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1. COMPANY DESCRIPTION

1.1 Background & Overview

BAI YI INVESTMENT COMPANY LIMITED is conceived as an innovative
manufacturing company dealing with the production of plastics products
like disposable plastic cups, lunch boxes, straws and other plastic products.
Our focus is on delivering premium products that meet the tastes of urban
and peri-urban consumers while supporting environment conservation in

the communities.

e Historical Context: Drawing inspiration from successful ventures in
the past year, Bai Yi Investment Company Limited builds on
established processes but incorporates fresh ideas and technology to
meet rising market demands.

e Business Rationale: With a robust demand for quality plastic products
in Tanzania, our company addresses gaps in the market by providing

consistency, quality control, and competitive pricing.

1.2 OWNERSHIP AND CAPITAL STRUCTURE

OWNERSHIP

The business is owned by four shareholders who are MING JUNXIONG, LI
JICHENG, HONG WEIXIN and LI JINCAHI with a Share Capital of
Tanzania Shillings One Billion Three Hundred Million Only (TShs
1,300,000,000.00) divided into Twenty Thousand (20,000) shares of
Tanzania Shillings Sixty Five Thousand (T.Shs 65,000.00) each.



The following table shareholders and ordinary share distributions.

The following table show shareholders distribution:-

Shareholders No of share Citizenship
1 MING JUNXIONG 36.25 Chinese
2 LI JICHENG 21.25 Chinese
3 HONG WEIXIN 21.25 Chinese
4 LI JINCAHI 21.25 Chinese

Bai Yi Investment Company Limited is registered under Tanzanian law and
is funded with a share capital of TShs 1,300,000,000.00.

e Share Distribution:
o Total Shares: 20,000
o Par Value per Share: TShs 65,000.00

e Ownership Model:
The company is owned by a group of investors who have pooled
resources to ensure a stable financial base.

e Financial Transparency: Regular audits, transparent reporting, and
adherence to regulatory guidelines are central to our governance
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model.



1.3 MISSION, VISION, AND VALUES

MISSION:

To blend time-honored baking techniques with modern innovations to
produce high-quality, affordable plastic products, ensuring customer
satisfaction while fostering sustainable community development.

VISION:
To become the leading plastics brand in Tanzania and a recognized player
in regional markets, known for quality, innovation, and social responsibility.

Core Values:

e Quality: Every product is crafted with precision and care.

e Innovation: Continuous improvement through research and
development.

e Sustainability: Commitment to environmentally friendly practices and
community support.

e Integrity: Transparent business practices and ethical conduct in every

transaction.



2. COMPANY PRODUCTS

2.1 Product Portfolio Overview

Our product range is designed to cover various consumer needs from daily

staple plastic items to the market.

e Lunch Boxes: Large and mid-size microwave safe steel containers for prep,
storage or on- the —go. The stainless steel base is surprisingly light but durable
and innovative in relation to being designed using 18/8 stainless steel which is
smooth and rounded surface.

e Disposable Plastic Cups: Hot paper cups, cold plastic cups, and
biodegradable/compostable cups made from materials such as PET,
PP, PLA, paper, bamboo, and sugarcane, often featuring single or
double-wall insulation and custom branding for promotional purposes.

e Other Plastic Products: The specific properties of different types of
plastics, such as HDPE's strength or PVC's versatility, determine

their suitability for various products.

2.2 Lunch Box Production
Lunch Box is our flagship product.

e Production Methodology:
o raw material preparation, Plastic granules are prepared and

fed into an Injection moulding machine to form individual parts.
e Product Varieties:
o Stainless steel, plastics and glass.
e Quality Control:

o Throughout the production, parameters are monitored, and
finished products are inspected for appearance, size, and
performance to meet quality standards.

e Capacity & Pricing:



o Annual capacity is targeted at 1,800 pcs with a competitive
factory price of TShs 15000 per unit.

