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Abstract

Startups need to respond to the dynamics in the market to become long-term sustainable. The
project is called From Startup to Scale: Evaluating and Strengthening an Existing Venture and it
analyses the strategic turn of Seachef that is a premium frozen food venture developed out of its

predecessor that was known as Seafood Feast.

The opening of the business was as a raw seafood supplier, but the market analysis established a
significant market niche: the city residents would like to enjoy authentic seafood, but their choice
is greatly hindered by time consuming processes of preparing the dishes, as well as by hygiene
issues. To solve this quandary, the venture rebranded into Seachef as a leading trend setter in the
frozen seafood in the category of Ready-to-Cook (RTC). This report examines the new business
model, which builds on the elements of chef-curated recipes, vacuum-sealed technology, and

hybrid B2B B2C distribution channel to provide restaurant quality convenience at home.

Results show that not only has this value-added practice enabled the brand to be distinguished
against the generic competitors, but also, it has enhanced profit margins and customer
retainment. The research ends with a growth map of expanding operations to large super shops
and looking into or venturing in the Middle East market based on the prospects of being

competitive and financially viable in the expanding frozen food sector.
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Chapter 01

EXECUTIVE SUMMARY & BUSINESS IDENTIFICATION

1.1 Introduction

Over the past few years, fast urbanization, more people are working, and changing lifestyle habits have
also dramatically altered the food consumption behavior of people in Bangladesh and more so in such
metropolitan cities like Dhaka. The food solutions of the modern consumers are also turning towards the
ones that are convenient, healthy, nutritious and more true to taste. This has resulted in a significant
growth in the demand for ready-to-cook (RTC) and frozen food products.

In this new environment, seafood is one of the culturally-important and nutritionally-essential elements of
Bangladeshi cuisine. Nevertheless, depending on conventional methods of preparation of seafood could
be very lengthy, laborious, and inconvenient to the busy families. This unmet need of the consumers and
the available products presents an excellent business opportunity.

Seachef is viewed as a better than average, ready-to-cook frozen seafood product that responds to this
unmet demand with an ingredient-selected, marinated, seafood product offering the taste of Bangladeshi
delicacies with the complexity of cooking recipes removed. The project offers an academic business
implementation plan in a broad fashion to Seachef, making it a market-ready scalable entrepreneurship.

1.2 Business Identification

Business Name: Seachef

Business Nature: frozen seafood manufacturing and distribution (ready-to-cook).
Slaughterhouse-Five industries: Frozen Food and Processed Seafood.

Business Model: B2B and B2C Hybrid.

Geographical Focus: Dhaka Metropolitan Area (first stage)

Ownership Structure: Sole Proprietorship (first phase, which can be extended to the private limited
company).

Seachef is a differentiated value proposition in the growing Bangladesh frozen food industry competing in
the middle ground of food production, food artistry, and the contemporary distribution networks.
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1.3 Background of the Business Idea.

The idea behind Seachef business is a development of a previously formed conceptual business known as
Seafood Feast, which specialized in seafood in general. Observing the market, getting consumer feedback,
and learning by experience allowed developing the concept to a more sophisticated and premium-oriented
brand, Seachef.

The personal experience of the founder in sourcing the seafood, cooking, as well as interacting with the
customers immediately, had helped to discover three things that were incredibly important:

1. Customers cannot just appreciate variety in terms of taste but not authenticity.
2. Time scarcity is the reigning factor in the way it affects the purchasing decisions.

3. Belief in cleanliness, precision of ingredients, and preparation at the level of a chef have  a significant
impact on the readiness to pay.

The founder also spent a time (professional chef training course) to make sure the product has the
integrity and consistency so that Seachef would be able to standardize recipes, have control over portions
and recreate the home style flavors of seafood at scale. This food reputation solidifies the market
penetration of Seachef as a frozen seafood brand that is led by a chef.

1.4 Problem Statement

Although the culture of consumerism of seafood is high in Bangladesh, the current products available in
the market have a number of constraints:

° Preponderance of the frozen seafood products are either raw or semi processed and need
widespread preparation.

° Prepared stuff is prone to the loss of the original flavor.

° Buyers do not have confidence in the quality of ingredients and hygienic production.

) The high-end seafood products (e.g., crab, lobster) can be prepared only to a very limited degree
at home.

Sophisticated consumers with a busy urban lifestyle (those with two incomes and premium hospitality
purchasers) constantly have the same issue:

The way to prepare quality seafood without having to prepare it long or using cooking skills.
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Seachef is directly responding to this issue by offering raw food that is marinated, frozen in ready-to cook
seafood products that offer restaurant-quality results without a lot of effort.

1.5 Solution Offered by Seachef

Seachef provides tailored holdings of frozen and breaded marinated seafood items, which focus on
cooking, but not on cleaning, cutting and seasoning. Each product is:

° Directly acquired among local fishermen.

° Washed and sterilized with cleanliness.

° Marinated with standardized recipes of chefs.

° Frozen and vacuum packed to retain the freshness and taste.

The products will be made to imitate the flavor, texture, and smell of freshly cooked seafood that is made
using the raw materials, and it will not be compromised with respect to quality.

1.6 Product Portfolio Overview

Core Product Line

e Shorshe Ilish

e Doi Shorshe Ilish

e Dry Salted Ilish

e Marinated Breaded Shrimp

eDory fish fillet (Masala, Fry, BBQ) Marinated.
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Premium Product Line
e Crab Fry

e Crab Curry / Masala
e Lobster BBQ

e [obster Bhuna

These are high-end consumer products and hospitality customers that are in search of luxury seafood
experiences without complicated operations.

1.7 Vision, Mission and Core Values.
Vision

To establish oneself in Bangladesh as the most preferred high-quality ready-to-cook seafood brand, with
primitive flavors that are controlled to add modern convenience.

Mission

To ease cooking seafood by offering frozen products that have been curated by chefs that guarantee
quality consistency, hygiene and high taste to both domestic and commercial customers.

Core Values

e Quality Consistency Every batch has the same taste and same accuracy in portions.
e Authenticity: Traditional tastes that have been maintained by professionalism.

e Hygiene and Safety: All the food safety rules are followed strictly.

e Ethical Sourcing: Local fishermen and sustainability.

e Customer Trust: Ingredient and Process Transparency.
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1.8 Distinctive Value Proposition (UVP)

The main differentiation of Seachef is that has standardization model led by its chef which ensures;

e Instead, accurate measurement of ingredients.
e Balanced seasoning
® Repeatable taste outcomes

e Premium sensory experience

Seachef unlike other generic brands of frozen food also fills the discontinuity between home and
restaurant-quality sea foods that were the characteristic of the fusion between the two.

