alone is projected to grow by 7.9% in 2018 and by an 

annual average of 7.1% by 2022 in Lebanon. The reason for this is that the meat and 

poultry products are the basis of the Lebanese diet and people tend to lead a healthier 

lifestyle. 

 

 

 

 

 

 

 

 

 

The pyramid above showcases the percentage of the total food consumption by the type of 

foodstuff. The meat and poultry products are consumed the most (28.3% of the total 

food consumption), whereas the least consumed type of foodstuff is the packaged foods 

(2.1% consumption). Since they are the most consumed foodstuffs, it can be safely 

assumed that the meat manufacturers/suppliers are the ideal clients for ABC’s product. 

A 2017 report by the Lebanese Government, states that Agro-food (food production) 

establishments in Lebanon account for the largest share of industrial establishments in the 

country, with 21,8% of the enterprises, or around 963 companies. The sector is 

predominantly composed of small family-owned enterprises, employing 6 workers on 

average.  

The graph presented below showcases how the food production in Lebanon is structured 

by the type of foodstuff that is produced. It can be concluded that the prevailing food type 

is the bakery/pastry products, accounting for around 23% of all enterprises. 
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Dairy manufacturing is the third most significant type of food that is manufactured in 

Lebanon. Their share of the total enterprises is 8%. 

The meat and fish products have the lowest number of production establishments in 

Lebanon, with 4% of the total enterprises engaged in that foodstuff production. 

This helps to identify the potential clients for ABC’s food absorbent pad, which primarily 

are the Lebanese bakery/pastry manufacturers and the dairy foodstuffs producers. 

IRAN 

Information available on the Iranian Fair Trade website suggests that with close to 11,200 

businesses, and a total value added of $3.81 billion, the country’s food industry accounts 

for 11% of all the value added created by the industrial sector nationally. 

The baked goods are the largest segment within the packed foodstuffs category. Sales 

in 2015 amassed to 8.6 million tons. The projections for the packaged bread indicate that 

it’s expected to grow by 19% until 2020. 

The second largest segment is the dairy foodstuffs, with a sales volume of 4 million tons 

throughout 2015. The demand for products in this food category is projected to increase 

by 12% by 2020. 

Also relevant to the types of food which are demanded in Iran, are the processed meat and 

seafood products. Their annual per capita consumption was 4.2kg back in 2015, but it is 

expected to rise by 24% until 2020. 
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Iran is also a country which has sizeable food wastes and losses per annum. According to a 

publication on MEHR news agency’s website, the food waste in Iran amasses to 35 million 

tons annually.  

A 2017 presentation, available for browsing here, identifies that Iran’s food waste mostly 

occurs in the post-harvest, distribution and retailing stages of the food supply, as well as 

in the restaurants & households. The distribution and retailing stages are the ideal stages 

for ABC’s solution. ACB will keep the foodstuff safe and contained during transportation 

and prolong its shelf life, once it’s distributed to the local stores and 

supermarkets/hypermarkets in Iran. 

Iran’s meat foodstuffs are not regularly lost and wasted, however, the country still has 

recorded losses of about 300,000 tons of meat products. Despite the loss of meat products, 

Iran’s meat consumption has been on the rise since 2006, as the following graphs depicting 

rural and urban food consumption in Iran will show. The graphs can be browsed obtained 

in a 2016 FAO article, available here: 

 

 

 

 

 

 

 

 

 

COMPETITION 

The competition consists of companies which either have a distributor or a subsidiary in 

the MENA region or are Head Quartered in one of the relevant countries for this research: 

Egypt, Saudi Arabia, Turkey, Lebanon, and Iran. 

SEALED AIR 
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Sealed Air Corporation, founded in 1960 and 

headquartered in Charlotte, North Carolina, provides 

food safety and security, and product protection solutions 

worldwide. The company operates through Food Care and Product Care segments. Sealed 

Air generated $4.5 billion in sales in 2017 and has approximately 15,000 employees who 

serve customers in 122 countries. 

They offer two absorbent food pad variations, the Dri-Loc and Lite-Loc Plus. Their 

specifications are presented in the spaces below: 

 

 The company’s 2011 company report indicates that their food packaging is their 2nd most 

sought out service/product, where the EMEA region is their dominant market, 

geographically. 

 

 

 

 

 

PAPER PAK INDUSTRIES 

Paper Pak Industries, Inc. Incorporated in 

1958 in La Verne, California, the company 

manufactures absorbent mediums primarily 

for food, medical, and safety industries in North America and Canada. The company has a 

global presence through its distributors and offices, one which is located in the Middle 
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Eastern region. According to Hoovers, the company has an estimated annual revenue of 

$81.94 million and employs around 350 workers. These are the food absorbent packaging 

solution the company offers to their customers. 

 

 

 

 

 

 

 

 

 

 

 

SIRANE GROUP 

Sirane Limited founded in 2003 and based in Telford, 

United Kingdom., also known as Sirane Group, 

operates as a packaging development-to-manufacturing 

company. The company manufactures packaging and 

other products, including specialized absorbents, bio-degradable products, bio-compostable 

microwaveable and ovenable materials, and protective materials for food, medical, 

industrial, and horticultural applications. Only last year (2017) the company began 

manufacturing absorbent products for food in Moscow, with ambitious plans for the future. 

The company has a global presence through its international distribution network, which is 

present in Turkey. According to DueDil, the company has an annual turnover of £13.9 

million ($18.3 million) and employs somewhere between 100 and 199 workers. 

Amongst other food packaging solutions, the company’s range of food absorbent pads 

includes the Sirane's Dri-FreshTM, which offers numerous absorbent meat pads and soakers 
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and absorbent pads for seafood, fruit, and poultry, with solutions from raw produce 

through to on-the-shelf - Dri-Fresh® offers absorbent meat pads and soakers, absorbent 

seafood pads and mats, absorbent fruit pads. 

The other food absorbent solution the company offers is the Fresh-HoldTM, which contains 

odor absorbent pads suitable for packaging meat, fish, fruit, and cheese. 

Lastly, Sirane Group has the SupremeTM, which offers solutions which are bot absorbent 

and oven-able.  

ELHADEFLER 

 Elfhadefler is a Turkish company, established in Istanbul in 1941. 

The company manufactures a variety of hygienic consumables, 

including baby diapers, hygienic pads for women, toilet training 

seats and wet wipes. In 1999 the company began its production of 

hygienic food absorbent pads and 2014 marked the production of high absorbency pads for 

fresh fish under the PILPEDforFISH brand. Elfhadefler’s food absorption solution is called 

PİLPED and is applicable on fresh slices of meat, chicken, fish and various fruits. 