2.3 Disposable Plastic Cups

e Production methodology:

o Plastic granules (resins) like polystyrene (PS), polyethylene
terephthalate (PET), or polypropylene (PP) are used as raw

materials.
o These granules are fed into an extruder, a machine that melts

the plastic pellets and forces the molten plastic through a die to

form a continuous, rigid plastic sheet.

e Product Varieties:
o Polypropylene (PP) for hot or cold beverages due to its heat
resistance, Polyethylene Terephthalate (PET) for its clarity and strength in
cold drinks, and Polylactic Acid (PLA) for compostable cold cups.

e Quality Control:
o The final cups undergo a quality check.

e Capacity & Pricing:
o Annual capacity is targeted at 10,000 pcs with a competitive

factory price of TShs 30 per unit.

2.4 Other Plastic Products

Looking ahead, Bai Yi Investment Company Limited plans to diversify its

product range further by introducing:


https://www.google.com/search?client=opera&sca_esv=8482df87b229566e&cs=0&sxsrf=AE3TifN8PUYtv9RgEZBo50iNKikiOJp74Q%3A1758533355229&q=Polyethylene%2BTerephthalate&sa=X&ved=2ahUKEwiZ3rSfh-yPAxX1UaQEHQVbGIIQxccNegQIBRAB&mstk=AUtExfD8DbbHYsvnOlDBmeipgDNIC33R6jycTTcq-g-JU3YQSVeV5pkT8VjPma7P6FLvamXlvJax0aBXrdLC13JuqN65T5GiCmnVv9_ABGcNkhXdNEVIndnWhNEOhwGONkPb0ieHvV23sIhzOVg1uu60Nnr0-xaxamWX_DmXYsVH3hAH6mQ&csui=3

e The specific properties of different types of plastics, such as HDPE's
strength or PVC's versatility, determine their suitability for various

products.

3. PRODUCT DEVELOPMENT AND TECHNOLOGY

3.1 Production Processes and Methods
Our production processes are designed for scalability and efficiency:

e Process Overview:

o Raw Material Intake: primarily distinguished by the plastic material used,
which dictates their properties and suitability for different uses, and the
manufacturing process, which involves thermoforming plastic sheets into
the final cup shape. Common materials include Polypropylene (PP) for
hot or cold beverages due to its heat resistance, Polyethylene
Terephthalate (PET) for its clarity and strength in cold drinks, and
Polylactic Acid (PLA) for compostable cold cups

e Lean Manufacturing:
o Adoption of lean techniques to minimize waste and optimize
workflow.
e Process Innovation:
o 0ngoing improvements based on feedback and technological

advancements.
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3.2 Quality Assurance and R&D

e Quality Assurance:
o Detailed quality control protocols at every stage of production.
o Certifications from relevant food safety authorities.

3.3 Equipment, Technology, and Innovation

e Modern Equipment:
o Investment in modern machinery that increases production
efficiency while reducing energy consumption.
e Technology Integration:
o Implementation of ERP systems for inventory management,
production scheduling, and quality control.
e Innovation Strategy:
o Regular technology audits and updates.
o Pilot projects to test new production methods before full-scale
roll-out.

4. INDUSTRY ANALYSIS

4.1 Industry Overview and Trends

e Market Dynamics:



o The plastic market in Tanzania is buoyed by urbanization and
rising disposable incomes.
o Increasing consumer preference for convenience products.
e Technological Advancements:
o Improved plastic technologies and automated processes are
reshaping the industry.
e Consumer Trends:
o Growing demand for artisanal and premium products alongside
traditional staples.

4.2 Market Size, Growth, and Financial Position

e Market Size:
o Detailed statistical analysis and market surveys indicate steady
market expansion.
e Growth Rates:
o Annual growth projections of 8-12% in the plastic production
sectors.
Financial Health:

o Strong industry financials with increasing capital investment in
technology and process improvements.
e Economic Impact:

o Contribution to local employment and industrial development.

