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EXECUTIVESUMMARY
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Kavu Afrika is a pioneering

company committed tfo

combatting food insecurity in

South Africa and globally

through innovative solutions.

Specializing in the production

of high-quality dehydrated

foods, our goalis to bridge the

gap in food security by

implementing efficient

. management practices,

- targeting a monthly vyield

 exceeding R30,000. We seek

4 agrantof R350,000 to support

4 4 our startup costs from public

and private sector, oullined

comprehensively in our

business plan and financial
projections.

Located in the vibrant city of
Durban, KwaZulu-Natal in
South Africa. Kavu Afrika is a
dynamic food dehydration
business that is yet to operate
on an international scale. We
are proud to distribute, sell
and manufaciure a diverse
range of products, including
dehydrated fruits,
) vegetables, grains, herbs and
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What sets our products apart fro
the competition is ou
commitment to natural,
preservative and additive-free
food. We believe in providing our
customers with healthier choices,
and our unique dehydration
process ensures that the
nutritional value of the food is
maintained. Unlike other methods
that can strip away essential
nutrients, cur process keeps the
goodness in. Moreover, we pride
ourselves on our affordable
pricing, making healthy food
options accessible to a wider
range of consumers.

We source our products directly
from local farmers, ensuring the
freshest ingredients and
supporting our local economy.
We offer a wide range of
dehydrated foods, from fruits and
vegetables to meats, providing a
one-stop shop for all your healthy
food needs. Our commitment to
affordability means that we strive
to make our products accessible
to a wider range of consumers,
making healthy eating a viable
opfion forall.
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Pmducﬂan{lnﬁﬁ{éﬁ%h@eﬁwem:
“Deseription:
Oversee the production process; manage raw materials, and ensun
inventory management.

~Responsibilities: )
Supervising production lines, maintaining quality conirol, managing stockl
levels, and coordinating with suppliers.

Administration/Facility Management:
-Description: Manage day-lo-day operations and maintain the facility.
Responsibilities:
Overseeing administrative tasks. ensuring the facility is well-maintained,
handling logistics, and ensuring compliance with regulations.

3Human Resources:
-Description: Manage recruitment, fraining, and employee relations.
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Finance/Accounts:
-Description: Handle financial planning, record-keeping, and reporting.
-Responsibilities: Managing budgets, processing transactions, financial
reporting, and ensuring compliance with financial regulations.

Marketing/Sales:
- Description:
Develop and implement marketing strategies and manage sales activities.
-Responsibilities:
Creating marketing campaigns, managing social medid, developing sales
strategies, and maintaining customer relationships.

Public Relations and Branding:
-Description:
Manage the company's public image and branding efforts.-Responsibilities:
Cutsourcing graphic design. managing public relations, and ensuring
consistent branding across all platforms.




71/ i Ngobile Monde Shongwe,

a seasoned advocate in youth
empowerment, administration,
and call center operations. With
over 6 years of experience, she
brings strategic vision,
administrative finesse., and
international customer service

‘. proficiency.
W Her tech- savvy approach and NQOBILE SHONGWE
< "'--.:f'::a- leadership skills ensure the Chief Executive Officer

U Y success of the business in youth
e empowerment and community

v impact.
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Ouergees overal] operafiong and glafeay

Production Department: 1|
- Production Manager | h
- Part-time non/semi-skilled workers (8} | \

Administration/Facility Department:
- Administration/Facility Manager "
-Administrative staff

(part-time) (2)

Human Resources Department:
-Human Resources Manager
-HR assistants (part-time) (1)

Finance/Accounts Department:
-Accountan! (Outsourced Service)
-Finance assistants (part-time)(1)
/Sales Department:
- Marketing Manager
- Sales representatives

(part-time) (3)

Public Relations and Branding:
-Qutsourced to a graphic design company.
ROLES AND RESPONSIBILITIES

CEOQ:

-Oversees the entire business operation, strategic planning, and decision-
making.