1.9 Business Objectives

Short-Term Objectives (Year 1)

e Create brand presence in Dhaka.

e Attain stable B2C sale using social media.

e Onboard local small super stores and retailers.

Medium-Term Objectives (Years 2 -3)
e Get into a big chain of super shops (Shwapno, Meena Bazar, Agora)
e Acquire B2B agreements with 3-5 star hotels.

e Expand cold-chain logistics
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Long-Term Objectives (Years 4-5)

e Nationwide distribution

o Certification of export products.

e Changing to a limited situational company.

1.10 Chapter Summary

Through this chapter, the Seachef business concept was developed as it developed the market problem,
described the solution, the product portfolio and the strategic vision. It is not only a frozen food
manufacturer, but a scalable entrepreneurial company with a culinary background and consumer-focus
innovation.

The industry environment and market dynamics analysis will be done in the following chapter to further
support the feasibility and growth potential of Seachef in the frozen food industry in Bangladesh.
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Chapter 02

INDUSTRY OVERVIEW & MARKET ANALYSIS

The Frozen Food Industry in Bangladesh consists of several firms that supply consumers with meal
products and services within the country.

2.1 The Frozen Food Industry in Bangladesh

The Frozen Food Industry in Bangladesh is comprised of a number of firms that provide meal products
and services to the consumers in the country.

There has been a consistent growth in the frozen food industry in Bangladesh within the last decade due
to urbanization, increased disposable income and changing tastes and preferences. Generally, frozen foods
used had to be export-oriented and to institutional consumers. Nevertheless, the changing lifestyle of the
consumer has increased domestic consumption of the frozen and ready-to-cook food products.

The major attributes to the Bangladeshi frozen food Industry involve:
e Utilizing the involvement of women in the workforce more.

e Growth of nuclear families

e Growing the outlets and super shops of the modern type.

e Better urban centers cold chain infrastructure.

Despite the fact that frozen chicken, paratha and snacks are the main competitors in the market, there is
still a relatively underdeveloped presence of processed seafood and this will give differentiated players
such as Seachef an opportunity.
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2.2 Consumption Trends of seafood in Bangladesh.

The Geographical accessibility of the seafood, preference of the culture, and the nutritional value give it a
central position in the Bangladeshi cuisine. There are fish like the hilsa, shrimp and the white fish groups
that are eaten in decentralized incomes. Nevertheless, it is difficult to imagine that preparation is more
complex and perishable, so city workers cannot consume it on a regular basis.

Recent trends indicate:

e Increased demand of the value-added products of seafood.

e The taste towards cleaned, portioned and marinated fish.

e Here will be the willingness to pay a premium to hygiene and taste consistency.

e More non-traditional seafood exploration by the higher-income consumers such as crab and lobster.

The trends make Seachef ready-to-cook model viable especially in the urban and premium segments of
Dhaka.

2.3. Ready to cook (RTC) Food Market

A sub-product of convenience food has developed into the ready-to-cook subcategories which
compromise simplicity of cooking with perceived freshness and health. In comparison to ready-to-eat
foods, RTC foods enable individuals to prepare meals without the need to spend a lot of time and give
them the opportunity on how to serve the food and sustain its freshness.

The main drivers to RTC market are:

e Lack of time among the working people.

e Green awareness of food safety and hygiene.

e Have home cravings of restaurant-quality food.

e Expanding e-commerce and online-based food companies.
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Seachef fits into this category perfectly well since the products it deals with are seafood and do not take as
long to cook without compromising the traditional flavor profiles.

2.4 Target Market Environment: Urban Dhaka

Dhaka is the most commercially feasible market of entry by Seachef because:
e High population density

e Concentration of the middle and upper-income households.

e Good supply of super shops and high-class hotels.

e Established chilled storage and logistics.

In Dhaka, the urban consumers are more accepting of frozen food particularly whereby quality, branding,
and trust are well conveyed. The factor is the facilitating environment that would support the introduction
strategy of Seachef to the market.

2.5. Strategic Analysis: Competitive Landscape

The Seafood competition in Bangladesh frozen sea food can be classified into three groups:
2.5.1 Traditional Wet Markets

The wet markets control the sales of seafood, but have no control of hygiene, uniformity and convenience.
These are price competitive markets that do not satisfy busy urban consumers.

2.5.2 Generic Frozen Food Brands

A number of well-established frozen food companies in the market have a limited number of seafood,
which is mainly raw or semi-processed. These are the brands that are oriented on volume but not on
specialization of flavors and are not concentrated on products that are developed by chefs.

2.5.3 Cloud Kitchens and Restaurants.
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The restaurants offer quality food of seafood but at much higher prices and inaccessibility. They fail to
cover home-cooking convenience segment.

Seachef stands out as the first of its kind competitor, as it offers restaurant cuisine quality, home cooking
convenience, and affordability in one product.

2.6. Porters Five Forces Analysis

The Five Forces analysis by Porter assesses the appeal in the industry and the strength of competition.
2.6.1 Threat of New Entrants The threat of new entrants is moderate.

e The obstacles to entry are moderate because the capital requirements to keep cold storage and comply
with food safety regulations.

e Yet, brand loyalty and recipe consistency generate sustainable competitive strengths to Seachef.

2.6.2 Supplier Bargaining Power -Low to Mediocre.
e Seachef purchases sea food directly with the local fishermen.
e Limited dependence on suppliers occurs through diversified sourcing.

e There are seasonal price changes that can be controlled using inventory planning.

2.6.3 Bargaining Power: Moderate.
e Substitutes to food are available to the consumers.

e Switching power is limited by the unavailability of similar RTC seafood.

2.6.4 Threat of Substitute Product -High.

Substitutes Fresh fish, restaurant food and homemade meals are substitutes.

° Seachef will address this with a focus on saving time and the uniformity of tastes.

10
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2.6.5 Rivalry Within the Industry - Moderate.

e [ ow number of direct competitors in frozen marinated sea food.

e The market is expected to grow which means that competition is likely to increase.

All in all, the industry continues to be appealing to differentiated entrants that had excellent value

propositions.