4.3 Competitive Landscape

e Local Competitors:
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o Analysis of key local players, market share distribution,
strengths, and weaknesses.
e International Competition:
o Examination of imported brands and their market strategies.
e Competitive Advantages:
o Bai Yi’s focus on local sourcing, quality control, and innovation
offers a sustainable competitive edge.
e SWOT Analysis:
o Detailed strengths, weaknesses, opportunities, and threats

assessment

5. MARKET ANALYSIS

5.1 Target Markets and Customer Segmentation Primary Segments:

o Urban households, restaurants, hotels, and retail chains.
e Secondary Segments:
o Convenience stores, schools, and corporate cafeterias.
e Consumer Behavior:
o Detailed consumer surveys and focus group results.
e Segmentation Strategy:
o Demographic, psychographic, and behavioral segmentation
models.

5.2 Location and Distribution Advantages

e Geographic Advantage:

o Proximity to major urban centers and raw material sources.
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e Logistics Efficiency:
o Detailed distribution network planning including warehousing
and transport.
e Strategic Partnerships:
o Collaborations with local distributors and logistics companies.

5.3 Marketing Goals and Strategic Objectives Short-Term Objectives:

o Achieve immediate brand recognition and capture 15% of the
local market share within two years.
e Long-Term Objectives:
o Expand product range, increase regional market penetration,
and build customer loyalty.
e Key Performance Indicators (KPIs):
o Sales growth, market share, customer retention rates, and
brand awareness metrics.

5.4 Pricing, Demand, and Market Trends
Pricing Strategy:

o Competitive yet value-based pricing model based on market
research.
e Demand Analysis:
o Detailed analysis of consumer demand patterns and seasonal
variations.
e Market Trends:
o 0ngoing tracking of industry trends and consumer preferences,
with strategic adjustments as needed.
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6. COMPETITION ANALYSIS

6.1 Local Competition

e Competitor Profiles:
o Detailed descriptions of key local competitors, their product
lines, pricing, and market strategies.
e Market Positioning:
o Comparison of BaiYi's quality, innovation, and
operational efficiency with local competitors.
e Competitive Advantages:
o In-depth analysis of how our local sourcing, production
technology, and customer focus differentiate us.

6.2 International Competition

e Imported Products:
o Evaluation of international brands in the market, their pricing
strategies, and distribution channels.
e Market Impact:
o Discussion of the impact of imported goods on local market
dynamics.
e Strategic Responses:
o Strategies to counteract international competition by
emphasizing local authenticity and superior quality.

6.3 Barriers to Entry and Strategic Opportunities

e Barriers:
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o Regulatory compliance, fluctuating raw material prices, logistics
challenges.
e Opportunities:
o Leveraging modern technology, building robust supplier
relationships, and innovating product lines.
e Mitigation Strategies:

o Detailed contingency plans and risk management measures.
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7. ORGANIZATION AND MANAGEMENT STRUCTURE

7.1 Organizational Chart and Reporting Lines

e Hierarchy Overview:
o Detailed organizational chart including Board of Directors, CEO,
COO, CFO, CMO, CTO, and key managers.
e Reporting Lines:
o Explanation of communication channels and decision-making
processes.
e (Governance:
o Overview of internal controls, compliance measures, and audit
procedures.

7.2 Management Team Profiles and Roles

e CEO:
o Visionary leadership, strategic planning, stakeholder
engagement.
e COO:
o Operational excellence, process optimization, production
management.
e CFO:
o Financial planning, budgeting, risk management, and investor
relations.
CMO & CTO:

o Marketing strategies, technological integration, and innovation.

Detailed Biographies:
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o Profiles of key management members, their experience, roles,

and contributions to the company’s success.