-Ensures the company's vision and mission are achieved.,

-Manages high-level partnerships and investor relations.

Production Manager:
-Manages production processes, ensures quality control, and oversees
inventery management.

Administration/Facility Manager:
-Handles daily administrative operations and ensures the facility is well-
maintained and compliant.

Human Resources Manager:
~-Maridges recruitment, employee fraining, and relations.

Accountant:
-Oversees financial planning, budgeting. and campliance.

Marketing Manager:
- Develops and implements marketing strategies and manages sales
activities. '
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MANAGEMENT QUALIFICATIONS (1 - \J ’
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Cwelificolions / Expeitise — | B =
1.Preduction Manager:
-Qudilifications: Degree in Industrial Enﬁneenng or a related field.
en

-Experfise: Experience in production management and quality control.
-Responsibilities: Overseeing the entire production process, ensuring effici
and quality.

2. Administration/Facility Manager:

-Qualifications: Degree in Business Administration or a related field.
-Expertise: Experience in facility management and administrative operations.
-Responsibilities: Managing daily operations, facility maintenance, and

 logistical support.

3.Human Resources Manager:

- Qualifications: Degree in Human Resources Management or a related field.,
-Expertise: Experience in recruitment, fraining, and employee relations.
-Responsibilities: Managing recruitment. employee training. and workplace
relations.

4 Accountant:

-Quualifications:

Degree in Accounting or Finance.

-Experfise: Experience in financial management and reporting.
-Responsibilifies: Managing finances, budgeting, and financial compliance.

5.Marketing Manager:

-Qudlifications: Degree in Markefing or a related field.

-Experfise: Experience in developing marketing strategies and managing
sales.

-Responsibilities:

Creating marketing campaigns. managing social media, and developing
sales strateqgies.
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Dehydration, a fime-testegd
moisturefromfood,extendingshelfifeand
focus on dehydrated fruits, vegetables,

providing a rang&;ﬂfﬁ@@‘r& ng ophons: .
=t Ilj‘ -

cremoves TR B
ingiransporiationcosts. We '
8, spices, meat, and fish,

DRIED HERBS & SPICES

Chili Powder
Rosemary

Thyme

Black Pepper

White Pepper
Coriander

Basil

Parsley

Organic Chicken Spice
Organic Seafood Spice
Organic Beef Spice
Chicken Stock Cubes
Beef Stock Cubes
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DRIED FRUITS & VEGETABLES

Apples and Apricots
Pears and Peaches
Prunes and Cranberries
Blueberries
Strawberries &
Blackberries.

Dried Cabbage and Carrots
Mixed Vegetables and
Squash

Garlic and Ginger
Chillies and Peppers.

DRIED MEAT/SEAFOQD

Dried Prawns

Dried Shrimp

Dried Catfish

Dried Angel Fish

DryWors

Dried Beef/Chicken/ Goat

GRAINS AND GLUTEN FREE
FLOURS

= & = &

Brown Rice and Barley grain/
Flour

Lentils and CousCous
grain/Flour

Oats and Sorghum fine/rough
Yam Flour

Plantain / Burro Banana Flour
Cassava Flour




Industry Background
The dehydrated food market is segmented b {J echnology, including sp
dried, freeze-dried, vacuum- dried, sun-ﬁtn , %ﬂ hot air-dried memog’

Kavu_Africa embraces modern ’reshﬁg&og while re::agnmng i‘heﬂaﬁ
traditional benefits of sun drying.

PROBLEM IDENTIFICATION | , :. .:'.w

Addressing Tood Tngeenrily | ', [1
South Africa faces challenges in food production exacerbated by issues )
such as load shedding( shortage of electricity during scheduled hours). Ku
Africa's innovative solutions, including shelf-stable dried fish and dehydrcfe
foods, aim to provide accessible, nutritious options, especially during

disruptions.