2.7 SWOT Analysis of Seachef

STRENGTHS (Internal)

WEAKNESSES (Internal)

1. Chef-Curated Taste: Proprietary recipes ensure
superior, restaurant-quality flavor.

2. Zero-Prep Convenience: Pre-cleaned & marinated;
saves customers 2 hours of prep time.

3. Chemical-Free: Direct sourcing ensures freshness
without preservatives.

4. Agile Model: Quick adaptation to customer feedback vs.
rigid big brands.

1. Cold Chain Risk: High vulnerability to load
shedding or transport delays.

2. Brand Visibility: Lower trust & awareness
compared to giants like 'Golden Harvest'.

3. Premium Price: Cost-plus pricing excludes
budget-conscious mass market.

4. Capacity: Central kitchen output is limited
compared to industrial factories.

OPPORTUNITIES (External)

THREATS (External)

1. Market Growth: Frozen food demand rising 20%
annually in urban areas.

2. Retail Expansion: Super shops (Shwapno, Unimart)
actively seeking premium suppliers.

3. Export Potential: High demand from NRBs in the
Middle East for authentic fish.

4. New Lines: Potential for "Ready-to-Eat" snacks
Nuggets, Fingers).

1. Price Volatility: Seasonal raw fish prices can
severely cut profit margins.

2. Competition: Established brands may lower prices
to push us out.

3. Political Instability: Blockades disrupting transport
from Cox's Bazar.

4. Regulatory Delays: Slow BSTI/Halal certification
could stall retail entry.

©Daffodil International University
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2.8 Market Opportunity Analysis

The market opportunity analysis evaluates the core business strengths and threats of the company as
related to the market.

The review shows there is a definite disparity between classical seafood market and the contemporary
convenience food market. Seachef emphasis on tasting, hygiene, and convenience to prepare a meal also
makes it to grab an increasing number of consumers who might not mind paying a higher price to ensure
he or she gets quality and convenience.

The dearth of competitors in the specialized region of marinated frozen seafood enhances the first-mover
power of Seachef in the same niche.

2.9 Chapter Summary

This chapter has examined the environment of the frozen food and seafood business in Bangladesh and
has found that there are powerful market forces that are in favor of the viability of Seachef. Based on the
trends in the industry, the competitors and even the strategic frameworks, it is clear that Seachef is
operating in a market of attractive and immense growth potential.

In the following chapter, the product portfolio and value creation process of Seachef will be outlined in
detail with reference to the product design, standardization, and quality assurance.

12
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Chapter 03

PRODUCT & SERVICE DESCRIPTION

3.1 Product Concept and Value Creation.

The principle idea of the core product offered by Seachef is the alteration of seafood as raw products to
marinated frozen food, which recreates a taste and quality of freshly cooked seafood meals. Contrary to
the traditional frozen seafood that involves a long preparation process, the Seachef products aim at
avoiding several steps in cooking, such as cleaning, cutting, seasoning, and marinating.

The process of value creation follows the following steps:

1. Proper choice of raw seafood.

2. Hygienic cleaning and processing.

3. Chef-standardized marination

4. Precise segmentation and packaging.

5. Quick frozen in order to retain flavor and texture.

Such a combination will enable Seachef to provide uniform sensual quality, and convenience to the final
users.

3.2 Product Portfolio

The product portfolio of Seachef is further segmented into two strategic groups which include Core
Products and Premium Products. This division enables the company to satisfy the needs of all premium
consumers of mass and the high-end institutional buyers.

13
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3.2.1 Core Product Line

The main product line is aimed at the urban households and retail consumers who are interested in the
convenience of the everyday without losing the conventional flavors.

Shorshe Ilish

A hilsa product marinated with mustard paste, spices and oil in proportionate quantity. The product will
be packed so as to preserve the original oil content and aroma of hilsa in the freezing and cooking
process.

Doi Shorshe Ilish

A superior product that includes mustard and yogurt as a marination, which has a richer and softer flavor
profile and is acceptable to the consumers with a balanced preference of spice levels.

Dry Salted Ilish

Hilsa product providing low level of curing to consumers who are seeking heavy use of the product in
terms of seasoning and cooking applications.

Marinated Breaded Shrimp

Seasoned breadcrumbs on the cleaned and deveined shrimp make it crispy when fried or air-fried. This
product has a powerful attraction among the younger consumers and families.

Dory Fish Fillet (Masala / Fry / BBQ) marinated.

The new product development will be boneless dory fillets that are marinated in various profiles of
flavors and are highly versatile and simple to cook.

3.2.2 Premium Product Line

The premium product line will be targeted at the higher-income households, restaurants, and hotels
looking to have luxury seafood products and service them at conditions of operational convenience.

Crab Fry

Crab, pre-cleaned and marinated in spices and herbs, so there is no need to mess up the preparation of
crabs.

Crab Curry / Masala

Ready-cooked crab with marination in sauce with a focus on the authentic Bangladeshi curry.

14
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Lobster BBQ

Grilled/baked lobster marinated with medium spices and herbs.

Lobster Bhuna

Lobster product that is highly marinated and targets high-end consumers and hospitality purchasers.

Such high-quality products make Seachef the great one in comparison with regular frozen food chains and
secure its positions in the high market category.

3.3 Taste and Recipe Development Standardization.

One of the success factors in the business model of Seachef is taste consistency. To overcome this, all
recipes are formulated and standardized by having a professionally trained chef guiding them.

The measures of standardization are:

° Predefined proportions of ingredients in terms of weight.
° Supported marination time of every product.

° Batch-level quality checks

° Pre-freezing sensory analysis.

This approach of system gives consistency so that every single unit provides the same kind of taste
experience irrespective of the production volume or sales channel.

3.4 Processing Workflow

The working process of Seachef is organized through a systematic flow, which is aimed at keeping
hygiene, efficiency, and quality at the right level.

Step 1: Checking of raw materials.

The sourcing of seafood is also checked concerning freshness, uniformity of sizes, and physical quality of
items obtained by fishermen.

15
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Step 2: Cleaning and Preparation.
Fish and seafood are well washed, cleaned, trimmed and packed in clean environment.
Step 3: Marination

The pre-weighed spices and natural ingredients are used to marinate products, and the recipes are
standardized.

Step 4: Packaging

Food that has been marinated is either vacuumed or airtight packed in order to avoid contamination and
freezer burn.

Step 5: Freezing and Storage

To retain texture, taste and nutritional value, rapid freezing is used. Product is deposited in refrigerated
vending.

3.5 Shelf Life and Food Safety Concerns.

Freezing properly also allows high shelf life as well as preservation of product quality. The products of
Seachef are packaged to survive at a frozen shelf life of 30 to 90 days (depending on the type of product
and packaging).

Practices related to food safety involve:

° Intense hygienic rules of processing and handling.

° Food-grade packaging material used.

° Monitoring temperature during storage and product distribution.

° Well labeled with preparation directions and preservation policies.

These steps strengthen the confidence of consumers and satisfy the demand of hospitalsity and retail
buyers.

16
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3.6 Strategy of Packaging and Labeling.