7.3 Salaries Forecast and Staffing Plan

e Staffing Overview:

o Detailed headcount projections for management, skilled labor,

and unskilled workers.
e Salary Structures:
o Competitive salary ranges (TShs 2,600,000-3,000,000 per
month for top executives) and incentives.
e Recruitment Strategies:
o Plans for hiring, training, and retaining talent.
e Cost Analysis:

o Forecast of monthly and annual salary expenditures and cost

control measures.
o Salary Forecast Section:

o Detailed breakdown of salaries for all key positions, including
the total monthly and annual expenditures for both skilled and
unskilled labor.

o Inclusion of gender distribution and a detailed projection table
over three financial years.

o Marketing Strategy:

o A full marketing plan that covers market research and analysis,
target market identification, product strategy, pricing,
distribution, promotion, sales strategy, branding, and
sustainability initiatives.

o Timeline, budget considerations, and monitoring and evaluation

plans.
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o Market Research Analysis:

o A structured plan outlining research objectives, key questions,
data collection methods (both primary and secondary), target
markets, timeline, and budget.

o Detailed analysis and reporting process to continuously refine
our market approach.

e Financial Plan:

o Capital requirements, key assumptions, and detailed financial
projections (including cash flow, balance sheet, and profit and
loss statements) for a five-year period.

o Break-even analysis, sensitivity analysis, and a clear outline of

financing activities.

e Expansion and Diversification:
o Long-range goals, diversification strategies (e.g., adding new
services and product lines), and a milestone schedule with key
dates and responsible parties.
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7. ORGANIZATION AND MANAGEMENT STRUCTURE

7.1 Organizational Chart and Reporting Lines

Bai Yi Investment Company Limited is structured to ensure clear
accountability, efficient decision-making, and smooth operations across all
functions. Below is a detailed description of the organizational hierarchy:

Board of Directors

e Role: Sets strategic direction and overall policy, monitors company
performance, and ensures adherence to governance standards.

e Compensation: Typically compensated through stipends and/or profit-
sharing rather than fixed salaries.

Executive Management Team:

e Chief Executive Officer (CEO):

o Role: Overall leadership, strategic planning, and stakeholder
engagement. Responsible for steering the company toward its
vision and ensuring the integration of all functional areas.

o Reports to: Board of Directors.

e Chief Operating Officer (COO):

o Role: Manages day-to-day operations, including production,
logistics, and supply chain. Ensures efficiency and process
optimization.

o Reports to: CEO.

e Chief Financial Officer (CFO):

o Role: Oversees financial planning, budgeting, and reporting.
Manages investor relations and ensures the company’s
financial sustainability.

o Reports to: CEO.
18



e Chief Marketing Officer (CMO):
o Role: Leads marketing strategy, branding, market research,
and customer relationship management.
o Reports to: CEO.
e Chief Technology Officer (CTO):
o Role: Manages technology strategy, process automation, and
innovation in production and product development.
o Reports to: CEO.

Key Functional Managers:

e Human Resources (HR) Director:

o Role: Oversees recruitment, training, employee engagement,
and compliance with labor laws.

o Reports to: COO.

e Production Manager:

o Role: Supervises the bakery production process, ensuring
quality, efficiency, and safety in the manufacturing of plastics
products.

o Reports to: COO.

e Processing Manager:

o Role: Focuses on the production of additional product lines
such as candy, chips, and snacks, ensuring consistent quality
and adherence to recipes.

Reports to: COO.
Supply Chain Manager:

o Role: Manages logistics, warehousing, and the procurement of
raw materials, ensuring a seamless flow from suppliers to
production.

o Reports to: COO.
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Sales Manager:

o Role: Drives sales strategy and manages the sales team,
expanding market penetration and building relationships with
distributors and retailers.

o Reports to: CMO.

Export Manager:

o Role: Focuses on managing international sales, particularly in
target markets like China, ensuring compliance with export
regulations and market demands.

o Reports to: Sales Manager.

e Research and Development (R&D) Manager:
o Role: Leads initiatives to innovate product offerings, improve
recipes, and enhance production processes.
o Reports to: CTO.
Quality Control (QC) Manager:
o Role: Ensures that all products meet established quality and

safety standards through rigorous testing and compliance
procedures.
o Reports to: Processing Manager.

IT Manager:

o Role: Oversees IT infrastructure, data management, and
cybersecurity, ensuring that technology supports all business
operations effectively.

o Reports to: CTO.