Slrendiling & Opporfunities

I Technology: Leveraging existing, easily accessible drying methods and
an interactive App systems available for our use.

2. Procduct: Reduction of faod losses, improved diets, and diversified
income saurces for farmers.
3. Market: Empowering farmers to set prices, targeting diverse consumer

segments, and addressing gaps in catering to specific dietary requirements

QPPORTUNITY

Healltn Geclor (allafrovalion

Collaborating with the hedlth sector, Kavu Africa targets improved nutrition
for chronic patients by replacing genetically modified ingredients with
healthier alternatives like cassava and yam, aligning with the growing
demand for organic and natural food products.

THE SOLUTION
Drgive Food Troduce for Suslamable fnpnel”

Kavu Afrika's atmospheric forced-air dryers offer a practical solufion to
prevent food loss, create value, and positively impact seasonal food
insecurity. The model emphasizes empowering small-scale farmers
economically, socially, and intellectually.

TARGET GROUPS

Farivers

Small/medium-scale rural farmers, predominantly youth and women, with
access to a simple mobile phone, are targeted for collaboration through
farmer cooperatives.
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PARTNERS AND SUPPLIERS W

Ll I| !
Kavu Africa is actively seeking partnerships with agricultural institutions, . ﬁ
NGOs, and private/public sectors to contribute to and benefit from this
ransformation project.

The company alse aims to purchase land and build facilities for dehydrating -
and packing wholesale production. Through community engagement, Kavu

Afrika will employ local residents for behind-the-product operations, fostering
sustainable growth and development in the region.

Molweni's location presents an ideal cpportunity for Kavu Afrika to leverage
natural resources and the local workforce. The company intends fo
construct strategically designed facilities o optimize efficiency and
accommaodate future expansion. By involving the community in harvesting,
processing, and packaging. Kavu Afrika aims to empower individuals
through skills development and training programs.

Environmental sustainability is a priority for Kavu Afrika, and the company
plans to implement eco-friendly practices. such as responsible water usage,
waste management, and energy efficiency. Through these practices, Kavu
Afrika aims to minimize its environmental footprint and contribute to the
preservation of the local ecosystem.

Establishing operations in Molweni will lead to job creation, skill development,
and increased purchasing power within the community, thereby enhancing
the overall guality of life. Kavu Afrika is committed to making a positive
impact in the region by supporting economic growth and uplifting the lives
of its residents,

In summary, Kavu Afrika’s plan invelves purchasing land, constructing
facilities, engaging the community, implementing sustainable practices, and
stimulating economic development in Molweni. Through these initiatives, the

company aims to build a thriving business while contributing to the
sociol-economic well-being of the local community,




Competitor Analysis 4 Y
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Direct Competitors: Established healih fo ad s fBres und'bruﬂds'-'ﬂgﬁari ' .
natural produce and deh: d
Indirect Competitors: Conventional supﬁer 1al

COMPETITOR PRODUCT AND S.EE-WEE’DFFER

Established Health Food Stores: Natural produce, organic products, 4|
range of dietary-specific options, Conventional Supermarkets: Wide rnﬁge
food products, including some natural and organic options.

Competitive Advantages and Disadvantages

) Health Food Stores:

Advantages: Established customer base, brand recognition, perceived high
qugality. Disadvantages: High prices, limited diversity in dietary-specific
products.

. Conventional Supermarkets:

Advantages: Wide product range, lower prices, convenience,
Disadvantages: Less focus on organic and natural products, lower perceived
quality.

. Custormer Segments Focused On

Health Food Stores: Health-conscious consumers, individuals with specific
dietary needs. Conventional Supermarkets: General consumers, price-
sensitive shoppers.

° Probability of New Enfrants

The market for dehydrated foods and natural produce is growing, presenting
a medium probability of new entrants, parficularly small-scale,niche brands
focusing on organic and health foods.