The packaging is functional and branding. The strategy of the packaging of Seachef is centered on:
e Freezer and leak proof materials.

e Clear cooking instructions

e Where applicable the nutritional information.

e High quality visual design to denote the brand positioning.

Good packaging also helps in extending the operation of Seachef to the super shops and hotels where
presentation and compliance are essential.

3.7 Service Component

Other than tangible goods, Seachef also provides value-based services especially to the B2B customers.
These include:

e Tray sizing to hotels and restaurants.
e Mass supply of uniform supply.
e Flexible order scheduling

e Post sales services and feedback.

This service orientation improves brand credibility and builds strong relationships in the long run with the
clients.

17
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3.8 Competitive Advantage with Product Design.

The design of its products forms competitive advantage in Seachef because:

° Less time: Preparation of consumers.

° Dismissal of culinary skills barriers.

° Guaranteed uniformity of taste.

° Fresh high-end seafood delivered to homes.

Through the integration of culinary skills and the application of operational discipline, Seachef provides a
differentiated product which competitors can hardly copy within a short period of time.

3.9 Chapter Summary

This chapter described the product line of Seachef, the process model and quality assurance system. As
shown in the analysis, the products offered by Seachef are well-crafted to match the expectations of the
consumers without jeopardizing its life and scalability.

The following chapter will clarify the target market of Seachef which will be a part of the demographic,
psychographic and institutional customer segmentation.

18
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Chapter 04

TARGET MARKET SPECIFICATION

The market segmentation method will be based on geographical and psychological factors.

Seachef embraces a multi-dimensional strategy of segmentation to provide high accuracy and scale. The
segmentation is based on:

e Demographic factors

e Geographic factors

e Psychographic factors

e Characteristics related to behavior.

This strategy will allow Seachef to find high-potential customer segments and not to overgeneralize.

4.2 Business-to-Consumer (B2C) Target Market

4.2.1 Demographic Segmentation

The top B2C customers will be:

e Age group: 25-55 years

e Income level: middle income and high to upper-middle income households.

e Occupation: Businesspeople, entrepreneurs, corporate workers, two-income families.
e Family set up: Nuclear families and small households.

Such a population segment is the most time-sensitive and responds more to the importance of paying in
order to be convenient and quality-focused.

19
©Daffodil International University



4.2.2 Geographic Segmentation

Seachef employs a targeted geographic segmentation strategy, focusing on areas with high
purchasing power, modern retail infrastructure, and a concentration of busy urban professionals.
The segmentation is divided into three phases:

1. Primary Market (Dhaka Metropolitan Area):

The initial focus is exclusively on Dhaka North and select parts of Dhaka South, where the
demand for premium convenience foods is highest.

e Key Zones: Gulshan, Banani, Uttara, Bashundhara Residential Area, Baridhara, and
Dhanmondi.

e Rationale:

o High Affluence: These neighborhoods house the upper-middle and upper-class
population who can afford premium pricing (1,200+ BDT/kg).

o Retail Infrastructure: High concentration of premium super shops (Unimart,
Chef’s Table, Shwapno Premium) which serve as our primary B2B distribution
points.

o Logistics Feasibility: Better road connectivity and electricity stability ensure our
cold chain delivery remains uninterrupted.

2. Secondary Market (Regional Expansion):

By Year 3, operations will expand to other major metropolitan cities with established cold-chain
logistics.

e Target Cities: Chattogram (focus on Khulshi, Nasirabad) and Sylhet (focus on
Zindabazar, Amberkhana).

e Rationale: These cities have a growing population of expatriate families and
dual-income households similar to Dhaka.

3. International Market (Export Zones):

In the long term (Year 4-5), Seachef aims to enter international markets with high concentrations
of Bangladeshi expatriates.

e Target Regions: Middle East (UAE, Saudi Arabia, Qatar) and potentially East London,
UK.

20
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e Rationale: Millions of Non-Resident Bangladeshis (NRBs) crave authentic fish like Hilsa
or Rupchanda but lack access to fresh, ready-to-cook options in foreign markets.

Geographic Criteria Table:

Segmentation Criteria [Target Attributes

Region South Asia (Bangladesh) & Middle East (Exports)

City Size Tier-1 Metropolitan Cities (Dhaka, Chattogram)

Population Density High-density urban areas with vertical housing (Apartment complexes)

Climate Tropical (requires robust cold chain infrastructure for frozen delivery)

4.2.3 Psychographic Segmentation

Psychographic factors play a crucial role in Seachef’s consumer targeting. Key characteristics
include:

e Preference for hygienic and safe food
e Appreciation for authentic Bangladeshi flavors
e Interest in premium and differentiated food products

e Desire to save time without compromising meal quality

Consumers in this segment often associate food choices with lifestyle and convenience rather
than price alone.

4.2.4 Behavioral Segmentation
From a behavioral perspective, Seachef targets consumers who:

e Frequently purchase frozen or semi-processed foods

e Are active on social media platforms such as Facebook and Instagram

21
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e Respond positively to food-related visual content and reviews

e Value repeat purchase consistency

These consumers are more likely to become loyal customers when quality and service
expectations are met.

4.3 B2C Customer Persona

To further simplify the target audience, one of the representative B2C customer personas is presented
below:

Name of Persona: Urban Professional Household.

Age Range: 3045 years

Lifestyle: Work, do not have much time to cook.

Pain Points: Preparing seafood is consuming in time, irregular flavoring.

Buying Motivation: Home-style taste in the convenience of hurry-up ready meals.
Purchasing medium: Home delivery and social media.

This character characterizes the main retail clientele of Seachef.

4.4 Business-to-Business (B2B) Target Market.

Besides the individual consumers, Seachef also targets institutional buyers with a continuous demand of
quality and efficiency to operate.
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4.4.1 Local Retailers

The first B2B partners of Seachef are small and medium size local retailers. These outlets benefit from:
e Differentiated frozen seafood products.
e Increased customer traffic based on special products.

The local retailers also assist Seachef to build brand awareness and identity in the market in the initial
years of growth.

4.4.2 Super Shops

The medium-term B2B target of Seachef comprises large super shop chains that include:

e Shwapno

e Meena Bazar

e Agora

These channels serve metropolitan consumers who are looking at quality, hygiene as well as branded

goods. Visiting super shops helps build better credibility of Seachef as well as improves the distribution
reach considerably.

4.4.3 Hotels and Restaurants (3-Star to 5-Star).

Premium B2B segment comprises of:

e 3-star hotels

e 4-star hotels

e 5-star luxury hotels

Luxury Restaurants and Catering.

