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Confidentiality Agreement 

The undersigned reader acknowledges that the information provided by Paa Kwesi Essuman 

in this business plan is confidential; therefore, reader agrees not to disclose it without the 

express written permission of Messr Paa Kwesi Essuman.  

It is acknowledged by reader that information to be furnished in this business plan is in all 

respects confidential in nature, other than information which is in the public domain through 

other means. Upon request, this document is to be immediately returned to Messr Paa Kwesi 

Essuman. 

 

Signed 

Essuman, Paa Kwesi   

15th May, 2012.  

NB: This is a business plan. It does not imply an offering of securities. 
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I. Executive Summary  

Svenska Guldkusten aims to provide value for money in the confectionary industry. Its 

objective is to provide customers with rich organic chocolate that can be eaten as a source of 

health and wellbeing. This product will reach markets in South of Sweden, Blekinge and 

Skåne.   The business’ purpose is to offer customers 100% certified organic cocoa chocolate. 

Reaching the customer with the product will be through established chocolate shops, 

supermarkets, internet, schools (university), sport clubs and shop outlets. The target customer 

group will be individuals who are connoisseurs of fine food and also give due attention to 

their physical and mental well being. Specifically the earning class, aged between 22 and 60 

who constantly maintain a proper diet and exercise regularly. In being different from the 

competition, persons who cultivate a discriminating palate for the enjoyment of good food 

will be the market focus. Health which is seen as the future of the confectionery industry has 

many prospects, thus the business will center its attention more on health trend customers.   

Consumers are seen as the most important drivers behind the health and wellness market in 

terms of food products thus it will be very important if the business market opportunity is 

based on authorized health claims, marketing, taste of the consumers and the scientific 

documentation of food products. The business also seeks to supply blocks of chocolates to 

chocolatiers as way to get to the take off stage. 

The market dynamics of the confectionery industry is one that is moving toward healthiness 

and organic products. Svenska Guldkusten’s strategy to be sustainable is to stay invaluable to 

the customer, stay cheap and healthy. In maintaining a position in the consumers mind, 

innovative ways of spreading the organic food products message will be employed. For 

instance the catch phrase “Buy a chocolate bar and by life for yourself and a loved one” will 

be in harness. In carving out a market share for the business, Svenska Guldkusten intends to 

use cheaper and convenient ways to market the product and also stay health and wellness 

related.  

The business’ idea is to make a product offer categorized both in branded terms and consumer 

terms. This will easily communicate information about the product to the grassroots of the 

target market. Keeping the customers will be through customer co-creation where customer 

suggestions are seen as important inputs to the product development. This will also create a 

consistently useful and valuable product for the customer. Strong branding (backed by 

hsitory), the delivery of rich confection of organic cocoa and pricing will make the business 
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prominent, sustainable and competitive because the source of the import (Ghana) is rich in 

premium cocoa beans and Sweden has the devotees of refined sumptuous food. 
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II. General Company Description 

Svenska Guldkusten seeks to sell organic chocolates solely from Ghana.  

Mission Statement: Organic chocolate from Ghana, gotten from cocoa farmed using Organic 

farming methods which recognize the direct connection between human health and the food 

produced. Artificial fertilizers are not used and farmers develop fertile soil by rotating crops 

and using compost and manure.  This product from Svenska Guldkusten will give customers 

value for money. Organic rich chocolate supplied through Svenska Guldkusten will stand out 

in the Swedish confectionery industry because the chocolate is 100% certified organic cocoa, 

with no artificial additives. The product will also meet the standards, rules and regulations 

that define how an organic product is made as laid down in European Union (EU) law. 

Customers will thus be able to eat natural cocoa chocolates from Svenska Guldkusten.   

Company Goals and Objectives: Svenska Guldkusten seeks to be a leading supplier/retailer 

of organic chocolate at the Swedish, Scandinavian sub region and the international levels. 

Svenska Guldkusten seeks to have a healthy, successful company that will be a leader in the 

chocolate/confectionary industry and have a loyal customer following. Svenska Guldkusten 

bids to make an equal and fair profit in the confectionary industry. These goals are to be 

reached by attaining the numbers that will be presented in the Sales Forecast and Financial 

Plan. 