. Potential New Competitor/Market Entrants Smallscale organic brands.
Online health food retailers.

® Barmriers to Market Enfry
The barriers to market entry are medium to high, including:

. Initial capital investment for technology and facilities.

. Building brand recognition and customer frust.

. Navigating regulatory requirements for food safety and organic
cerfification,




Cost for Customer Switching

The cost for a customer to swifch to cmmpe medium, as consume
may be price-sensifive but also loyal to tﬂ'ﬁl&dﬂ offer trusted quahw
specific dietary options. ‘-1-

Achieving Customer Loyalty _ _ _
. 'I".“
. Product Quality: Ensure high-quuhw nutritious, and diverse prcidqct 'I
offerings. 1 ‘
|'
. Pricing Strategy: Competitive pricing to make natural and healthy
products accessible,

3 Customer Engagement: Regular interaction and feedback channels =
to understand and meet customer needs.

. Brand Values: Emphasize sustainability, community impact, and health
benefits.

. Convenience: Develop an easy-to-use app for product information
and purchasing.

By focusing on these strategies, Kavu Afrika aims to build strong customer
loyalty and ensure, that customers always prefer its products and services
over competitors.




OPERATIONS PLAN

Patents and Permits/Licenses Reguired: - ‘Q
"

h &ge logo. Qfﬂ

-Trademark registration for the name "K@‘ru
“Trademarks for packaging designs unéﬁagaﬁﬁ,
-Food production and safety licenses from re}evam local uutharﬁtas. .
-Environmental compliance cerfificates for sustainable practices. o %
-Business operation permits for the rural settlement in Molweni, B W\
KwaZulu-Natal. - |

Material Resources:
-Raw Materials: Fresh produce sourced through TradefarAfrica, which
procures suitable farmers for us.

-Packaging Materials: Qutsourced to ensure eco-friendly and sustainable
packaging solutions.

-Equipment: Necessary for food dehydration, packaging, storage, and
administrative operations, including:

. Dehydrators

Packaging machines

Storage units

Office equipment for administrative tasks

-Physical Assets: Operafional facilities including production buildings, storage
areas, and administrative offices.

-Human Resources: Packers. scanners, cleanears, administrative staff, and
agricultural experts. Key Resources:

-Cerfificafions: Food safety and envircnmental certifications fo assure
customers of product quality and sustainability.

-Knowledge: Training programs in hydroponic farming and sustainable
agricultural practices.

-Intangibles: Trademarked branding elements and a strong public relations
strategy. Delivery of Product:
From Production to Consumption:

-Praducts are preduced and packaged at our operational facility.

-Distributed through online platforms. supermarkets, health food stores, and
farmers' markets.

-Partner with eco-conscious retailers to ensure wide and sustainable
distribution. Suppliers and Relationships:
-Fresh Produce Suppliers: Sourced through TradeforAfrica.
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Packaging Suppliers: Outsourced to ensure the use of eco-friendly
materials.
- Public Relations and Branding: Manﬂgﬁﬁ % an oufsourced Qmphﬁ’:
design company. Distribution and &genfs \
- Key distributors include online pmﬁom ShQBSermurkeh health fi::-rmd‘
sfores, and eco-conscious refailers. _

-We maintain strong relationships with our suppliers and distributors ﬁwugh
regular communication and mutual agreements focused on sustainability.
and fair trade practices. AR

A
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Operational Team:

-Our team consists of packers, scanners, cleaners, and administrative staff
who ensure smooth cperations.

-We believe in the sharing of wealth and distribution of services, providing
employment and skill development opportunities to the local community.

By aligning our operations with sustainable practices and community
development, Kavu Afrika aims to create a positive impact both
environmentally and socially, fostering growth in the rural econemy while
delivering high-gquadlity products to our customers.
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SW.OT Analysus

Kavu Afrika's innovative approach, camFﬁI{rmanT to sustaingbility, cm;ei
strategic alliances position it as a fransiefmative force in the dehydrated |
food market, addressing critical issues and Qreﬁth"\g opportunities for ]asﬁng

impact, .