This is how the company’s absorption solution will generally function: 

 

 

 

 

 

 

These are the 

product’s specifications: 
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This is the other variation of the company’s PİLPED absorbent food pad, called the AL 

Type. These are its characteristics: 

 

This proves the that the demand for meat foods in Iran is on the rise and it is safe to assume 

that the demand will increase as the nations’ population and income gradually grows, 

therefore presenting an avid opportunity for ABC’s ACB to enter the market and provide 

its quality and effective antimicrobial food preservation and absorption pad. 

 

 

 

 

 

 

 



 

21 | P a g e  

 

GOVERNANCE OVERVIEW 

Governance is the processes of interaction and decision-making among the actors involved 

in a collective problem that lead to the creation, reinforcement, or reproduction of social 

norms and institutions. As part of this chapter there are the general PEST Analysis, the 

overview of the Laws and Regulations, list of the main Associations and Organizations and 

the last chapter present list of Events in the industry. 

PEST ANALYSIS 

The PEST analysis will showcase some of the political, economic, social and technological 

factors that affect the external environment of ABC on the MENA market. These factors 

will be identified, understood and analyzed in order to achieve optimum performance in 

the market. 

Factors Key findings 

P
ol

it
ic

al
 

The Middle East has long been one of the most unstable regions in the world, and there 
are no present prospects for change in the near future. This instability is the result of 
ongoing conflicts and tensions, and a variety of political tensions and divisions. It also, 
however, is the result of a wide variety of long-term pressures growing out of poor 
governance, corruption, economic failures, demographic pressures and other forces 
within the civil sector. 

The standard corporate tax rate is 22.5% 

Capacity Building for Food Loss Reduction in the Near East will contribute to 
improving the food security of the four participating countries by improving the 
capability to reduce inefficiencies in the value chain, thereby reducing food losses, 
increasing options for marketing and increasing incomes for growers, handlers, 
processors, distributors, and marketers. 
The country Saudi Arabia and Oman have a Monarchy type of government. A 
monarchy government is a supreme power or sovereignty held by one person. 
The country Iran has a Theocratic Republic type of government. The Theocratic 
Republic is a government headed by a religious leader but is not set on the people but 
is an elected representative of the country. 
The country Algeria, Lebanon, Syria, Tunisia, Yemen, and Egypt have a Republic type 
of government. In this government people elect officials 
The country Turkey has a Republican Parliamentary Democracy type of government. 
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E
co

n
om

ic
al

 

Growth in the Middle Eastern economies has flat-lined in 2017 at 1.0%, the slowest in 
8 years, but recovering oil prices, easing of fiscal consolidation measures, relative 
improvements in the security conditions and steady progress of reform will push 
growth to 2.4% in 2018. 

The packaging market in the Middle East and North Africa (MENA) is valued at 
approximately US$41.1 billion in 2014 and is forecast to grow during the period 2014-
19 at a CAGR of 5.0% to US$52.4 billion (2013 prices) 
The average monthly salary of the employees in 16 Arab countries is about $1,202 per 
month. Data and figures collected by Al-Arabiya.net indicate that the average 
employees' salaries range between $3,235 per month in the UAE, while in Syria it 
rounds up to a $100 per month. 

S
oc

ia
l 

More than 28% of the population of the Middle East is aged between 15 and 29. 
Representing over 108 million young people, this is the largest number of young 
people to transition to adulthood in the region’s history. 
Middle Eastern youth currently constitutes an estimated 51% of total unemployed in 
the region, All countries in the region have witnessed an increase in youth 
unemployment rates between 1991 and 2004 with the exception of the Mashreq 
countries (Egypt, Jordan, Lebanon, Syria, and Palestine). 

T
ec

h
no

lo
gi

ca
l 

Food safety and quality assurance are increasingly a major issue with the globalization 
of agricultural trade, on the one hand, and intensification of agriculture, on the other. 
Consumer protection has become a priority in policy-making amongst the large 
economies of the Middle East and North Africa (MENA) countries following a number 
of food safety incidents. 
Absorbent food pads used in chilled meat trays, containing a mix of six 
bacteriophages, BFSE16, BFSE18, PaDTA1, PaDTA9, PaDTA10 and PaDTA11 
isolated and used as a biocontrol, has application in the food preservation area. 

 

LAWS AND REGULATIONS 

There are several regulatory bodies which govern the use and application of nanosystems 

in food as well as the intelligent substances introduced to food packaging. Keeping the 

implications in mind, these regulations have to be abided by the food industry involved in 

the processing, packaging, and preservation of food.  

European Parliament and Council Legislation are responsible for meting out the 

regulations on the size of the nanoparticles and it is a cause of concern from the consumer 

point of view. 

These are some of their regulations: 
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 A fixed size needs to be maintained in case of nanoparticles as food additives. The 

precautionary principle (PP) has to be adopted by the industries on a strict basis so that 

freely engineered nanomaterials in the food are less incorporated. This is explained in 

greater detail on PubMed’s website. 

 Only after proper study and research, the nanomaterials are to be introduced in the food 

items. EC Food Law Regulation has chalked out several points which need to be 

incorporated in the designing of nanomaterials to be used in food industry. The 

regulation states that the nanomaterials engineered should be free of toxic and heavy 

metals and also from several mycotoxins toxins. More details can be found on 

Springer Link’s website. 

 European regulatory body led to the Framework 1935/2004 Regulation which states 

that the substances that are being incorporated in the food shall not change the 

inherent and organoleptic properties of the food. It should remain inert and should 

not promote deterioration of the food and prove to have a harmful effect on 

human health. The Regulation also states that the nanocomponents that are 

incorporated in the food should be first studied for dose-response and the toxic 

effect of such components. Directive 89/107/EEC states that if some active 

nanocomponent meant for delivery of food supplements is being added as a 

packaging material for food, then it has to be first assessed as a direct food 

additive. The full European Parliament’s report can be browsed here. 

These regulations devised by the regulatory bodies have to be followed by one and all 

responsible for the production of nanotechnology-based materials used in the food 

industry. On a global scale, these regulations should be abided by. 

The last bit of information on food nanotechnologies, regarding their regulation and the 

direction international governments are taking, can be accessed on the Food and 

Agriculture Organization of the United Nation’s website. 