7.2 Detailed Roles and Responsibilities
Board of Directors:

e Provide overall strategic guidance and oversight.
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CEO:

COO:

CFO:

CMO:

Approve major investments, budgets, and key policy decisions.
Monitor the performance of the executive team and hold them
accountable.

Develops and implements the company’s strategic plan.

Serves as the primary spokesperson for the company.

Coordinates with all functional heads to ensure unified execution of
company goals.

Implements operational strategies to improve efficiency and
productivity.

Oversees production, supply chain, and logistics functions.

Ensures compliance with safety and quality standards across
production facilities.

Manages the company’s financial health, including budgeting,
forecasting, and reporting.
Liaises with external financial institutions and investors.

Implements financial controls and risk management measures.

Develops marketing strategies to increase brand awareness and
market share.

Oversees market research initiatives and adjusts strategies based on
consumer trends.
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e Manages advertising, promotional campaigns, and digital marketing
efforts.

CTO:

e Identifies and implements technology solutions that enhance
operational efficiency.

e Leads the innovation strategy, ensuring continuous improvement in
production and product development.

e Manages the integration of new technologies and maintains IT

infrastructure.
HR Director:

e Implements effective talent acquisition and retention strategies.

e Develops training programs and performance management systems.

e Ensures employee compliance with labor regulations and company
policies.

Production & Processing Managers:

e Ensure that production targets are met without compromising on
quality.

e Optimize production schedules and manage workflow.

e Monitor maintenance and upgrade production equipment as
hecessary.

Supply Chain Manager:

e Develops and maintains strong relationships with key suppliers.

e Manages inventory and ensures a steady supply of raw materials.

e Coordinates with logistics partners to ensure timely delivery of
products.
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Sales and Export Managers:

e Develop robust sales channels both locally and internationally.

e Set sales targets and monitor the sales performance of teams.

e Handle export logistics and ensure compliance with international
trade regulations.

R&D Manager:

e Drives product innovation by researching market trends and new
technologies.

e Collaborates with culinary experts and academic institutions to
enhance product offerings.

e Oversees pilot projects and scales successful innovations to full

production.
QC Manager:

e Implements comprehensive quality assurance protocols.

e Monitors product testing processes and ensures compliance with
safety standards.

e Investigates and resolves quality issues promptly.

IT Manager:

e Manages the company’s IT systems, ensuring seamless
communication and data management.

e Protects company data through robust cybersecurity measures.

e Supports the integration of technological solutions in all departments.
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7.3 Communication and Reporting Lines

e Vertical Reporting: Each functional manager reports directly to their
respective executive (e.g., COO, CFO, CMO, CTO), who in turn
report to the CEO.

e Horizontal Collaboration: Regular cross-departmental meetings are
held to ensure coordinated efforts across production, marketing,
finance, and R&D.

e Performance Reviews: Monthly and quarterly performance reviews
are conducted to track progress, address challenges, and adjust
strategies as needed.

Milestone Target Responsible
Date Person/Group
Finalize Business Plan & Capital January Shareholders
Investment 2026
Business Registration & January Shareholders
Licensing 2026
Recruiting Key Management & February HR/Shareholders
Staff 2026
Training & Orientation Programs March HR/Shareholders
2026
Facility Setup & Equipment March Operations/Technical
Installation 2026 Team
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Soft Launch & Opening of
Business

Initial Marketing & Brand
Launch

First Quarter Business Operations
Review

Mid-Year Market & Performance
Review

Annual Activities Review &
Strategic Planning

Preparation for Expansion Phase
(Planning for New Branch)

April 2026

April 2026

July 2026

August
2026

December
2026

December
2026

All Departments

CMO/Marketing
Team

Management
Team/CEO

Management
Team/General
Manager

Management/Shareho
Iders

Shareholders/CEO
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8. MARKETING STRATEGY

8.1 Integrated Marketing Plan

e Campaign Objectives:
o Brand building, lead generation, customer acquisition, and
retention.

e Tactical Approaches:
o Detailed breakdown of marketing channels (digital, print,
outdoor, event sponsorships).

e Budget Allocation:
o Estimated budgets for each channel, ROI targets, and
contingency funds.