These institutional purchasers attach importance to:
e Consistent portion sizing

e Predictable taste outcomes

e Reduced preparation time

e Reliable supply schedules

The high end product range of seachef is highly tailored to fulfill these needs.
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4.5 B2B Customer Persona

Reason: Hired to lead purchasing and procurement operations in a hotel with a top management position;

recently promoted to executive chef after twenty years serving the company since graduating from
Vanderbilt University.

Key Area of Concern: Cost control and quality consistency.

Operational Issue: handcrafted seafood preparation.

Value Expectation: Prepared high-quality seafood that is of uniform flavor.

Purchase Requirements: Dependability, personal hygiene certification and the supplier being
responsive.

This character emphasizes the relevancy of Seachef in hospitality supply chain.

4.6 Target Market Size and Growth Potential.

Although the accurate estimation of the market size requires a lot of quantitative data, a qualitative
analysis reveals that there is a strong and increasing market opportunity because of:

° Growing population in the cities.

° Growth of contemporary retailing styles.

° Expanding in hospitality and tourism industries.

° An increase in the attachment of frozen and RTC foods to consumers.

Seachef niche differentiation will enable it to seize the value without necessarily competing with the
producers of mass-market frozen foods.
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4.7 Market Positioning Strategy

Market Positioning Strategy will be based on the assumption of what the school is and how well it serves
its students.

Seachef positions itself as a high-quality ready-to-cook seafood brand with a level of quality chef-level
flavor with a convenient everyday delivery.

This is a positioning that villages the premium quality and the practical usability so that the brand is
attainable but aspirational.

4.8 Strategic Fit Between Product and Market

The alignment between Seachef’s product design and target market is strong:
e Busy professionals benefit from time-saving preparation
e Families receive consistent, hygienic food options

e Hotels gain operational efficiency and quality assurance

This strategic fit enhances customer satisfaction and long-term business sustainability.

4.9 Chapter Summary

This chapter defined Seachef’s target market across B2C and B2B segments using
demographic, psychographic, and behavioral criteria. By clearly identifying high-potential
customer groups, Seachef establishes a strong foundation for effective marketing, pricing, and
distribution strategies.

The following chapter will focus on Operations and Supply Chain Management, detailing how
Seachef sources, processes, and delivers its products efficiently.
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Chapter 05

OPERATIONS & SUPPLY CHAIN MANAGEMENT

5.1 Sourcing Strategy

5.1.1 Raw Material Sourcing

Seachef has its main sources of raw materials in the local fishermen and small fishing communities. There
are a number of strategic benefits to this sourcing strategy:

Reducing the costs of procurement by doing away with middlemen.
Access to fresher seafood
Increased domination of quality choice.

Promoting livelihoods of local population.

Some of the major seafood products that were purchased include hilsa, shrimp, crab, lobster and white
fish species including dory.

5.1.2 Supplier Selection Requirement.

The choice of suppliers is determined using the following criteria:

Consistency of supply
Competitive pricing

Close location to processing sites.
Facility of transportation nature.

The desire to adhere to the standards of quality.

This strategy provides flexible, reliable and cost effective supplier base that is most important in dealing

with seasonal variability.
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5.2 Procurement and Inbound Logistics.

After getting the seafood it is moved to the processing facility inside insulated containers which contain

ice to keep the food fresh. Inbound logistics aims at reducing the time interval between pick and process.

The major procurement practices include:

° Fresh catch is processed on the same day.

° Sensory and visual inspection at the arrival.
° Denial of raw materials of low quality.

° Traceability documentation on a batch basis.

They prevent risk of spoilage and improve the product integrity.

5.3 Processing Facility and Layout

Seachef operates from a centralized processing unit designed to support small-to-medium scale

production. The facility layout follows a linear workflow to prevent cross-contamination.

Core zones include:

e Raw material receiving area

e Cleaning and washing section

e Preparation and marination section
e Packaging area

e Freezing and cold storage

Clear separation of zones ensures compliance with hygiene standards and improves

operational efficiency.
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5.4 Management of Production Processes.

5.4.1 Cleaning and Preparation

Any seafood is cleaned, scaled, trimmed, and portioned with the use of food-grade cleaning equipment
and a clean surface. Employees are required to observe high hygiene guidelines such as wearing gloves,
masks, and protective performances.

5.4.2 Marination and Properties Control.

Marination is done on standardized recipes, as a result of training of the chefs. Controls include:

° Pre-measured spice blends
° Fixed marination duration
° Controlled environment in terms of temperature.

The batch level supervision sets consistency in taste and texture between production batches.

5.4.3 Packaging Operations

Airtight or vacuum-packed products to eliminate freezer burn and contamination are used to pack
products. The packages are varied depending upon sales channel:

° B2C retail packages.

° Hotel and Restaurant bulk packs.

Every pack should indicate the production date, storage directions and cooking instructions.

5.5 Freezing and Cold storage Control.
Immediately after packing Rapid freezing is used to preserve:

° Natural flavor
° Texture
° Nutritional value

This is because products are kept in deep freezers at controlled temperatures. Temperature records are
taken in order to guarantee cold chain integrity.
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5.6 Inventory Management

Inventory management is mandatory to achieve the balance between the availability of products and cost
control. Seachef embraces First-In-First-Out (FIFO) in order to reduce wastage.
The practices that are involved in inventory are:

° Batch tracking

° Regular stock audits

° Production planning on demand basis.

° Adjustment of the procurement volumes seasonally.

These practices help both B2C and B2B fulfillment of orders without overstocking.

5.7 Outstand readiness: Logistics and Distribution.

The outbound logistics are extended to keep the product in cold chain up to the time it gets into the hands
of the customers or retailers.
Key measures include:

° Use of insulated delivery boxes.

° Minimised windows of delivery to thaw.
° Liaison with the freezer of the retailers.
° Scheduled delivery routes

In the case of hotel customers, the delivery times are planned according to kitchen processes.
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5.6 Quality Control and Food Safety Management.

The quality control will be incorporated at each step of operation. Seachef complies with elementary food
hygiene standards in accordance with the HACCP guidelines.
Practices of quality assurance are:

° Raw material inspection

° Hygiene compliance checks

° Random batch sampling

° Feedback monitoring on customers.

Seachef starts with an operation of small scale; however, the design of the system will be at a certification
level to meet the future compliance requirement.

5.9 Risk Management Operations.

Some of the operational risks and mitigation strategies are:

° Change in supply: Multiple sourcing locations.

° Cold chain failure Backup freezers and monitoring.

° Of standardization of recipes and control: Quality inconsistency.
° Labor dependency: Cross training employees.