Business Philosophy: The diet of individuals affects their entire well-being. The usual food 

and drink of a person, more than any other factor, has the biggest influence on his or her 

health. The body draws the energy and nutrients to repair and rebuild itself from elements of 

our diet, thus it is important for one to eat healthy.  Even our thoughts and emotions are 

influenced by the quality of our food. Making healthy choices like Svenska Guldkusten can 

improve and maintain the well-being of the individual.  

Market: The customer range of Svenska Guldkusten transcends gender, age and geographical 

location but the main niche will be individuals who are into wellness and are conscious and 

aware of and making choices toward a more successful healthy way of living. The chocolate 

retailers will also be looked at, where middle men will be out, retailers interviewed indicated 

that they source their couvertures from Callebaut, Svenska will try to market to these special 

chocolate shops in Sweden. 
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The Industry: The organic cocoa market represents a very small share of the total cocoa 

market, estimated at less than 0.5% of total production. International Cocoa Organization 

(ICCO) estimates production of certified organic cocoa at 15,500 tonnes, sourced from the 

following countries: Madagascar, Tanzania, Uganda, Belize, Bolivia, Brazil, Costa Rica, 

Dominican Republic, El Salvador, Mexico, Nicaragua, Panama, Peru, Venezuela, Fiji, India, 

Sri Lanka and Vanuatu. 

However, the demand for organic cocoa products is growing at a very strong pace, as 

consumers are increasingly concerned about the safety of their food supply along with other 

environmental issues. According to Euromonitor International, global organic chocolate sales 

were estimated to have increased from a value of US$ 171 million in 2002 to US$ 304 million 

in 2005. Svenska Guldkusten thus will bid to cease the opportunity to market rich organic 

chocolate to this market, in the process displacing synthetic cocoa chocolates off the market. 

The chocolate industry will offer many opportunities for the growing business. The industry 

as a whole is able to withstand periods of economic recession and will thrive as it will 

enhance the industrial message of health consciousness and calorie counting (Franchisehelp 

2012). More opportunities will also be provided as new markets arise and the population tends 

to earn more. The focus of the business on its niche will help its survival as the bigger 

companies in the industry dominate with large scale production.  

The continuous love for chocolate by customers drives the industry. The chocolate industry 

has universal consumption appeal a research by LI reveals. The chocolate industry still 

boomed during the recession because it was perceived as an “affordable luxury” 

(Franchisehelp 2012). The chocolate industry is beset with problems of price uncertainties due 

to the political situations in the cocoa growing regions. The business will be sourcing its 

products from Ghana, which has a more stable democratic environment, and the government 

also concentrates on the agricultural sector as it is the number earner for the country in terms 

of Gross Domestic Product (GDP).  Sustainable development, customer care for health related 

issues are constantly innovating the chocolate industry. This industrial innovation led to a 

16% increase in new product releases (Franchisehelp, 2012). 

Premium cocoa (chocolate) products have had strong growth over recent years. But the global 

economic downturn made a slight shift away from the special items, the gradual growth have 

seen premium items take the lead again. Special occasion chocolates and assorted chocolate 
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boxes have also been experiencing growths and sales are expected to get bigger (13%) 

between 2010 and 2015 (Franchisehelp, 2012). Chocolate remains a resourceful gift for many 

significant events. Many chocolate enthusiasts over the years have come to know the 

difference between organic chocolates and ordinary chocolates and generally are more 

attracted to healthy products. Organic cocoa chocolate is known to lower both blood pressure 

and cholesterol, and has nearly 8 times the number of antioxidants as found in strawberries. A 

recent survey found that 35% of respondents believe dark chocolate to be healthier, and it 

shows that sales grew 9% in 2009 versus 3.6% for the chocolate industry as a whole 

(Franchisehelp, 2012). Consumers are also concerned about what goes into the production of 

the healthy products they want to enjoy and thus purchase products that are embossed with 

such marks such as Fair-trade. This is to make sure that the countries that produce cocoa do so 

under sustainable conditions and child labour is also avoided. Organic brands of chocolate are 

gaining market share and perceptive consumers are willing to bear the cost for ethical 

production, hence the future of the organic chocolate industry is a bright one (Franchisehelp, 

2012). 