These are brief explanations of the content included: 

 FAO/WHO has developed and finalized a technical paper entitled “State of the art on 

the initiatives and activities relevant to risk assessment and risk management of 

nanotechnologies in the food and agriculture sectors" (July 2013). The FAO/WHO 

technical paper is available in English here. 
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 AO/WHO has convened a joint meeting on nanotechnologies in food and agriculture at 

FAO Headquarters, Rome, Italy on 27 March 2012. The final report is available in 

English here. 

 The potential implications of nanotechnologies on human health are still not fully 

understood and many countries have stressed the need for early consideration of the 

food safety implications of these technologies. In response to such requests, FAO and 

WHO held an Expert Meeting on the “Application of nanotechnologies in the food and 

agriculture sectors: potential food safety implications” in June 2009. The final report is 

available in English here. 

 Environmental health, social and ethical implications, challenges for developing 

countries and the need for adequate upfront attention to nanotechnologies regulation 

are some of the crucial additional issues that need to be addressed at the international 

level if the expected gains from nanotechnologies in the areas of food, agriculture, and 

human health are to be realized. FAO in collaboration with the Government of Brazil 

organized an international conference as a forum for debate and discussion on new and 

emerging applications of nanotechnologies in food, water, and agriculture. 

International Conference on Food and Agriculture: Applications of Nanotechnologies. 

Additional information on food absorbent pads was found on United States Department of 

Agriculture’s website. These are the couple of general points which stood out: 

 The production plants must maintain a file containing guarantees for all packing 

materials in the plant, which should be available for the Food Safety and Inspection 

Services at all times. 

 The packaging materials must be approved for irradiation since the packaging comes 

into direct contact with food so it cannot be composed of substances that might migrate 

into the food as a consequence of the irradiation process. 

A certification worth looking into is the ISO 9001:2008, which specifies the requirements 

for a quality management system where an organization: 

 needs to demonstrate its ability to consistently provide a product that meets customer 

and applicable statutory and regulatory requirements, and  
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 aims to enhance customer satisfaction through the effective application of the system, 

including processes for continual improvement of the system and the assurance of 

conformity to customer and applicable statutory and regulatory requirements. 

This is a regulation taken from the European Parliament and of the Council: 

 REGULATION (EC) No 1935/2004 (7) Active and intelligent food contact materials 

and articles should not change the composition or the organoleptic properties of food or 

give information about the condition of the food that could mislead consumers. For 

example, active food contact materials and articles should not release or absorb 

substances such as aldehydes or amines in order to mask an incipient spoilage of the 

food. Such changes which could manipulate signs of spoilage could mislead the 

consumer and they should therefore not be allowed. Similarly, active food contact 

materials and articles which produce color changes to the food that give the wrong 

information concerning the condition of the food could mislead the consumer and 

therefore should not be allowed either.  

Below are some of the standards which were made by the Gulf Cooperation Council 

(GCC) Standardization Organization (GSO), these regulations are voluntarily obliged until 

they are adopted into the national law, but are obligatory in Saudi Arabia: 

 GSO 2231/2012 - General requirements for materials intended to come into contact 

with food, covers those materials and articles that, in their finished state, are intended 

or reasonably expected to contact food or to transfer their constituents to food under 

normal or foreseeable conditions of use. 

 The GSO 2231/2012 standard includes general requirements for food-contact materials 

and articles, such as the requirement for materials and articles to be manufactured using 

good manufacturing practice to avoid transferring their constituents to food in 

quantities that could endanger human health, unacceptably change the composition of 

food, or adversely impact the organoleptic characteristics of food. 

 GSO 839/1997 includes various technical performance requirements for food 

packaging, including design considerations, moisture, light, and oxygen permeability 

considerations, and engineering requirements.  
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A couple of regulations for Turkey’s active and intelligent substances which come in 

contact with food: 

 ARTICLE 6 - (1) Only the listed materials are used as a component of active and 

intelligent materials and materials. 

(2) The following substances are allowed to be used in the production of active and 

intelligent materials and materials without the inclusion of the list mentioned in the 

first paragraph. 

a) Releasing active substances which meet the conditions laid down in the 10th 

article. 

b) substances added or placed by means of techniques such as immobilization or 

vaccination to create a technological effect on the active substances and materials, 

in accordance with the provisions of the Food Regulations and in accordance with 

the provisions of Article 10. 

c) Items which are not in direct contact with the food or the environment in which 

the food is located and are suitable for the ten items in the 10th clause which are 

used in functional food waste, and which do not fall into the following categories; 

1) The substances in the group considered or suspected to be carcinogenic, 

mutagenic or toxic substances on reproduction in accordance with the Regulation 

on Classification, Labeling and Packaging of the Products and Mixtures published 

in the Official Gazette dated 12/12/2013 and numbered 28848, 

2) The particle size is designed to show physical and chemical properties that are 

significantly different from the larger particle sizes. 

 ARTICLE 10 - (1) Items released or placed by means of techniques such as transport 

or immobilization as referred to in paragraph (b) of the same clause of the same clause 

as the release items contained in item (a) of the second subparagraph of Article 6; may 

be used without being listed on the list provided that they comply with the provisions 

of the Turkish Food Codex, Regulations Regarding the Substances and Materials in 

Contact with Food. 

(2) If there is a specified total migration limit for the material in contact with the 

food to which the component is added, the amount of released active substance is 

not included in this total migration measurement. 
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(3) Turkish Food Codex Notwithstanding the provisions contained in the first and 

third paragraphs of Article 6 of the Regulations Regarding the Substances and 

Substances in Contact with Food, the amount of active substance released; the 

specified specific restrictions on food contact materials in which the ingredient is 

included for this substance may be exceeded in compliance with the food 

legislation. 

(4) Migration to food of the substance contained in the compound of the second 

subparagraph of Article 6 (c), which is used as a component of substances which 

are not in direct contact with food or in which the food is contained in the food 

when the food is separated by functional barriers, It shall not exceed 0,01 mg / kg 

considering the statistical certainty of the analysis methods in Article 21 of 

Regulation on Establishment, Duties, Authorities, and Responsibilities of Food 

Control Laboratories published in the Official Gazette No. 28157 numbered three 

times and the Determination of Working Procedures and Principles. This limit is 

always expressed in terms of concentration in the food and may be attributed to 

structural and toxicologically related groups of substances, 

The 28157 Turkish Regulation Microbiological Criteria can be viewed here 

This is the link to the National Food Security Authority in Egypt, which is a is an open and 

independent authority to protect consumers’ health and consumers’ interests by ensuring 

that food consumed, distributed, marketed or produced in Egypt meets the highest 

standards of food safety and hygiene. The acts & laws page is still not functional, therefore 

insights on them weren’t presented. 