Strengths

1.Large local and internaticnal market
2.Experienced owner-operator and management \
3.Exiensive network expansion opportunities u B

Opportunities

1.Growing market and export opportunities
2.Diversification info agro-processing

3.Utilizing cheap laboer in the market for economic growth

Weaknesses
1.Limited capital and negotiation power
2.High costs for machinery and operational expenses

Threats
1.Natural disasters affecting plantations
2.Regulatory changes and increased input costs

RISK MANAGEMENT

Risk Management for Kavu Afrika Identified Risks, Likelihood, and Impact
1.Limited Capital and Negotiation Power

-Likelihcod: High

-Impact: High

2.High Caosts for Machinery and Operational Expenses
-Likelihood: Medium
-Impact: High

3.Matural Disasters Affecting Plantations
-Likelihood: Medium
-Impact: High

4. Regulatory Changes and Increased Input Costs
- Likelihood: Medium
- Impact: Medium

Heaith Seed Mix
Dried fruits for breakfos!




RISKMANAGEMENT

By addressing these risks with targeted strat KavuAfrika can stren “ﬁ““u
its rasilience and ensure the susjain rr.:wfh .i_n busrness 5"\"

IDENTIFIED RISKS, LIKELIHOOD, AND IMP““ \ 1', o _F’

1.Limited Capital ond Negotiation Power | o | h | Y

- Likelihood: High - -

- Impact: High v |

2.High Costs for Machinery and Operational Expenses
- Likelihood: Medium
Impact: High

1

3.Natural Disasters Affecting Plantations
Likelihood: Medium
Impact: High

4. Regulatory Changes and Increased Input Costs

Likelihood: Medium

- Impact: Medium MITIGATION STRATERGY

1.Limited Capital and Negofiation Power Strategy

Financial Planning and Fundraising:

Develop a robust financial plan that includes detailed budgeting, cost

forecasting, and financial confrols. Seek investment from local and

international investors, including venture capital, impact investors, and green

finance options.

-Strategic Partnerships:
Form alliances with stakeholders, such as suppliers and local
businesses, to enhance negotiation power and secure better deals on
credit,

-Government Grants and Subsidies:
Apply for government granfs and subsidies aimed at supporting
sustainable agricultural practices and small businesses.

2. H|gh Costs for Machinery and Operational Expenses Strategy
Leasing and Financing Options: Explore leasing machinery instead of
purchasing cutright to reduce initial capital expenditure. Look into
financing options with favorable ferms to spread out the cost.

- Efficiency Improvements: Invest in technology and training to improve
operfional efficiency, thereby reducing long-term operational costs.

- Bulk Purchasing: Negotiate bulk purchasing agreements with suppliers
fo benefit from economies of scale.

4




3.Natural Disasters Affecting Plantations Strategy

-Diversification of Crops and Locations: Diversify the range of crops
grown and consider multiple piuntﬂﬂaﬁﬁ’rgs to spread the risk Df
locdlized natural disasters.

-Disaster Preparedness Plans: Develop cmd lmpiement comprehensive .
disaster preparedness and response pldn&. Tncluding insurance -
coverage for natural disasters.

-Climate-Resllient Practices: Invest inclimate-resiient agricultural prﬂchces*
such as sustainable irigation systems, drought- resistant crop varieties,

and soil conservation techniques. B W

AR
4,Regulatory Changes and Increased Input Costs Strategy o | :
-Monitoring and Advocacy: Stay informed about potential regulatory | u;j
changes and engage in advocacy efforts fo influence favorable
policies for sustainable agriculture. =
-Cost Management: Implement strict cost management practices fo
handle increased input costs efficiently.
-Supplier Diversification: Diversify suppliers to avoid dependence on a

single source and fo better manage cost fluctuations.
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Marketing Analysis
Healthy food that won't cost you an an]',y,_leg. of your conscience!