Company strengths and core competencies: Svenska Guldkusten intends to use cheaper and 

convenient ways to source and market organic cocoa chocolates. Some major competitive 

strength includes branding and communication, customer acquisition or retention, and also 

selling rich organic chocolates that will be the customer’s joy. I personally have work 

experience in outlet mapping, marketing, lead generation and currently a participant in the 

Master programme in Innovation, Entrepreneurship and Business Development. I also have a 

broad idea about the Ghana cocoa and chocolate industry and thus importing good organic 

chocolate from my home country will not be intricate.  

Legal form of ownership: I intend to start off the business as a sole proprietor.  Partnership, 

corporation or Limited Liability Corporation will be reached later depending on internal and 

external factors of Svenska Guldkusten and the confectionery industry respectively. I intend 

starting off with sole proprietorship because there is minimal costs to forming a sole 

proprietorship and there are few formal business requirements. As a sole proprietor I will also 

have complete control and decision-making power over the business till it matures. 

Products: Svenska Guldkusten intends to source the organic chocolate from quality premium 

cocoa beans which is completely natural sun dried. They will be mainly continental 

chocolates (dark chocolates) in 20 and 50 grammes blocks (See appendix Figure 1). The 
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products will have  high cocoa contents without artificial essences such as vanillin and  

lecithin a soy derivative  utilized as an emulsifier in  most, if not all, chocolate  products.  

 

Business Model: 

Svenska Guldkusten is into the business of selling cocoa rich chocolates 

Value Plan                                                                          Value Proposition         Revenue 

   Offer                                              Distribution                                   Customer                                  
Revenue     

 

Value Chain 

 

  

Core capabilities                               Partners                                    Customer Benefits 

 

Fig.A 

 

III. Marketing Plan 

Market research 

A market research survey conducted for the target market indicated that, the love of chocolate 

is a characteristic common to all the respondents. The market the business is looking at has 

approximately 10,000 people.  The income levels input by the respondents to the survey show 

that, 60 percent earn 13,000 Kronor or less and 40 percent earn 23,000 Kronor or more. 40 

percent had an idea or knew about organic chocolates and the health benefits associated with 

it.  The lifestyle of the target group with regards to choosing organic chocolates over regular 

chocolate was not correlated, though 39 percent of the respondents cared about the quality of 

the chocolate they purchased, in terms of it being organic. 20 percent ate chocolate because of 

the health benefits of the cocoa contents. 33 percent of the respondents bought organic 

chocolates from special chocolate shops because the chocolates sold there were made from 
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organic cocoa and 67 percent bought from special chocolate shops because the chocolate is 

cheap and better.   The survey indicates that with extensive dissemination of information 

about the health benefits of chocolate containing organic cocoa, there will be a swift change 

in the attitudes and habits of the target market, in addition, Svenska Guldkusten will get a 

competitive advantage and improve the sale of its product. 

Livsmedelsföretagen (2012) research shows that, the Swedish chocolate eating habit is one 

that is soaring by the year. 6.5 kilos of chocolate was eaten per person in the research year, in 

total about 60,000 tonnes of chocolate was consumed in the country 2010. Sweden tops the 

chocolate eating league in the Scandinavian sub-region. Chocolate with a high organic cocoa 

content has fluctuated up and down around 15 percent, experiencing the same low dip in the 

last quarter of 2006. At the end of 2008 the market shares for milk chocolate, flavored 

chocolate and chocolate with a high content of cocoa developed to equal levels. This was due 

to heavy advertisement by the industry giants.  It was also observed that the destination of the 

imported cocoa beans or end product had a low percentage of the market share, below 2 

percent. Thus there is potential for imported organic rich cocoa, if the right channels and 

marketing processes are applied (Livsmedelsföretagen, 2012). 