ASSOCIATIONS AND ORGANIZATIONS 

Regional Association - MENA Food Safety Food 

Associates (MEFOSA) was established to assist companies 

hone their competitive edge by establishing and verifying 

procedures and practices that ensure quality, wholesome and safe products. We provide 

consulting, auditing and training services in HACCP, GMPs, Hygiene and more. MEFOSA 

can help you move your business into a leadership position through science based food 

safety. 
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Turkey - Turkish Food Safety Association (TFSA) is Turkey's first and 

only non-governmental organization, set up in 2004 to provide 

communication of food safety issues within the consumers, food industries, 

government, academicians and food safety employees and to facilitate developments in 

food safety from farm to fork. 

Egypt - The National Food Safety Agency of Egypt (NFSA) is 

an open and independent authority to protect consumers’ health 

and consumers’ interests by ensuring that food consumed, 

distributed, marketed or produced in Egypt meets the highest standards of food safety and 

hygiene. 

Saudi Arabia - Saudi Society for Food and Nutrition has tasked itself to 

provide development of scientific knowledge in food and human nutrition 

to the nation’s citizens. They strive to provision the scientific advice in 

food and human nutrition, as well as facilitate the exchange of scientific 

information.  

Iran - Federation of Iranian Food Associations was 

established in 2003 with involvement of active 

associations in the field of food industries in the country. The goal of the federation is 

making coordination between associations in order to keep contact with regulatory; 

handling issues and problems of its members; planning to provide effective and special 

plans with the aim of boosting productivity and improvement in food industries of the 

country. 

Lebanon - Lebanese Association for Food Safety 

(LAFS)’s mission is to educate, inform and empower 

Lebanese consumers about food safety issues, to protect 

them against the dangers of unsafe food, and to raise the 

safety standards of the food industry and the food supply chain in Lebanon to 

internationally acceptable levels. 
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RELEVANT EVENTS 

This part of the business plan will offer some trade shows, conferences and exhibitions in 

the Middle East region, which ABC can potentially visit, meet potential clients, network 

and introduce/promote their company and product. 

TURKEY 

 Eurasia Packaging Istanbul (31.10.2018 - 03.11.2018 Wednesday - Saturday, 4 days) - 

Eurasia Packaging is the biggest, most comprehensive and effective trade fair for 

packaging technology of the Eurasian region. It presents the latest in packaging 

machines, packaging materials, containers, plastics processing machinery and more. 

Visitors can find new equipment, technology, and materials to lower costs, reduce 

waste, and increase efficiencies, compare suppliers to obtain better options and 

improved services and see live demonstrations of the newest products and 

technologies. 

 FoodTech Eurasia (31.10.2018 - 03.11.2018 Wednesday - Saturday, 4 days) - 

FoodTech Eurasia is the one of the biggest, most comprehensive and effective trade 

fairs for food processing and safety of the Eurasian region. It presents the latest in food 

processing, food storage and transporation, food additives, food hygiene and much 

more. Visitors can find new equipment, technology, and materials to lower costs, 

reduce waste, and increase efficiencies, compare suppliers to obtain better options and 

improved services and see live demonstrations of the newest products and 

technologies. 

 WorldFood Istanbul (05.09.2018 - 08.09.2018 Wednesday - Saturday, 4 days) - The 

WorldFood in Istanbul is one of the leading Asian food exhibitions with international 

participation. Here presenting companies from around the world the latest trends, 

products, and technology of food production to marketing. The WorldFood is 

communication and information platform in the industry and offers, in conjunction 

with the concurrent exhibition Ipack, the exhibiting companies the opportunity to 

present themselves to a broad audience. 

 



 

30 | P a g e  

 

EGYPT 

 Pack Africa (09.03.2019 - 11.03.2019 Saturday - Monday, 3 days) - Pack Africa is a 

specialized fair about packaging, food processing and technologies for bakery 

industries in Egypt. With around 150 exhibitors it is considered the leading trade fair of 

the industry in Egypt, Africa and across the Middle East. The exhibition range covers 

in particular packaging and printing machines and technologies, packaging materials, 

food processing technologies as well as raw materials, equipment and technologies that 

are used in the bakery industry. The main objective of the fair is to provide new growth 

impetus for future development and to support the industries in penetrating new 

markets beyond the borders of Africa. In the framework of the business matching 

program exhibitors of the Pack Africa will have the opportunity to meet face to face 

with potential business partners of the corresponding business area.  

 Pack 2 Pack - At CICC Cairo International Convention Center the Pack2Pack takes 

place, the international leading exhibition for packing & packaging solutions & 

systems. The exhibition range comprises several types of packaging – from non-food 

packaging to food packaging and from flexible to green packaging -, packaging 

machines, solutions, materials and logistics systems. The fair constitutes an important 

information and communication platform of the industry enabling an optimum 

exchange of experiences and know-how between the countries of Africa and the 

Middle East and the rest of the world. It is aimed at gaining new business partners, 

discussing future prospects and signing mutual agreements in order to strengthen the 

cooperation at an international level as well as to generate important synergy effects. In 

this context, the Hosted Buyers Program allows precise discussions between exhibitors 

and highly qualified visitors. 

SAUDI ARABIA 

 Saudi Food Pack (07-10 Oct 2018) - Saudi Food Pack is a 4 day event being held from 

7th October to 10th October 2018 at the Riyadh International Convention & Exhibition 

Center- RICEC in Riyadh, Saudi Arabia. This event showcases products like Food 

Processing Equipment, Filling Machinery, Bakery Equipment, Consumer products 
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packaging equipment, Food preservation and canning practices etc. in the Food & 

Beverage, Packaging Materials industries. 

 Foodex Saudi Jeddah (12.11.2018 - 15.11.2018 Monday - Thursday, 4 days) - Foodex 

Saudi in Jeddah is a trade fair for food and drink. Visitors will find a wide range of 

products. The exhibition is aimed at both the leading companies in the industry as well 

as to producers of niche products. For exhibitors, the fair is an excellent opportunity to 

introduce new products or to enhance their brand. Visitors can expect screenings, 

seminars and also they can meet celebrity chefs who visit the fair. 