Efforts to proactively manage risks would improve the business continuity and reliability.
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5.10 Scalability of Operations

The operational model of Seachef is scalable by:
e Increased freezer capacity

e Addition of extra processing diversion.

e Contract processing alliances.

e Slow automatization of packaging.

Such scalability gives Seachef the chance to expand without affecting quality.

5.11 Chapter Summary

This chapter has shown how Seachef operates and controls its supply chain and operations to make sure
that the products are of quality, efficient, and sustainable. Seachef provides a solid base of operation by
combining direct sourcing, uniform processing and cold chain rigor.

In the following chapter, Distribution channels and Sales models shall be addressed and how Seachef will
target the customers to earn revenue following both B2B and B2C channels.
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Chapter 06

DISTRIBUTION CHANNEL & SALES MODEL

6.1 Distribution Strategy of Seachef Overview.

Seachef follows a hybrid distribution approach and embraces direct-to-consumer distribution channels
and an institutional sales strategy. This strategy comes with a number of benefits:

e Diversified sources of revenue.

e Minimized reliance on one market niche.

e National recognition of the brand with speed via retailing.

e Increased direct sales/margins.

The distribution policy will be developed in phases and will start with low-cost and direct channels and
will gradually develop into organized networks of retail and hospitality facilities.

6.2. Business-to-Consumer (B2C) Distribution Model

6.2.1 Direct Online Sales

The direct online sales, especially on the social media platforms, is the major B2C distribution channel of
Seachef.

Key platforms include:

e Facebook Business Page
e Instagram Business Profile

The orders are made by the customers through direct messaging or the integrated order forms. This
medium enables Seachef to have a direct contact with the customer, get feedback and gain brand
credibility.
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6.2.2 Home Delivery System

To facilitate internet sales, Seachef relies on localized delivery mechanism, which aims at sustaining
quality products.

Delivery practices include:
e Use of insulated packaging
e Small delivery routes in Dhaka.

e Aligning the delivery schedules and the production planning.

Home delivery will increase the comfort of the customers and aid in the repetition of purchases.

6.2.3 Advantages of the B2C Model

The B2C model offers:

e Higher gross margins

e Direct customer insights

eQuickener testing and feedback of products.

eGood brand loyalty establishment.

It however also needs customer interaction and operational co-ordination.

6.3 Business-to-Business (B2B) Distribution Model.
6.3.1 Local Retailers
The first offline retailers that Seachef will be collaborating with have been local retailers. The supply of

products is done on wholesale basis with agreed margin structures.
The advantages of this channel are:

° Personal presence in the short term.
° Access to walk-in customers
° Reduced advertising spending.

Retail partnerships are also useful in enabling Seachef to test marketing in other neighborhoods.
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6.3.2 Super Shops

The super shop is one of the strategic growth options of Seachef. The presence in the outlets like
Shwapno, Meena Bazar and Agora builds brand credibility and size.

The main specifications of this channel are:

° Consistent supply capacity

° Packaging and labeling is standardized.
° Pricing competitiveness

° Adherence to the store policies.

Super shops are not as lucrative as B2C sales but offer high volume and visibility.

6.3.3 Hotels and Restaurants (3 to S star hotels)

The high-end product portfolio of Seachef can successfully target those in the hospitality industry that

may be institutional purchasers.

The hotel sales model, concentrates on:

° Bulk supply contracts

° Customized portion sizes
° Fixed pricing agreements
° Scheduled deliveries

This channel guarantees smooth demand and revenue streams.
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6.4 Sales Process Flow
The sales process is different by channel but the channel follows a certain structured way:

B2C Sales Flow

1. Customer enquiry through social media.

2. Order confirmation

3. payment (cash on delivery or electronic payment)
4. Frozen delivery

5. Post-purchase feedback

B2B Sales Flow

1. Presentation of products and sampling of the products.
2. Volume negotiation and price negotiation.

3. Agreement or purchase order

4. Scheduled supply

5. Performance review

This ordered flow brings about clarity and accountability of operations.

6.5 Conceptual Overview Pricing and Margin Logic

The prices are set according to:

° Raw material cost

° Processing and packaging price.
° Cold storage and logistics cost.
° Channel-specific margins
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Indicatively:

° The highest margins come in with B2C sales.

° Retail and super shop are selling at moderate margins.

Hotel contracts place a more emphasis on volume and stability than margin.

The actual financial amounts will be displayed in the chapter of Financial Model.
6.6 Channel Conflict Management.

When dealing with various channels, it is important to coordinate the channel operations in order to
prevent price wars. Seachef deals with this by:

° Differentiated packaging sizes.
) Pricing strategies that are channel specific.
Basic communication with retail partners.

This is to provide fairness and sustainability in the channels in the long term.

6.7 Distribution Channels Scalability.
As the production capacity grows, Seachef intends to:

° Increase the delivery areas of Dhaka.

Expand retails outlet coverage.

° Enhance institutional fiduciary relationships.

Bring in third party cold logistic support.

Such incremental growth ensures that risk is mitigated and at the same time, growth can be achieved.
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6.8 Strategic Vitality of Multi-Channel Sales.

The B2C and the B2B sales combined will give Seachef:

° Revenue stability

° Market intelligence

° Exposure of the brand within the segments.
° Operational learning opportunities.

This is an ideal hybrid model to be used in food processing entrepreneurships.

6.9 Chapter Summary

This chapter has covered the distribution of the products at Seachef and the way it raises its revenue by
diversifying its sale outlets. Having both a direct consumer sale and institutional alliances, Seachef creates
a stable and scalable distribution channel.

The following chapter will be dedicated toward Marketing Strategy, as to how Seachef provides brand
awareness, drives, and communication of value to the target market.
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Chapter 07

MARKETING STRATEGY

7.1 Brand Positioning

Seachef will be positioned as a high-end ready-to-cook frozen seafood brand that provides a taste
handcrafted by a chef and a modern convenience.

The essence of positioning depends on the following statement:

Seachef is providing chef prepared, ready-to-cook seafood that petites time-saving and preserves the
authentic flavors of the food in line with the current lifestyle.

This is a way of positioning Seachef against generic frozen food brands that rather compete on price as
opposed to taste and quality.

7.2 Value Communication Strategy

The Value Communication Strategy is the process of building a solid relationship between sellers and
buyers or brands and consumers.

Seachef has four pillars of communication of value:

1. Real Men Eat Real Food: Bangladi-style seafood that has been prepared under the
guidance of a professional chef.

2. Commodity: No cleaning, knifing, or marinating.
3. Hygiene & Safety: Processed and frozen.
4. Consistency: Tastes and quality are consistent across all the packs.

These elements of values are always supported in every marketing channel.