Economics 

Consumers are increasingly basing their purchasing decisions on factors other than price, such 

as taste, quality and new product developments, as well as environmental and social 

responsibility (Euromonitor International, 2011). This is increasingly evident in the number of 

chocolate confectionery brands and products that are embossed with Rainforest Alliance 

certification and Fair-trade labels. Svenska Guldkusten will have about 20 percent of the 

market share in its start off location. This is enough for a takeoff. The growth potential and 

opportunity of the business is rather bright. Some of the barriers the business will face upon 

entering the industry include: High capital costs, high marketing costs, consumer acceptance 

and brand recognition, tariff barriers and quotas. In solving the high capital costs problem, the 

business seeks to raise funds through family and friends and also through investors who see 

the business as a viable venture. Brand recognition will be through the extensive distribution 

of information to the general public. The business will be systemized such that it will easily 

become accustomed to changes in technology, change in government regulations, change in 

the industry and change in the economy. 
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Features and Benefits of the Product 

Organic cocoa has over the centuries been used as an antioxidant which reduces the risk of 

heart diseases and helps clean the bloodstream and arteries of fat and other toxins. Organic 

cocoa also helps keep blood pressure down and regulates blood flow. The business intends to 

use the vast health benefits of cocoa to get a market share of the health and wellness market 

segment, which is constantly developing in contemporary society. The product apart from its 

health benefits will act as natural aphrodisiac (due to its organic basis). A BBC report has 

presently indicated that individuals who regularly included chocolate in their diet seem to 

grow thinner (BBC, 2012). 

Customers 

The targeted customer is the individual who is into wellness or is health conscious. These are 

individuals who belong to the working class and can afford to give themselves good spa 

treatment, members of a sports club, exercise regularly and are into good dietary programmes 

for their upkeep. These are mainly walk-in customers. For business customers, this may 

include food retailers such as Axfood (Willys), Coop, ICA AB, 7-Eleven, Pressbyrån, Lidl, 

City Gross and chocolatiers such as Elit and Chocolatte. The demographic factors that may 

affect the categorization of these potential business clients may include the location, which is 

very important due to logistical and transportation conveniences. The size of the firm is not a 

major factor. Quality, technology and price preferences will be settled on when a deal is made 

with any of these potential business clients. 

Competition 

Products that will be a direct competition are finished chocolate bars and chocolate candies. 

Companies that will compete with Svenska Guldkusten are the food retail shops and the 

chocolate shops close to the location of the business. Though these enterprises can be seen as 

competitors, alternatively they can be partners or customers. 

Major and specific competitors include: Chocolatte I Karlskrona AB, Borgmästaregatan 11, 

Karlskrona; Elit, Ronneybegatan 43, Karlskrona and Malmö Chokladfabrik, Möllevångsgatan 

36B, Malmö. The competition from these firms will be across the board in terms of the 

finished chocolate bars. The customer base may vary. Indirect competition is from the various 

supermarkets and “konditoris” in the locality of the business. 
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Competitive Analysis 

In comparing Svenska Guldkusten Organic Chocolate’s to the competition, there can be lots 

of quantities and conditions that can be similar, but the long term benefits vary greatly. In 

using the Competitive Analysis table below, comparison is made between the business and 

the two major competitors. In the first column are key competitive factors. Since these vary 

from one industry to another, the list of factors have been cited to suit the comparison and the 

business plan.  

Table 1: Competitive Analysis 

Factor 
Svenska 

Guldkusten 
Strength Weakness CHOCOLATTE Elit 

Importance to 

Customer 

Products 
Excellent Yes No Good Good 5 

Price 
Very Competitive Yes No Expensive (Not so 

competitive) 

Expensive (Not so 

competitive) 

5 

Quality 
Excellent Yes No Very Good Very Good 5 

Service 
Not Defined Yet No Yes Very Good Good 5 

Reliability 

(Benefits) 

Reliable for health 

purposes 

Yes No Fine Fine 5 

Expertise 
New to the industry No Yes Good Superior 4 

Company 

Reputation 

Not known No Yes Quiet known Known 4 

Location 
Not settled yet No Yes Very Good Very Good 4 

Appearance 
No label yet No Yes Varied and Known and 

attractive 

Varied and Known and good 

looking 

3 

Sales Method 
Shopping outlet, supplier Yes No Shopping Outlet Shopping Outlet 3 

Advertising 
Less funds for ads  No Yes Well known Popular 4 

Image 
Not known yet No Yes Has a good image Has a good image 3 
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In the importance to customer column, the importance of each competitive factor to the 

customer is estimated.  1 = not so essential; 5 = very significant. 