 Saudi Agrofood Riyadh (07.10.2018 - 10.10.2018  Sunday - Wednesday, 4 days) - 

Saudi Agrofood is an international exhibition for food and beverage products, 

processing and packaging technologies and catering equipment and Saudi Arabia’s 

longest-standing food show. It offers exhibitors the perfect opportunity to showcase 

their cutting-edge products, equipment, and technology while meeting with the world’s 

leading food and beverage distributors, producers and agents. Whether you’re hoping 

to generate new business leads, consolidate existing links, or establish exciting new 

ones, Saudi Agrofood is the show you can’t afford to miss. 

IRAN 

 I Food (25-28 Aug 2018) - I Food is a 4-day event being held from 25th August to 28th 

August 2018 at the Mashhad Expo in Mashhad, Iran. This event will feature food & 

ingredients, food processing & packaging, milk, dairy & meat. beverages, sweets & 

chocolates and bakery & confectionery. 

 ibex (23-26 November 2018) - Flour & Bakery Industry Exhibition (Ibex) is one of the 

greatest events in Iran in the field of bakery. Iran has more than 77,000,000 population 

and each of them consumes about 164 Kg Bread per year. Therefore the government 

has to plan to improve the bread quality and bread industry. Ibex is designed for this 

need. The fair approaches to standardize manufacturing and trading activities, in the 

field of Flour and bakery industry, to observe the standards on bread production 

process and the machines and to comply with the principle of independence of 

machinery associated with the production of flour and bread. Ibex is a great platform 
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for the presence of local companies’ achievements and their innovations in Flour and 

Bakery Industry field. 

 Foodex Tabriz Iran (13 September 2018 - 16 September 2018) - Foodex Tabriz 

international trade fair and exhibition is one of the world’s leading trade exhibition of 

the international foodstuff, machinery and related industries exhibition of Iran–Tabriz 

industry. Foodex Tabriz international trade shows and exhibition is the specialist 

marketplace that allow exhibitors to promote their products and services, reach new 

customers and generate new sales. Foodex Tabriz trade event offers its international 

exhibitors, attendees, and visitors a comprehensive overview of the prevailing 

technological innovations and the latest manufacturing trends in its industry sector 

field. Between international trade exhibitions in the Middle East, Foodex Tabriz fair 

show is one of the most important centers of international trade business in the world, 

and it is one of the important global sources of main suppliers and companies. 

Participants in Foodex Tabriz exhibition & trade show, representing the full range of 

the exhibitors' products and visitors seeking to solve their production tasks receive the 

unlimited opportunities for interaction and communication which drives the both 

parties' business growth. Those attending the Foodex Tabriz event can source all the 

requisite information straight from the experts in a very short space of time. Foodex 

Tabriz trade fair and exhibition. It can also provide business people with the 

opportunity to network regular customers and make useful contacts with other people 

working in their industry. 

Lebanon – No relevant events and trade shows were found that were of importance to 

ABC 
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INTERNAL ANALYSIS 

In this part of the document, information regarding strategic planning will be presented, 

which will aid ABC’s plan for further growth, success, and leadership in the marketplace. 

BUSINESS MODEL 

At its core, ABC’s business is involved in the retail of packaging solutions, which increase 

the shelf life of perishable foodstuff in the MENA (the Middle East and North Africa) 

region. This product will preserve and keep the foodstuff fresh and unspoiled, while also 

prolonging the usability period of the food product. The solution will also help food 

preservation amidst the high temperature and humidity environments, as well as support 

the struggling processing technology and decentralized supply systems. 

The nanoencapsulation and antimicrobial scientific development will be performed in 

China, which is also the location where the food preservation solution’s prototype will be 

made. 

After the product is compliant with the necessary regulations and standards, it will be 

commercialized and introduced in the MENA countries’ market. 

MISSION & VISION 

Mission: Providing our customers with the best food preservation packaging solution, 

which increases the shelf life of perishable foodstuff, as well as keeping their freshness and 

quality.  

Vision: To be the market leader in nanoencapsulation of antimicrobial technology to the 

perishable food market. 

MARKETING MIX 

The marketing mix has a crucial role in differentiating a 

product’s unique quality from its competitors and is often as 

good as with the 4Ps; price, product, place, and promotion.  
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PRODUCT 

ABC’s product is ACB, a super absorbent nanoencapsulated antimicrobial pad. Using this 

pad leads to reduced antimicrobial efficiency while controlling excess fluids and the 

natural juices of the food. ACB also prolongs the foodstuff’s shelf life, keeping it fresh and 

safe for consumption. 

 

 

 

 

 

 

ACB’s characteristics are described is it follows: 

• Absorbency from 50-340 ml; 

• Fluids “locked in” by an inner sachet (Four-edge perimeter seal); 

• Pad draws excess moisture in; 

• No drying of the product; 

• Designed for use in vacuum packaging; 

• Better aesthetic; 

• Retards bacterial growth and slows spoilage; 

Microbial activity is considered as an important cause for the manifestation of food 

spoilage. Bacteria, yeasts and molds are the microorganisms that cause food spoilage. They 

produce various enzymes which decompose the various constituents of the food. The 

detection of chemical signals sharing information between food spoilage bacteria present 

in food products, has initiated a new dimension to formulate an alternate preventive 

strategy against these spoilage bacteria.  
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The fundamentals of the ACB is its antimicrobial agent which eliminates and stops the 

growth of the microorganisms responsible for food spoilage. ACB’s antimicrobials will 

help: 

 counter the action of food-related pathogens; 

 extend the shelf life of processed food; 

 help in food wastage and loss; 

 improve cost-effectiveness; 

 improve the food quality for the consumers; 

The way ACB’s antimicrobial will interact and prevent food spoilage is as follows: 

 the antimicrobials will interact with the cellular membrane proteins of the harmful 

microbial pathogen; 

 the next step will include the alteration of the harmful microbial pathogen’s 

structure and cell permeability; 

 the antimicrobial will disintegrate the outer membrane of the bacteria leading to the 

cell becoming permeable hence affecting cell integrity. The membrane functions 

will encourage the electron transportation, the nutrient uptake, as well as govern the 

synthesis of proteins and nucleic acids. The enzyme activity will also be 

simultaneously stimulated. 

These activities will lead to the destruction of the harmful pathogen microbial, whilst 

preventing food spoilage and maintaining the food’s quality and safe consumption.     

Plants are rich in a wide variety of secondary metabolites, such as tannins, terpenoids, 

alkaloids, and flavonoids, which have been found in vitro to have antimicrobial properties. 

ACB’s antimicrobials will be extracted from a Bio-natural clover plant extract. This 

extraction will be direct, which will neutralize all tastes and smells associated.  