8.2 Digital, Traditional, and Direct Marketing

e Digital Marketing:
o Strategies for SEO, social media campaigns (Facebook,
Instagram, LinkedIn), PPC, and influencer partnerships.

e Traditional Marketing:
o Radio, print ads, billboards, and trade show participation.

e Direct Marketing:

o Email marketing campaigns, loyalty programs, and targeted

direct mail.
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8.3 Branding, Positioning, and Promotional Activities

e Brand Identity:
o Development of a unique brand story, logo, and visual identity
that resonates with consumers.

e Positioning Strategy:
o How Bai Yi is positioned as a premium yet affordable brand that
emphasizes local heritage and modern innovation.

e Promotional Calendar:
o A detailed timeline of product launches, seasonal promotions,

and community engagement events.
e Measuring Effectiveness:

o KPIs including social media engagement, conversion rates, and
customer feedback loops.
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9. OPERATIONS PLAN

9.1 Production Facilities and Process Flow

e Facility Overview:
o Description of the production plant, layout, zoning for different
production stages, and capacity.
e Process Flow:
o Step-by-step outline from raw material receiving to final
packaging.
e Technology Utilization:
o Details on automation, safety protocols, and continuous
process improvements.
e Environmental Considerations:
o Waste management, energy efficiency initiatives, and
sustainable practices.

9.2 Supply Chain, Raw Material Sourcing, and Logistics

e Raw Material Sourcing:
o Long-term contracts with local suppliers.
e Logistics Strategy:
o In-house fleet and third-party logistics partnerships ensuring
timely deliveries.
e Inventory Management:
o Use of ERP systems to monitor stock levels, minimize waste,
and optimize ordering cycles.
e Contingency Plans:
o Backup suppliers and logistics plans for handling supply
disruptions.
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9.3 Distribution and After-Sales Services

e Distribution Network:
o Detailed distribution channels covering urban centers and
remote areas.
e Retail Partnerships:
o Agreements with supermarkets, convenience stores, and
specialty plastics outlets.
e After-Sales Support:
o Customer service protocols, product feedback loops, and

quality assurance follow-ups.
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10. FINANCIAL PLAN

10.1 Capital Requirements, Funding, and Assumptions

e Initial Funding:

o Total share capital of TShs 1,300,000,000.00 fully provided by

shareholders.
e Assumptions:

o Stable raw material costs, steady demand growth of
approximately 10% per year, fixed employee salaries for the
first three years, and no drastic regulatory changes.

e Funding Strategy:

o Future equity injections and potential debt financing as the

company scales.
e Cost Breakdown:

o Detailed allocation of funds across plant setup, machinery,

working capital, marketing, and operations.

10.2 Detailed Financial Projections

e Profit and Loss Forecast:

o Projections for revenues, cost of goods sold, operating
expenses, depreciation, interest, taxes, and net profit over a
five-year period.

e Balance Sheet Projections:
o Asset growth, liabilities management, and equity evolution.
e (Cash Flow Projections:

o Operating, investing, and financing activities with an analysis of

liquidity and break-even timelines.
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Assumptions

In calculation and estimating these costs and financial statements of the business,
the following assumptions were made into consideration: ~

vi.

Vii.

viii.

Xi.

Xii.

Employees contracts are in one year basis, thus employees’ salaries are
fixed costs

Rent are to be paid annually because the company does not own the
premises

No massive inflation will occur within year

Security services are paid in one year basis

Sales revenue will be increasing yearly by 10%

Cost of sales will increase by 10%

There will be no change of government regulations that will affect business

Financial year of the company starts on 1st December and end on 31st
November every year.