The table also indicates how Svenska Guldkusten might be seen in the eye of the potential 

customer. In comparing the product of Svenska Guldkusten and that of its competitors, not 

only is the product scrutinized for its potential to be a medium of satisfaction of experiential 

aspirations for customers (that is through the competitive analysis table) but also the health 

benefits are also compared. Company reputation and possible message divulging channels are 

also evaluated. Advertising potential for connecting with consumers’ experiential aspirations 

does not originate from the consumers’ product co-design, but rather in delivering whatever 

message that lies within the advertisement of the product. This is undoubtedly shaped by the 

competitive analysis table.   

Niche 

The primary niche is the walk-in customer who is into wellness and organic foods and the 

secondary niche is the designer chocolate shops and retailers. 

 

IV. Implementation and Strategy 

The business will commence by getting sales contract with chocolatiers such as Elit or 

Chocolatte, selling through the internet or sell directly to retail shops. This will boost the 

startup capital. The marketing strategy of Svenska Guldkusten will involve the siting of a 

shopping outlet, with Svenska Guldkusten knowing ideally who to attract to the shop, the 

business will market itself by: 

 Displaying samples of the product in the weekend open market, Flea Markets, 

Lövmarknaden fair before midsummer's eve (The Leaf Fair) in Karlskrona centrum 

and also open markets such as the ones held in Brunnsparken, Ronneby. 

 Finding out what the customer is looking for and later communicating the organic 

chocolate difference the makes Svenska Guldkusten stand out.  

 Creating satisfaction that addresses the need of a narrowly defined customer.  
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 Advertising and creating a catch phrase (“Buy a chocolate bar and by life for yourself 

and a loved one”) that promotes the customer satisfaction that Svenska Guldkusten 

offers.  

 Citing itself at a strategic geographic location and getting linked to a lot of suppliers 

and other firms so that it is easily discovered. 

 Communicating completely and truthfully to every walk-in customer during 

transaction.  

 Bringing customers together and building a community for them to enhance the 

communication of the importance of the value of the product to the consumer. 

 Getting referrals from all customers so that the value of the product will also be 

brought to others.  

 Creating a Facebook fan page and special offers and health benefits tweeted to 

encourage customer reviews.  

Promotion 

In getting the word out there, Svenska Guldkusten will employ a number of strategies 

including technology and person-to-person communication. Svenska Guldkusten will start off 

by building awareness of the brand through friends and colleagues. Nice, simple 

comprehensible brochures and letters will be sent out through colleagues who work for 

tidningsbärarna. Individuals who will genuinely benefit from organic chocolates will be 

identified and linked to. A blog, Facebook fan page, Pinterest and a Twitter account will be 

set up for the new business. The business will also be listed in local search options like Yelp, 

Yahoo and Google, and be registered with the location-based social media platform, 

Foursquare. These are all low cost methods to get the most out of the promotional budget.  

The image Svenska Guldkusten wants to project is one of health, goodness and history. The 

customer will see the business as a connection between the Swedish society and the rich 

organic Ghana cocoa chocolate. In addition to the promotion, the detailed image of the brand 

will include the Scandinavian cross pattée of gold and the Kente design of Ghana (See 

appendix figure 2). The interior of the shopping outlet will be laced with the Kente cloth. A 
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system to identify repeat customers will be put in place. These customers will be brought 

together in a community form.   

Promotional Budget 

No amount of money will be spent in terms of promotional budget before startup. When the 

business is ongoing about 5000 Swedish Kronor will be needed to market the products in the 

Lövmarknaden and Flea Markets, in Ronneby and Karlskrona respectively. This may change 

due to taxation and registration fees.  