The food absorption solution will be applicable to products from the meat and poultry meat 

food types, fish and seafood, cheese and baked foodstuffs. By reducing the spoilage of the 

food, ACB will justify its cost-effectiveness, while also minimizing the foodborne 

diseases. 
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PRICE 

Since ABC’s goal is to make the solution available at the price of €0,07 apiece. The 

company will sell their products directly to companies and businesses in the food 

production industry, therefore the majority of product sales will be in bulk. This will also 

allow the company to quickly attract clients from different industry segments, which will 

see the benefits of the food absorption pad and support and endorse the company’s 

product.  

PLACE 

The company’s food absorption solution will be stored in strategically located warehouses 

within the main cities in the MENA countries, depending on the demand for the product. 

ABC method of retailing the food absorption solution, will include some brick-and-mortar 

stores, but it will be done primarily by professional local representatives, via direct and 

indirect sales methods.  In time, ABC will acquire delivery trucks, to enhance its product 

distribution. ACB will also be available and offered to clients by using E-commerce. As a 

starting market for the company’s product is the MENA region because of the following 

factors: 

 Weather conditions 

 Storage conditions  

 Hygiene in factories  

 Transportation. 

PROMOTION 

ABC’s ACB will have a brand name accompanying it. Furthermore, the product will be 

marketed at fairs, in industry publications, demonstrations, and direct sales activities. 

Moreover, promotion on the company’s website will follow, with insights on what the 

product is, how it functions and what are the benefits of using it. A regular blog post 

detailing upcoming events, promotions, partnerships etc. will be available on the 

company’s website, where the visitors can expand their knowledge on the ACB and its 

applications. 



 

37 | P a g e  

 

ACB will be present on every relevant social media, Facebook, Youtube, Twitter, 

Instagram and LinkedIn, which will allow ABC’s product achieve significant product 

exposure to the masses, quickly.  

Various commercials, billboards, flyers and other promotional tools will be used, in the 

effort to make ACB recognized.  

The company will also invest in Google AdWords marketing as well as in SEO tactics.  

Additionally, ABC will conduct a market research, followed by direct testing and analysis 

of the solution. The company also has a database of existing clients which are willing to 

purchase the solution after its production. Moreover, the launch of the product will be 

exhibited and samples will be shared throughout, so everyone can make sure of the 

product’s high quality and efficacy. 

After the manufacturing of ACB in China, the product will be stored in a warehouse in 

Croatia. Afterward, the product will be supplied to the food manufacturers in the MENA 

region by demand. Initially, ACB will be offered in the MENA region, but with ample 

growth of the company and brand, ACB will contest global markets and be offered 

internationally. 

PROCESS WORKFLOW 

The following picture makes for easier comprehension of ABC’ operations: 

 

 

 

 

 

Here are the steps the company will take, in order to successfully position itself as a prime 

food absorption and preservation product provider on the MENA market, and in time 

globally: 

• Conceptualization 

• Strategic partner agreement 

ACB stored in 

a warehouse 

in Croatia 

ACB 

manufactured 

in China 

ACB distributed 

to MENA food 

manufacturers 

Croatia 
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• Proof of concept 

• Design 

• Lab testing 

• Prototype 

• Field testing and analysis 

• Development of the prototype 

• Field testing and analysis 

• Finalization of the product 

• Finalization of the export procedures & documentation 

• Final approvals from authorities 

• Market introduction and 

• Commercialization of product 
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ORGANIZATIONAL STRUCTURE 

The company will have a traditional top-down organizational structure, with the CEO 

being at the top. Here is a graphical representation of the organizational structure: 

 

 

1. The CEO – XYZ will be in charge of ABC, manage its operations and resources, make 

major decisions and implement the company’s long and short-term plans, among other 

things. He has acquired valuable knowledge and experience in his 4-year position as a 

sales representative for a food processing machinery and consumables company. His 2-

year experience as a sales manager in the same company provided XYZ with valuable 

insights into the most effective marketing tools. Lastly, his 2-year experience as a CEO 

also added knowledge to the successful ways of steering a company.  

2. The Secretary’s tasks will include but are not limited to, ensuring meetings are 

effectively organized and minuted, maintain effective records and administration, 

uphold the legal requirements of governing documents (charity law, company law etc.), 

as well be the main point of company communication and correspondence. 

CEO 

Sales Manager – 

regional representative 

 

Marketing Manager - 

Administrator 

Research & 

Development 

Secretary and General 

Administration 

After Sales Manager 

  

Accountant Lawyer 

Call center 

administrator 

Technician 



 

40 | P a g e  

 

3.  The Regional Sales Manager representative will generally be responsible for creating 

sales goals and communicating them to the management, prepare monthly and 

quarterly sales report and submit the findings for analysis, serve as a point of contact 

with vendors, distributors, and brokers, as well as inform the management of any 

discrepancies or issues with sales team goals and results. 

4. The job of the After Sales Manager involves maximizing sales by closing business on 

an ongoing basis; meeting a department or company’s booking objectives; negotiating 

with existing large accounts for contract renewals; maintaining contracts and other 

documents and performing other tasks needed to ensure customer satisfaction at all 

times. 

5. The Call Center Administrator’s responsibilities include assistance with order 

creation, maintenance, and updating of various spreadsheets in order to provide data to 

management or customers, fulfills requests by clarifying desired information as well as 

completing transactions and forward requests. 

6. ABC’s Marketing Manager will manage all marketing for the company while 

developing marketing strategies which align with the company’s goals and objectives. 

They will also coordinate the marketing campaigns with the sales activities and oversee 

the company’s marketing budget. They will be responsible for the planning and 

implementation of the promotional campaigns, as well as reporting and monitoring of 

the effectiveness of the marketing campaigns. 

7. The R&D department will be tasked with determining product specifications, 

production costs, and production timeline. They will also focus on developing new and 

improved products, which are based on new requirements and creative ideas. 

8. ABC’s Accountant will prepare and examine the company’s financial records. They 

will make sure that the records are accurate and that taxes are paid properly and on 

time. They will also perform overviews of the financial operations of the business, in 

order to help it run efficiently. 

9. The company’s Lawyer will provide legal counsel and business advice when required. 

They will prepare and fill various government reports, draft other legal documents, 

review new business relationships with vendors and subcontractors, as well as guide 

the management on regulatory and compliance matters.  
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SWOT AND RISK MANAGEMENT 

SWOT analysis (or SWOT matrix) is the strategic planning technique used to help ABC 

identify the Strengths, Weaknesses, Opportunities, and Threats related to the company’s 

business competition and future project planning. The SWOT will specify the objectives, 

project and identify the internal and external factors that are favorable and unfavorable to 

ABC  

In the next part of the document will showcase the strong aspects, as well as help, identify 

the opportunities ABC is well-placed to exploit. 