7.3 Marketing Objectives

Short-Term Objectives (Year 1)

° Create brand recognition in Dhaka.
° Create recurrent B2C sales.
° Get credibility with the local retailers.
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These objectives relate to medium-term results in Years 2-3.

) Enhance brand image in super stores.
° Get hotel and restaurant customers.
° Brand Position Seachef as a high end frozen seafood brand.

Long-Term Objectives (Years 4-5)

° Get national brand recognition.

) Export preparedness and brand development.

7.4 Business to Consumer (B2C) Strategy in Marketing.
7.4.1 Visual and Social Media Marketing.

The main B2C marketing tools that Seachef uses are social media platforms.
Key activities include:

e Good product photography and videos on cooking.
e Ultra brief recipe presentations.

e Testimonies and comments by customers.

e Season promotions and deals.

Customers are approached directly and purchase inquiries are motivated by use of Facebook and
Instagram.

7.4.2 Content Marketing
Trust and authority can be developed on the basis of educational and experiential content. Examples

include:

° Cooking preparation of frozen seafood.
° Behind the scene processing images.

° Postings of ingredient transparency.

° Taste profile explanations by chefs.

This strategy is a product provider and a food guide that places Seachef.
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7.4.3 Pricing and Promotional Offers.

Trail purchases are promoted by means of introductory discounts, bundling and time-limited promotions.
Nevertheless, discounting is not too high to safeguard the luxury brand brand image.

7.5. B2B (Business-to-Business) Marketing Strategy

7.5.1 Direct Sales and Relationship Marketing.

B2B marketing is aimed at the direct work with the decision-makers, including hotel chefs, shop
managers, and retail buyers.

Key tactics include:
e Services such as product sampling, product tasting.

e Custom-made presentations.
e Trial supply agreements

Relationship selling creates long term partnership.

7.5.2 Retail Channel Trade Marketing.

In the case of retailers and super stores, Seachef hires:
Freezer branding and visibility of products.

° Store promotion (where possible)

° Differentiation in packaging.

Such endeavors help in sell-through and recognition of the brand at the point of purchase.
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7.6 Branding and Visual Identity.

The consistency of the brand is achieved by:

° Premium packaging design
° Good looking and professional sources.
° Unified color scheme and the logo.

This image helps strengthen the positioning of Seachef as a reliable and quality brand.
7.7. Customer Relationship Management (CRM)

Active collection of customer feedback is done in the form of:

° Social media interactions
° Direct messages and reviews
° Recurring customer communication.

Feedback is applied towards enhancing the quality of products, optimizing products and building
customer support.

7.8 Marketing Budget in consideration.

Marketing investment is made lean and flexible. These cost elements are major and therefore include:
° Content creation

° Social media promotion
° Sampling for B2B clients

Their digital-first approach guarantees the maximum number of people are reached with a low cost, which
is appropriate in the case of an entrepreneurial startup.
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Chapter 08

FINANCIAL MODEL AND FEASIBILITY ANALYSIS

8.1 Key Financial Assumptions

To maintain transparency and academic rigor, the following assumptions are applied:

Operations are based in Dhaka

Initial production scale is small-to-medium

Sales are generated through both B2C and B2B channels

Prices are kept competitive while maintaining premium positioning

Conservative growth assumptions are used

These assumptions ensure that the financial projections are achievable rather than overly optimistic,
which is highly valued in entrepreneurship evaluations.
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8.2 Startup Cost Estimation (Initial Investment)
The initial startup cost covers equipment, setup, and working capital requirements.

Table 8.2: Startup Cost Breakdown (BDT)

Cost Item Estimated Cost (5)
Deep Freezers (2 units) 180,000

Processing Equipment & Tools 120,000

Packaging Machine & Materials 90,000

Initial Raw Material Purchase 150,000

Licensing & Registration 30,000

Branding & Packaging Design 50,000

Initial Marketing & Promotion 60,000

Working Capital Reserve 120,000

Total Startup Cost 800,000

Total Initial Investment: $8,00,000
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8.3 Monthly Operating Cost Structure

Operating costs are divided into fixed and variable components.

Table 8.3: Monthly Operating Expenses (BDT)

Expense Category Monthly Cost (5)
Raw Materials 250,000

Labor & Processing Assistance 80,000
Packaging & Labels 50,000

Cold Storage & Electricity 30,000

Delivery & Logistics 40,000
Marketing & Promotions 30,000
Miscellaneous & Maintenance 20,000

Total Monthly Cost 500,000

Total Monthly Operating Cost: 55,00,000
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8.4 Pricing Strategy and Unit Economics
Seachef follows a cost-plus pricing strategy with premium justification.

Average Pricing (Indicative)

Product Category Avg. Selling Price (b5/kg)
Core Products 1,200 - 1,600
Premium Products 2,500 — 4,000

Average Cost per Kg (All Products)

~ 5900

Average Contribution Margin per Kg
~ 5500

This margin structure allows Seachef to absorb retailer commissions and promotional costs while
remaining profitable.

8.5 Revenue Projection
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Monthly Sales Volume Assumption

e Average sales volume: 1,200 kg/month

e Mix of B2C (higher margin) and B2B (higher volume)

Table 8.5: Monthly Revenue Projection

Metric Value
Average Selling Price per Kg 51,400
Monthly Sales Volume 1,200 kg
Total Monthly Revenue +1,680,000

8.6 Monthly Profit & Loss Statement (Projected)
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Table 8.4: Monthly Profit Estimation

Item Amount ()
Total Revenue 1,680,000
Total Operating Cost (500,000)
Gross Operating Profit 1,180,000

After accounting for contingencies, reinvestment, and inefficiencies:

Estimated Net Monthly Profit: $250,000 — 300,000

This indicates strong profitability even at a modest production scale.

8.7 Break-Even Analysis

Break-even analysis determines the minimum sales required to cover all costs.

Break-Even Formula

Break-even Volume = Fixed Costs + Contribution Margin per Kg

e Fixed Costs (approx.): 250,000

e Contribution Margin per Kg: 5500

Break-Even Quantity
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= 250,000 + 500
=500 kg per month

Seachef’s projected monthly sales (1,200 kg) are well above the break-even point, indicating low

financial risk.

8.8 Three-Year Financial Projection (Summary)

Table 8.5: 3-Year Revenue Projection (BDT)

Year Estimated Annual Revenue ()
Year 1 20,160,000

Year 2 26,000,000

Year 3 33,800,000

Growth is driven by:
e Entry into super shops
e Expansion of B2B hotel contracts

e Increased brand recognition

8.9 Return on Investment (ROI)
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Annual Net Profit (Estimated Year 1)
~ 3,000,000

Initial Investment

=%900,000

ROI Calculation

ROI = (Net Profit + Investment) x 100
= (3,000,000 +900,000) x 100
=333%

This indicates high financial attractiveness, particularly for an entrepreneur-led venture.