Pricing 

Competitor’s prices and import duties and costs will be major factors to consider when setting 

the price of the products. Markup pricing will be used due to its simplicity and impartiality to 

consumers. It is also more comprehensible and gives clear figures when the business is at the 

planning stage. Break even pricing and competitor pricing will be considered upon initiation 

of the business. This will ensure that the pricing strategy fits what was revealed in the 

competitive analysis. The prices will be set such that they are a little lower than the 

competition. Pricing is an important competitive factor but the business will ensure that 

customers will make their decisions based on the value the products offer them. Customer 

service will be shaped by the expression, “the customer is always right”. Regular customers 

will be presented with presents and written thank you notes during festivities such as 

Christmas and Easter. The business will go all out to make things right to deeply loyal 

customers.  

Proposed Location 

The location of the business will be important as it is new to the industry and to the 

competition. It is important it is located in the central business district, though that will come 

with a higher cost. The amount of people that will walk past the shopping outlet (footfall) is 

important, because the shop’s location and appearance will also enhance the promotion of the 

product. It is also important that the business is sited close to the competition because as 

earlier stated; the competitors can also be business partners in the secondary niche. The 

business can also take advantage of the cluster in the form of useful industrial information, 

technology and end usage of products. 
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Distribution Channels 

Svenska Guldkusten will play a retailer role, it will buy organic cocoa chocolate buys in large 

quantities from the manufacturers in Ghana, and then sell them to the consumers directly, 

professional chocolatiers and also to convenient stores. As the business grows, a sales force 

and agents will be employed. Bid on contracts will be looked at concerning supply of organic 

chocolate bars to wholesalers. 

Short term projections 

Cash Flow Budget 

                                                             Year 1           Year 2 (3%)      Year 3(3%) 

Beginning Cash Balance                       120,000Kr        123,600Kr        127,308Kr 

Inflows                                                 24,000Kr          24,720Kr          25,462Kr 

Income from sales                                 39,000Kr          40,170Kr          41,375Kr 

Accounts receivable                              51,000Kr           52,530Kr         54,106Kr 

Total Cash Inflows                             234,000Kr          241,020Kr       248,251Kr      

       Cash outflows                                59,000Kr           60,774Kr        62,597Kr 

       Investing activities                         20,000Kr           20,592Kr        21,210Kr 

       Cost of sales                                   12,160Kr          12,521Kr        12,896Kr 

       Operating activities                        15,000Kr           15,450Kr        15,914Kr 

Total cash outflows                              96,160Kr           109,337Kr      112,617Kr 

Operating Cash Balance                        137,840Kr          131,683Kr      135,634Kr 

The intellectual guess made for the beginning cash balance is 120,000Kr this is free of costs 

such as promotional, taxation and miscellaneous. The accounts receivable are gross profits 

made from the business and also the taking on of other business such as chocolate testing fetes. 

All of these changes at an annual rate of 3%. Cash outflows includes monies paid out for 
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promotion and miscellaneous. Investment funds are funds put in the business to help it 

maintain its profitable stance. Cost of sales is the cost incurred whiles importing the chocolate 

from Ghana to the warehouse through to the final sale to the customer. 

Sales forecast, fiscal year begins August 2012 

 Aug-

2012 

Sept-

2012 

Oct-

2012 

Nov-

2012 

Dec-

2012 

Jan-

2012 

Feb-

2012 

Mar-

2012 

Apr-

2012 

May-

2012 

Jun-

2012 

Jul-

2012 

Annual 

Totals 

Units of 

chocolate 

bars sold 

45 60 75 95 150 135 125 115 125 145 165 190 1,520 

Price per 

unit (In 

Kronor) 

20 20 20 25 25 25 25 25 25 25 25 25 285 

Total (In 

Kronor) 

900 1,200 1,500 2,375 3,750 3,375 3,125 2,875 3,125 3,625 4,125 4,725 34,700 

Amount of 

Supply (In 

‘000 Kronor) 

20 20 35 35 50 45 65 65 75 75 75 75 635 

 