Salary will remain fixed for three years
All transactions will be in made in Tanzania Shillings and US Dollars
Sales will be at maximum production capacity

Shareholders will not take dividends for first three years.
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The capital required in running the business illustrated in
following tables:~

INVESTMENT BREAKDOWN  US% TSHSM

Land/Building ...>5.000,000/- =
Plant .227,000,000/-
Vehicles ....307,000,000/-
Furniture & Fittings ... 48,573,500/
Pre-€xpenses 47,546,500f

Others ...20,000,000/ .
Working 294,:880,000/-
Capltal ..................

the
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10.3 Break-even Analysis and Financial Ratios

e Break-even Point:
o Calculation of the sales volume required to cover fixed and
variable costs.
e Financial Ratios:
o Key metrics such as Gross Margin, Operating Margin, ROI, and
Debt-to-Equity ratios.
e Sensitivity Analysis:
o Examination of financial resilience under different market

scenarios.

Projected Financial Statement:

Year 2026/27 2027/28 2028/29 2029/30 2030/31

Cash Flows from

Operating

Activities

Net Income (Loss) - - -90,000,000 10,000,000 120,000,00
(TZS) 328,000,000 200,000,00 0

0
Adjustments for

Non-Cash Items:

Depreciation (TZS) 80,000,000 90,000,000 100,000,00 110,000,00 120,000,00
0 0 0

Changes in
Working Capital:
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Inventory (TZS)

Accounts
Receivable (TZS)

Accounts Payable
(TZS)

Other Current
Assets (TZS)

Other Liabilities
(TZS)

Net Cash from
Operating
Activities (TZS)

Cash Flows from
Investing Activities

Purchase of
Property, Plant,
and Equipment
(TZS)

Net Cash from
Investing Activities
(TZS)

Cash Flows from
Financing
Activities

Short-term Loans
(TZS)

Long-term Debt
(TZS)

Paid-in Capital
(TZS)

100,000,000

100,000,000

150,000,000
-50,000,000

100,000,000

248,000,000

600,000,000

600,000,000

200,000,000
400,000,000

500,000,000

-10,000,000

-10,000,000

10,000,000

-10,000,000

20,000,000

110,000,00
0

100,000,00
0

100,000,00
0

-20,000,000

-20,000,000

10,000,000

-10,000,000

-10,000,000

10,000,000

-10,000,000

20,000,000

10,000,000

100,000,00
0

100,000,00
0

-20,000,000

-20,000,000

10,000,000

-20,000,000

-20,000,000

20,000,000

-20,000,000

30,000,000

110,000,00
0

120,000,00
0

120,000,00
0

-20,000,000

-30,000,000

20,000,000

-20,000,000

-20,000,000

20,000,000

-20,000,000

30,000,000

230,000,00
0

120,000,00
0

120,000,00
0

-20,000,000

-30,000,000

20,000,000
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Projected
Cash Flow
Statement
Projected
Balance
Sheet

Year

Assets

Cash and
Cash
Equivalents
(TZS)

Inventory
(TZS)

Property,
Plant, and

Equipment (net

of
depreciation)
(TZS)

Accounts
Receivable
(TZS)

Other Current
Assets (TZS)

Net Cash from
Financing
Activities (TZS)

Net Increase
(Decrease) in
Cash and Cash
Equivalents (TZS)

Cash and Cash
Equivalents at
Beginning of Year
(TZS)

Cash and Cash
Equivalents at End
of Year (TZS)

2026/27

200,000,000

100,000,000

600,000,000

100,000,000

50,000,000

1,100,000,0

00

-30,000,000

252,000,000 -

252,000,000

2027/28

50,000,000

110,000,000

620,000,000

110,000,000

60,000,000

240,000,00

0

252,000,00

0

2028/29

60,000,000

120,000,000

640,000,000

120,000,000

70,000,000

12,000,000

120,000,00

0

12,000,000

108,000,00

0

2029/30

70,000,000

140,000,000

680,000,000

140,000,000

90,000,000

-30,000,000

-30,000,000

-40,000,000

108,000,00
0

148,000,00
0

2030/31

90,000,000

160,000,000

700,000,000

160,000,000

110,000,000

-30,000,000

80,000,000

148,000,00
0

-68,000,000
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Total Assets
(TZS)