STRENGTHS 

 Introduction of a market-ready product; 

 A food preservation solution which is user-friendly and easy to use; 

 Low production costs; 

 24 months of careful planning, product development, and testing, providing consumers 

with a well thought through, and high-quality food preservation solution; 

OPPORTUNITIES 

 Increased global awareness regarding the disposal of good/safe-toe eat food; 

 Lowering the frequency of food recalls by food companies; 

 Expanding the range of food groups ACB can successfully be applied on (e.g. fruits, 

vegetables); 

 Significant meat consumption in the MENA region; 

 High temperature and humidity in the MENA region, accelerating food spoilage; 

 Markets with poor food processing technologies; 
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Strengths 

 Introduction of a market-ready product; 

 A food preservation solution which is user-
friendly and easy to use; 

 Low production costs; 

 24 months of careful planning, product 
development, and testing, providing consumers 
with a well thought through, and high-quality 
food preservation solution; 

 Anti-microbial extraction from Bio-natural 
clover plant extract (eco-friendly); 

Weaknesses 

 Weak brand awareness and visibility among 
the other competitors; 

 Low online media presence and recognition; 

 Continuous investment in new technology; 

Opportunities 

 Increased global awareness regarding the 
disposal of good/safe-toe eat food; 

 Lowering the frequency of food recalls by food 
companies; 

 Expanding the range of food groups ACB can 
successfully be applied on (e.g. fruits, 
vegetables); 

 Significant meat consumption in the MENA 
region; 

 High temperature and humidity in the MENA 
region, accelerating food spoilage; 

 Markets with poor food processing technologies; 

Threats 

 Not running the business profitably; 

 Obtaining the necessary licenses and 
documents; 

 Pieces of the  absorbing material passing onto 
the foodstuff; 

 

 

RISK ANALYSIS 

Risk analysis is the systematic study of uncertainties and risks that are encountered in 

business, public policy, and many other areas.  Risk analysis seeks to identify the risks 

faced by an institution or a business, understand how and when they emerge and estimate 

the impact (financial or otherwise) of adverse outcomes.  

The purpose of the risk management section is to look at the weaknesses and threats of the 

business more closely, view and assess the risk of failure, as well as provide viable 

solutions on how to avoid them, if possible. 

The probability of the “risk” occurring, will be rated on a scale to 5, with 1 being the 

lowest and 5 the highest rank. The “risk” impact on the business will be rated in the same 

manner. When the risk probability and impact values are multiplied, a total risk value is 
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gained. The overall risk value presents the intensity of the risk it has on the business, where 

25 is the highest and 1 is the lowest value.  

Risk  Probability Impact Total Action 

Weak brand 
awareness and 
visibility among 
the other 
competitors 

5 3 15 Risk  Mitigation 

One way of branding is to let the qualities of 
the product speak for themselves. In the pad 
meets its expectations, brand awareness will 
increase. 

Low online media 

presence and 

recognition 

3 3 9 Risk  Mitigation 

The company can grow its brand and product 
recognition over time through various online 
marketing campaigns, and promotions. 

Continuous 
investment in new 
technology 

4 3 12 Risk Mitigation 

Careful finance planning is imperative, 
looking into potential bank loan or grants is a 
viable alternative, if the need arises. 

Not running the 
business profitably 

2 5 10 Risk Mitigation 

Future partnerships with other business 
entities could lessen the financial 
responsibilities of the company, by offering 
help/R&D/financing in an area of ABC’s 
solution. 

Obtaining the 

necessary licenses 

and documents 

 

2 3 6 Risk Mitigation 

The business shouldn’t operate without the 
proper legal paperwork concluded. Therefore, 
all paperwork and preparations should be 
prepared beforehand, avoiding potential 
setbacks and complications.  

Pieces of the  

absorbing 

material passing 

onto the foodstuff 

3 5 15 Risk Mitigation 

Ensure the product design and manufacture 
are as flawless as possible, halt manufacture 
until this potential issue is 100% resolved. 
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FINANCIAL PLAN 

This financial plan is the comprehensive evaluation of ABC’s current and future financial 

health by using currently known variables, used to predict future cash flows, asset values, 

and withdrawal plans. These metrics are used along with estimates of asset growth to 

determine if the company’s financial goals can be met in the future, or point to the areas 

that need to change in order to ensure that they are. In the section below, the financials for 

ABC will be presented, along with the assumptions which were used in the makings of this 

financial model.  In the projections, calculations for the first three years of the business’ 

operations were made. 

ASSUMPTIONS 

Below, are some of the assumptions made, which will aid in showcasing the financial 

model as realistically as possible: 

1. It was assumed that ABC will spend €2,000,000 in the first two years, for 

Research and Development, which includes: Managing consultant Proof of 

concept Market research and analysis Outsource development of product Market 

testing and analysis (incl. lab testing) Development of business model etc. 

2. It was assumed that the company’s product ACB will retail for €0,07, apiece. 

3. An assumption was made that in the third year (the year ABC will commercialize 

ACB), the company will sell 12,500,000 units of product per month. The 

following year, the company will have monthly sales of 30,000,000 pieces of 

product. In the fifth year of projections, it was assumed that the company will reach 

sales amassing 45,000,000 units of product sold, per month. 

4. The expenses related to the production of a single unit of product was assumed to 

be €0,04. It was also assumed that in the third year (1st year of commercial 

operations), ABC will produce 13,500,000 units of product.  

That is 1,000,000 units of excess food preservation pads.  

This assumption was made based on the possibility for the demand for additional 

food preserving pads, or the replacement of faulty ones. The same assumptions were 
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made for the consecutive two years, where 31,000,000 units of product will be produced 

in the fourth, and 46,000,000 in the fifth year of operations. 

5. These are the assumptions for the monthly salaries of the staff members, starting 

the third year, onwards: 

o CEO – €2,500 

o Secretary - € 1,400 

o Sales Manager - €1,700 

o Marketing Manager - €1,700 

o After Sales Manager - €1,700 

o Accountant - €1,900 

o Lawyer - €2,000 

o Call Center Administrator -€1,100 

o Technician - €1,000 

6. The indirect costs included the Offices + Utilities, Operating costs as well as the 

costs for obtaining 2 warehouses in the third year, 1 more warehouse in the 

following year and 1 additional warehouse in the fifth year. The same is assumed 

for the distribution trucks, 2 trucks in the third year (1st year of commercial 

operations), 1 more truck in the fourth year and 1 additional truck in the fifth 

projected year. The costs for Offices + Utilities were assumed to equate to 

€5,000 per month, whereas the Operating Costs were assumed to be €10,000 

per month. The costs for a warehouse were assumed to be €3,000 per month, 

and €1,000 for a monthly truck lease. 