The sale forecast is the starting point of the business’ financial projections. The days in a given 

month are guessed taking into consideration, public statutory holidays and festivities. The time 

of the year, summer, autumn, winter and spring is also considered. Seasonal and other 

fluctuations are also considered. For instance in August 2012, where the business starts off, 45 

chocolate bars may be sold per day, in the first few days, this may go up to 60 per day on the 

average. For the month August, there are 31 days, 26 working days, so using an average of 75 

chocolate bars day, at an average price of 20 Kronor, daily sales will be 1500 Kronor and the 

average total for the month will be 39000 Kronor.  The unit sold in December goes up due to 

the Christmas festivities though there are holidays in the month. January and February takes a 

slight slump due to the aftermath of the Christmas festivities and the winter. Sales picks up 

again in the month of April, goes further up in May, June and July, the product would have 

sunk down and might have gotten an entrenched position in the industry. Fine summer weather 

will also be a contributing factor.  
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Operational Plan 

Daily operation of the business will involve the business opening up at 8am and setting the 

place up for the day’s customers. Basic equipment present in the shop will be the phone line to 

communicate with customers and yield to their requests and orders. The cash register with the 

tax office’s machine attached will also be mounted on a Kente decorated table serving the same 

time as a counter. There will also be few tables and chairs and warm chocolate to keep up the 

hospitality for visiting customers.   

The products Svenska Guldkusten will be selling will be imported from Ghana, West Africa, 

world’s major producer of cocoa. Quality control will be offered by the Ghana standards board 

and the Swedish national food administration. This will serve as a double check to ensure that, 

goods being delivered to the consumer are of the highest quality. Some of the attributes needed 

in the shop’s location include, a thirteen metre square space, ground floor and the constant and 

smooth supply of power and internet. In accessing the location, it is important that it is 

convenient for customers. Thus the location will have an easy accessible transportation routes 

either by bus (public transport) or easy walk-in access.  

The business will start off as a one man business (small business), with the founder being the 

only employee. Colleagues will be called upon for certain functions. Other employees, hired 

and casual workers will be considered when the business takes root and matures. The business 

will maintain schedules, daily routines and written procedure will be prepared to serve as a 

guide to daily and monthly activities. The day-to-day management of the business will be 

handled by the founder who is a final year student in the Master in Innovation, 

Entrepreneurship and Business Development programme (Blekinge Institute of Technology) 

has experience in outlet mapping, marketing and lead generation. He also has a broad idea 

about customer service and the Ghana cocoa and chocolate industry. If the founder is 

incapacitated in anyway the business will be continued by a trusted colleague or the founder’s 

partner. Professional and advisory support will be sought from BTH Innovation, the Blekinge 

Business Incubator, and ALMI Företagspartner.  
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V. Start up Expenses, Capitalization and Exit Strategies 

A little “cushioning” is added to all the items in the budget to deal with any 

unforeseen circumstances that may arise.  

Sources of capital 

Messr Paa Kwesi Essuman (60%) 50, 000 Kronor 

Investor 1 (1-40%)                       20,000 Kronor 

Investor 2 (1-40%)                       20,000 Kronor 

Total Investment=                       90,000 Kronor 

Bank loan 

Swedbank                                    20,000 Kronor 

Other loans  

Family and Friends                      10, 000Kronor 

 

 

Start up Expenses 

Building 

Rental and Utility Charges        8,000 Kronor 

Capital Equipment and Administration Expenses 

Furniture                                 10,000 Kronor 

Equipments                             10,000 Kronor 

Machinery and decoration         5,000 Kronor  
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Advertising and Promotional Expenses 

Advertising                               6,000 Kronor 

Signage                                     3,000 Kronor  

Printing                                    2,000 Kronor 

Miscellaneous                           2,000 Kronor  

Repairs and maintenance               3,000 Kronor  

  

Reserve for contingencies         10,000 Kronor 

Working Capital                       60,000 Kronor                                 

 

Break-Even Analysis 

Cost Description                             Fixed Costs (Kr)            Variable Costs (%) 

Variable costs  

Cost of products sold                          12,160                                   15 

Inventory                                             85,120                                   5 

Materials                                             25,000                                   2 

Taxation                                                8,000                                   2 

Fixed Costs 

Supplies                                               50,000                                   10 

Repairs and maintenance                     3,000                                      3 

Advertising                                          11,000                                    5 

Rent and Utility                                   8,000                                      4 
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Miscellaneous                                   2,000                                     3 

 

Total Fixed Costs                           204,216 Kr          

      Total Variable Costs                                                              49% 

Breakeven sales level = 204,750 Kronor. 