Liabilities

Accounts

Payable (TZS)

Short-term
Loans (TZS)

Long-term
Debt (TZS)

Other
Liabilities
(TZS)

Total Liabilities

(TZS)

Equity

Paid-in Capital

(TZS)

Retained

Earnings (TZS)

Total Equity
(TZS)

Total Liabilities

and Equity
(TZS)

1,050,000,0
00

150,000,000

200,000,000

400,000,000

100,000,000

850,000,000

500,000,000

300,000,000

200,000,000

1,050,000,0
00

950,000,000

160,000,000

180,000,000

380,000,000

120,000,000

840,000,000

510,000,000

300,000,000

210,000,000

1,050,000,0
00

1,010,000,0
00

170,000,000

160,000,000

360,000,000

140,000,000

830,000,000

520,000,000

310,000,000

220,000,000

1,050,000,0
00

1,120,000,0
00

190,000,000

140,000,000

330,000,000

160,000,000

820,000,000

540,000,000

240,000,000

300,000,000

1,120,000,0
00

1,220,000,0
00

210,000,000

120,000,000

300,000,000

180,000,000

810,000,000

560,000,000

150,000,000

410,000,000

1,220,000,0
00
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Projected Profit and Loss Statement

Year

Revenue and
Expenses
(TZS)

Revenue
(TZS)

Expenses
(TZS)

Salaries

Cost of Goods
Sold (COGS)

Operating
Expenses

Depreciation

Interest
Expenses

Taxes

Total
Expenses
(TZS)

Net
Profit/Loss
(TZ2S)

2026/27

1,200,000,0
00

738,000,000

500,000,000

160,000,000

80,000,000

40,000,000

10,000,000

1,528,000,0
00

328,000,000

2027/28

1,500,000,0
00

750,000,000

600,000,000

200,000,000

90,000,000

40,000,000

20,000,000

1,700,000,0
00

200,000,000

2028/29

1,800,000,0
00

750,000,000

700,000,000

250,000,000

100,000,000

40,000,000

50,000,000

1,890,000,0
00

-90,000,000

2029/30

2,000,000,0
00

780,000,000

800,000,000

280,000,000

110,000,000

30,000,000

90,000,000

2,090,000,0
00

-90,000,000

2030/31

2,200,000,0
00

800,000,000

900,000,000

300,000,000

120,000,000

30,000,000

110,000,000

2,260,000,0
00

-60,000,000
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11.EXPANSION, DIVERSIFICATION, AND MILESTONE SCHEDULE
11.1Long-Range Goals and Growth Strategy (Pg. 49)

e Geographic Expansion:

o Plans for establishing additional production facilities and
distribution hubs across Tanzania and eventual regional
expansion.

e Market Penetration:

o Strategies to increase market share through product innovation,

enhanced marketing, and customer engagement.
e Sustainability and Community Impact:
o Initiatives for local community development, employment
generation, and environmental stewardship.

11.2Diversification Plans and New Product Lines (Pg. 49)
e Product Diversification:

o Introduction of health-oriented, organic, and gluten-free
products based on consumer trends.
e Service Expansion:
o Potential for value-added services such as catering, ready-to-
eat meal offerings, and packaged snack subscriptions.
e R&D Investments:
o Continuous investment in research to explore new flavors,
recipes, and production techniques.

11.3Milestone Timeline and Key Performance Indicators (Pg. 50)

e Short-Term Milestones:

o Business registration, facility setup, initial hiring, and production

launch (Q2—-Q3 2025).
Mid-Term Milestones:

o Market entry and brand establishment, achievement of break-

even, and initial expansion planning (Q4 2025-Q2 2026).
Long-Term Milestones:
o New branch openings, diversification of product lines, and
increased market share targets (From Q3 2026 onward).
o KPIs:
o Sales volume, market share, customer satisfaction scores,
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production efficiency, and financial performance metrics.
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