7. The corporate tax for the MENA region was assumed to be 22.5%, according to 

Deloitte. 

8.  It was assumed that the business will have an initial financial capital of €2,000,000 

at its disposal. 

INCOME STATEMENT 
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The Income Statement (or Profit &Loss Statement) is the financial statement that reports 

ABC’s financial performance over a three year accounting period. Financial performance 

is assessed by giving a summary of how the business will incur its revenues and expenses 

through both operating and non-operating activities (direct and indirect costs). It also 

shows the net profit or loss incurred over the forecasted accounting period. 

Profit & Loss Statement 

 1st year 2nd year 3rd year 4th year 5th year 
Total Revenues 0  0  12,600,000  25,200,000  37,800,000  

 Direct cost: 
 Direct costs for ACB 0  0  6,480,000  14,880,000  22,080,000  

Total Direct Costs 0  0  6,480,000  14,880,000  22,080,000  

 Gross Profit 0  0  6,120,000  10,320,000  15,720,000  
% of Revenues 

 
48.6% 41.0% 41.6% 

 Indirect cost: 
 Salaries 0  0  167,500  180,000  180,000  

Offices + Utilities 0  0  60,000  60,000  60,000  
Operating Costs 0  0  120,000  120,000  120,000  
Rent for Warehouse #1 0  0  36,000  36,000  36,000  
Rent for Warehouse #2 0  0  36,000  36,000  36,000  
Rent for Warehouse #3 0  0  0  36,000  36,000  
Rent for Warehouse #4 0  0  0  0  36,000  
Lease for Truck #1 0  0  12,000  12,000  12,000  
Lease for Truck #2 0  0  12,000  12,000  12,000  
Lease for Truck #3 0  0  0  12,000  12,000  
Lease for Truck #4 0  0  0  0  12,000  
Research and Development 1,000,000  1,000,000  0  0  0  
Total Overheads 1,000,000  1,000,000  443,500  504,000  552,000  

 Earnings before Interest, Tax 
and Depreciation (EBITDA) 0  0  (1,000,000) 9,816,000  15,168,000  
% of Revenues 0.0% 0.0% -7.9% 39.0% 40.1% 
Interest Expenses 0  0  0  0  0  
Earnings Before Tax (EBT) 0  0  (1,000,000) 9,816,000  15,168,000  

 Less: Corporate Tax 0  0  0  2,208,600  3,412,800  
Net Profit 0  0  (1,000,000) 7,607,400  11,755,200  
% of Revenues 0.0% 0.0% -7.9% 30.2% 31.1% 
Cumulative profit 0  0  (1,000,000) 6,607,400  18,362,600  

The total revenues ABC will amass during the first commercial year, or in the third year 

of its operations, will equate to €12,600,000. The following two years the company will 

have an estimated total revenues of €25,200,000 and €37,800,000. 



 

47 | P a g e  

 

The total direct costs for the first two years will be nil, the costs will increase in the third 

year to €6,480,000, €14,880,000 in the fourth and €22,080,000 in the fifth projected year. 

The total overhead expenses will equate to €1,000,000 for each of the first two years, 

since that’s the period where the company will research and develop its product. The 

overhead expenses for the third year will equate to €443,500, €504,000 for the fourth and 

€552,000 for the fifth projected year. 

The Earnings Before Interest, Tax, and Depreciation (EBITDA) will also equate to nil 

during the first two years. In the third year, ABC will record a loss of €1,000,000. The 

fourth year will result in increased EBITDA for the company, reaching €9,816,000. In the 

fifth year, the company will have earnings before interest, tax and depreciation of 

€15,168,000. 

The cumulative profit for ABC for the first two years will be nil. The company is expected 

to experience losses in profit, equal to €1,000,000 in the third year. ABC’s fourth-year 

cumulative profit is projected to increase to €6,607,400. In the fifth projected year of 

commercial operations, ABC’s cumulative profit is projected to reach €18,362,600.  

CASH FLOW 

The Cash Flow details the amount of cash and cash equivalents are entering and leaving 

ABC The Cash Flow also allows investors to understand how the company's operations are 

running, where its money is coming from, and how it is being spent. 

 

 

 

 

 

Cash Flow Statement 

 1st year 2nd year 3rd year 4th year 5th year 
Net Income -999999.96 -999999.96 2771787.50 7607400.00 11755200.00 
Depreciation 0 0 0 0 0 
Cash Flow from 
Operating Activities 

    
(999,999.96) 

     
(999,999.96)   2,771,787.50      7,607,400.00    11,755,200.00  
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 Sale of investments 0 0 0 0 0 
Investment 0 0 0 0 0 
Cash Flow from 
Investing Activities 0  0  0  0  0  

 Bank Overdraft 0  0  0  0  0  
Loan Principle 0  0  0  0  0  
Paid-in Capital 0  0  0  0  0  
Cash Flow from 
Financing Activities 0  0  0  0  0  

 Net Cash Flow (1,000,000) (1,000,000) 2,771,788  7,607,400  11,755,200  

Add: Beg, Cash 
   
2,000,000.00  

    
1,000,000.04                  0.08      2,771,787.58    10,379,187.58  

End, Cash 
   
1,000,000.04  

                  
0.08    2,771,787.58    10,379,187.58    22,134,387.58  

 

ABC’s cash flow statement indicates that the company’s cash flow from operating 

activities will be negative for the first two years (-€1,000,000) due to the research and 

development of the company’s product. The third year (the year of the product 

commercialization), the company will have a cash flow from operating activities equal to 

€2,771,787.50, an increase to €7,607,400.00 in the fourth year, and €11,755,200.00 in the 

fifth projected year. 

Since the company won’t engage in any investing activities, the company’s cash flow from 

investing activities will be nil for the forecasted period.  

The company’s net cash flow is expected to equate to negative €1,000,000 in the first two 

years. The net cash flow in the third year will see an increase to €2,771,788, a further 

increase in the fourth year of €7,607,400 and a final increase to €11,755,200 in the fifth 

projected year. 