Using figures from the sales forecast and the start up expenses, figures are generated for the 

annual fixed and variable costs. The fixed costs indicated above are those that remain the 

same regardless of the business’ sales volume. They are expressed in Swedish Kronor and 

include: Supplies, repairs and maintenance, advertising, rent and utility and miscellaneous. 

The variable costs expressed above are those which change as the volume of the business 

changes. It also involves anticipated price changes. They are expressed as a percent of sales. 

Cost of products sold, inventory, materials and taxation were used as variable cost to calculate 

the break even sales level. 

The break even sales level which is 204,750 Kronor (was calculated with Excel) can be 

reached on the 7 month of opening the business. Using the sales forecast, if there is an 

average sale of 2100 Kronor per day, the breakeven point can be reached in 7 months.  

 

 

 

 

 

 

Fig. B 

 

 

Since the business will like to attract investors it is important the exit strategy is spelt out. 

Factors such as death and disability also prompt the citing of an exit strategy. For investors to 
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easily convert their ownership into money the business will like to: Sell out; creating a good 

brand and selling out completely will help investors and the owner make money off the 

business. Equity may be negotiated for from the buying company. Merging with two or more  

chocolate business enterprises will make sure that the business creates more value and profits 

for investors and also offer new or complementing products/services. 

 

VI. Appendices 

 

 

 Fig. 1 

 

 Fig. 2 

   

A. List of appurtenances  

a. Shelves 

b. Computer 
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c. Cash register 

d. Notebook 

e. Pens/pencils 

f. Swivel chair 

g. Counter 

h. Desk 

i. Kente cloth 

j. Curtains 

k. Doormat  

 

B. Organic Chocolate Survey; Market Research 

1. Please enter your gender and age. 

 
Please enter your gender and age. 

2. What is your income level? 

What is your income level?  Less than 13000Kr 

13000Kr - 22,999Kr 

23,000Kr - 32,999Kr 

33,000Kr - 42,999Kr 

43,000Kr - 52.999Kr 
 
3. Which of the following statements describes you? (You can select more than one 
answer) 

Which of the following statements describes you? (You can select more than one answer)  I like to play s

I like to watch sports 

I like to watch TV 
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I like to read 

I stay up late 

I go to sleep early 

I am a gourmet 

Other (please specify) 

 
 

4. Do you like chocolates? 

Do you like chocolates?  No 

Yes 
5. Do you know of organic/ecological and synthetic cocoa chocolates? Which do you 
prefer? 

 
Do you know of organic/ecological and synthetic cocoa chocolates? Which do you prefer? 

6. How often do you eat chocolate? 

How often do you eat chocolate?  Daily 

Once a week 

Twice a week 

Once a month 

Twice a month 
 
7. Do you care about the quality of your chocolate, whether it has synthetic or organic 
contents? Do you eat chocolate because of the health benefits of the cocoa contents? Do 
you look for chocolate with high cocoa contents? 

Do you care about the quality of your chocolate, whether it has synthetic or organic contents? Do you eat
chocolate with high cocoa contents?  No 

Yes 

No 

Yes 

No 

Yes 
8. Which brand do you normally buy and enjoy most? 
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Which brand do you normally buy and enjoy most?  Candelia 

Anthon Berg 

Cloetta Fazer Sverige AB 

Kraft Foods Sverige (Marabou) 

Lindt 

Nordchoklad 
 

 

9. Do you buy from special chocolate stores? 

Do you buy from special chocolate stores?  No 

Yes 
 
10. If you answered yes to question 9, why do you buy from special chocolate shops? 

If you answered yes to question 9, why do you buy from special chocolate shops?  Because the chocolate

Because the chocolate has high cocoa content. 

Because the chocolate is cheap and better. 

Because the shop is close to where I live 
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