MARKETING STRATEGY

Global demand for dehydrated fruits is rising, driven by factors like sports
nutrition frends, longer shelf life, and increased focus on healthy, convenient
foods. Kavu Africa positions itself to capitalize on this growth, emphasizing
health benefits, nutritional value, and reduced spoilage.

Our marketing strategy is as unigue as our products. We focus on the health- .
conscious consumer, highlighting the benefits of our preservative and N
additive-free products. Ouwr public relations strategy includes community <~
engagement and support of local farmers, reinforcing our commitment to
sustainable and ethical practices. We also offer competitive pricing in our
marketing strategy. emphasizing affordability alongside health and guadility.




Marketing Plan
Qur team's so green, they mc:k rass look p{:llel

s,
The 7Ps of Marketing iw - w &' v
1.Product: &
-Offer a range of preservative-free, addifive-free food products. L |
emphasizing health benefits. a B
-Utilize 100% biodegradable kraft paper packaging for most pmducfs. L 1 ‘
reducing environmental impact. (No trees were harmed in the maki
of our packaging—well, not foo many!)
-For tightly sealed products, use foil-secaled packets within kraft paper
packaging, ensuring both quality and sustainability.

2.Price:

-Maintain competitive pricing to make hedlthy food options accessible
to all.

-Highlight the value of sustainable packaging in the pricing strategy,
emphasizing the long- term benefits for both the consumer and the
environment. (Healthy food that won't cost you an arm, leg, or your
consciencel)

Pricing Strategy

Kavu Afrika offers a range of food dehydrafion products, with retail prices
ranging from R35 to R150. These products are free from preservatives and
additives, providing a healthy and affordable option for consumers,

The pricing strategy is designed to be competitive, while also ensuring the
sustainability of the business. The products are priced to reflect their quality,
the cost of production, and the value they provide to the consumer.

In addition to retail sales, Kavu Afrika seeks to branch its products at
wholesale prices to other retailers and distributors. This allows the business to
expand its reach and increase its market share. The wholesale pricing is
structured o ensure that both Kavu Afrika and its wholesale partners con
achieve a reasonable profit margin. The specific wholesale prices are
determined based on a variety of factors, including the volume of the order
and the ongoing relationship with the wholesale partner.




MarketingPlan RA
Because sustainability isn't just a buzz d—li' sour way of lifel & =
The 7Ps of Marketing

Ir '-.";| b _||
=0
5.People:

Train staff to be knowledgeable about: fhe E{Jmpﬂn‘f 5 susimndﬁﬂﬁ‘? : )
inifiatives and to effectively communicate them to customers; il §
' L W
-Encourage employees fo embody the company's values by promoting
sustainable practices in their personal lives. {Our feam’'s so green, th
make grass look palel)

4.Planet: -
-Commit to using eco-friendly packaging that decomposes without harming
the environment.
-Reduce the company's carbon footprint by implementing energy-efficient
processes and sourcing ingredients locally. (We're basically tree-
huggers with business cards!]

7 .Process:

-Ensure the production process minimizes waste and maximizes
efficiency.

-Regularly review and improve sustainability practices fo keep up with new
developments and technologies. (Because sustainability isn't just o
buzzword—it's our way of lifel)

8.Physical Evidence:

-Clearly display the eco-friendly nature of the products on all packaging and
marketing materials,

-Use cerfifications and eco-labels to validate the company's commitment fo
sustainability. (Our cerfification? The planet's seal of approvall)

Conclusion:

The proposed green marketing plan for Kavu Afrika aligns with the
company's mission to provide healthy, preservative-free food options while
minimizing environmental impact through sustainable packaging and
practices. By integrating these green strategies into the marketing mix, Kavu
Afrika aims to attract environmentally conscious consumers and establish
itself as a leader in the green food industry.
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Financial Plan
Byinvestinginlandacquisition,operationalfacili
mployment creation, sustainable pfﬂCTICB%f' -
packaging, the company aims to create a flourishing green economv,r Iq.. ¥
positively impacting the Id%[ ammunify. {
However, additional funding of can be cbtained through government. v
grant/financing and bank financing, may be needed to fully: redlize-all the
planned inifiatives L b

Financial Explanation for Kavu Afrika's Start-Up Capital of REEO G%

) -::ﬂmmunlt}fengagemenﬂ&
| stock, and eco-frien

1%
1.Land Acquisition: Bl IL
-Cost: The company intends to use a portion of the start-ug capital to h |
acquire land in a rural settlement in Molweni, KwaZulu-Natal.
-Estimated Expense: Based on market rates and location, the land =
acqguisition may cost approximately R45,000.

2.0perational Facilities:

-Construction: Setting up operational facilities, including buildings for
production, storage, and administratfive offices.

-Equipment: Purchasing necessary eguipment for food dehydrafion,
packaging, and other production processes.

-Cost: Estimated to require R70,000 for construction and R100,000 for
equipment, totaling R170,000.

3.Community Engagement and Education:

-Trdining Programs: Implementing educational programs on hydroponic
farming and sustainable farming technigques for the indigenous
community.

- Qutreach Initiatives:Conducting workshops, providing resources, and
facilitating partnerships with local farmers.

-Cost: Allocate R30,000 for community engagement and education

inifiatives.

4. Employment Creation:

-Hiring: Creating employment opportunilies for local residents, including
administrative staff, production workers, and agricultural experts.

-Salaries and Benefits; Providing competitive wages and benefits o attract
and retain talent,

-Cost: Estimate R70,000 for initial salary expenses.

5.5ustainable Practices and Infrastructure:

-Infrastructure Development: Implementing green infrastructure, such as
renewable energy sources and water-saving systems.

-Training and Implementafion: Educating staff and community members on
sustainable practices and integrating them into operations.
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Future F’Icms&lfv\lteﬁéﬁea

MILESTONES % B
Strategic Market Research Milestone n W

In its first operational year (March 2023 - February 2024}, Kavu Afrika
achieved significant milestones in market research and cusfomer
engagement. Through direct pitching, selling, and utilizing WhatsApp
Business Catalogue, Kavu Afrika sold over 1,500 products to more than 400 gl
customers with 230 documented with receipis on orders above 1kg,
generating gross sales of R52,950. Despite financial constraints and operating
without profit due to reinvestments in market research, the company
focused on understanding the redlistic threats and needs of health-
conscious consumers. Additionally, Kavu Afrika prioritized excellent customer
service by offering flexible delivery options and maintaining continuous
communication, which fostered customer loyalty,

FUTURE PLANS

Quarterly Projected Gross Sales and Budget

For the next two years, Kavu Afrika has ambitious sales and growth targets. In
the second year, the company aims to sell 2,000 units each guarter,
amounting to 28 sales per day in a six-day week cycle. The projected gross
sales for each quarter are R90,000 (R30,000 per month), with an estimated
quarterly budget of R50,000 to achieve these sales. leading to total annual
gross sales of R360,000.

In the third year, Kavu Afrika anticipates a 20% growth, aiming to sell 2,400
units per guarter. The projected gross sales for each quarter are R108,000
(R34.000 per month), with an estimated quarterly budget of Ré0,000, resulting
in fotal annual gross sales of R432,000.

Through strategic market research, product customization, and exceptional
customer service, Kavu Afrika continues o build a loyal customer base and
positions itself for sustainable growth in the competitive market of healthy
food products,
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25 Dorothy Nyembe Street, Durban, 4001, (/
KwaZulu-Natal, South Africa ‘;;i‘-‘“" “,
+27 82 695 8470 | tfff:éz
eMail: kavu_africa@outlook.com