8.10 Financial Risk Assessment

Potential financial risks include:

e Raw material price volatility
e (Cold chain operational failure

e Slower-than-expected sales growth

These risks are mitigated through diversified sourcing, controlled scaling, and hybrid sales channels.

8.11 Chapter Summary
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This chapter demonstrated that Seachef is financially feasible, profitable, and scalable. With a
manageable startup investment, strong margins, and a low break-even point, the venture presents a
compelling entrepreneurial opportunity.

The final chapter will focus on Risk Analysis, Sustainability, Future Growth Strategy, and
Conclusion, completing the academic business implementation project.
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Chapter 09

RISK ANALYSIS, SUSTAINABILITY & CONCLUSION

9.1 Risk Analysis

Seachef is exposed to risks on several levels, each of which can be mitigated by taking some action.

9.1.1 Operational Risks

e Cold chain failure in storage and delivery.

e Error in producing products or inconsistency in recipes.
e Labor shortages or turnover

e Freezers and temperature monitoring Back-ups.

e Proceduralized recipes and supervision by the chefs.

e Staff and labor redundancy through cross-training.

9.1.2 Supply Chain Risks
e Weather influences on the availability of seafood.
e [ocal fishermen volatility of the price.

e Transportation lost hospito, waste.

° Diversified supplier base
° Planning in advance procurement.
° Effective logistics that is insulated.

9.1.3 Financial Risks
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° Unexpected increase of costs.

) Reduced growth rates of sales.

° Change of bolsters on the imported pack or spices due to fluctuations in currency.
° Conservative budgeting

° Slow growth of channels and production.

° Having a stock of working capital.

9.1.4 Market & Competitive Risks

° Competitor market entry in the frozen seafood niche of marinated foods.

° Consumer preference shifts

° Mass-market frozen food brand pricing pressure.

° Innovation of products and differentiation on a premium basis.

° Active communication with the customers through digital medium.

) Differentiated marketing and management relationship with Business partners.

9.2 Sustainability Measures

9.2.1. Environmental Sustainability

° Local sourcing by fishermen that is responsible.
° Reduction of food wastage using the FIFO inventory.
° Planet friendly packaging where possible.

9.2.2 Economic Sustainability

° Varied sources of revenue through the B2C model and B2B.
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° Control of costs in order to retain profitability under small and medium scales.

° Scalable design of operations to appreciate growth.

9.2.3 Social Sustainability
° Providing beneficiation to the local fishermen.
° In urban Dhaka, there are job opportunities.

e Finding shield and food safety protocol involving consumer health practices.

9.3 Future Growth Strategy
The growth plan of Seachef is in stages and achievable:
1. Short-Term (Year 1): Build brand in Dhaka, gain the first B2C and B2B customers,

stabilize the operations.

2. Medium-Term (Years 23): Grow to super shops, grow hotel and restaurant bids, deliver
high-end seasonal seafood.

3. Long-Term (Year 4-5): Consider the nationwide distribution, offer of possible export
markets, diversification of product lines (e.g. frozen seafood meal kits).

Operation scalability, marketing investment, and product differentiation form the fundamental basis of
growth.

9.4 Strategic Takeaways
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The business model of Seachef shows that:
e Evident market fit: Premium B2B and busy urban customers need convenient high quality seafood.

e Operation feasibility: Cold chain, direct sourcing and standardized processing guarantee the similarity
of quality.

e Financial feasibility: Good margins, low break-even volume and possible ROI of over 300 percent.
e Sustainability orientation: Economic, environmental and socially responsible.

All these aspects build the entrepreneurial credibility of Seachef.

9.5 Conclusion

Seachef is an entrepreneur venture that has been strategically developed, operationally implemented and
economically viable. Seachef fulfills consumer demands and market gaps in the frozen seafood segment
of Dhaka by providing chef-prepared food items, hygienic processing and convenience in the form of
ready-to-cook meals with dual channel brand sales.

The operational plan of the venture, the total management of risks, and the ability to distribute the
services at a scale show that Seachef is prepared to defense, academically based, and scalable in the real
world.

Having a solid demand in the market, management discipline, good financial forecast, and sustainability,
Seachef is an excellent business case as a lucrative, scalable enterprise that can grow in the modern food
sector in Bangladesh.
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Chapter 10

APPENDIX

APPENDIX

The Appendix contains supporting information, data tables, sample documents, and visuals that
complement the main chapters of the project.

Appendix A — Product Portfolio Details

Product Category Product Name Type Avg. Price Shelf Life (Days)
(BDT/kg)
Core Shorshe Ilish Marinated Hilsa 1,400 30
Core Doi Shorshe Ilish Marinated Hilsa 1,450 30
Core Dry Salted Ilish Cured Hilsa 1,200 60
Core Marinated Ready-to-Cook 1,600 45
Breaded Shrimp
Core Marinated Dory Masala/Fry/BBQ 1,300 45
Fillet
Premium Crab Fry Marinated Crab 2,800 60
Premium Crab Curry / Sauce-Based Crab 3,000 60
Masala
Premium Lobster BBQ Marinated Lobster 4,000 60
Premium Lobster Bhuna Marinated Lobster 3,800 60
95
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Appendix B — Sample Recipe Standardization Table

Product Ingredient Quantity (per | Marination Notes
kg) Time
Shorshe Ilish Mustard 150 g 2 hrs Ensure mustard oil
Paste evenly coated
Doi Shorshe Ilish Yogurt 200 g 2 hrs Mild spice to balance
yogurt acidity
Marinated Dory Garam 50¢g 1.5 hrs Uniform distribution
Fillet (Masala) Masala required
Appendix C — Sample Monthly Financial Projection
Month | Revenue (BDT) Operating Cost (BDT) Net Profit (BDT)
Jan 1,680,000 500,000 1,180,000
Feb 1,750,000 510,000 1,240,000
Mar 1,800,000 520,000 1,280,000
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Appendix D — Sample Delivery & Distribution Plan

Channel Delivery Method Frequency Coverage Area

B2C Home Delivery Daily Dhaka Metro

B2B Local Retailers Twice a Week Gulshan, Banani, Dhanmondi
B2B Super Shops Weekly Shwapno, Meena Bazar, Agora
B2B Hotels/Restaurants Twice a Week 3-5 Star Hotels

Appendix E — Supplier & Sourcing Information

Supplier

Location

Product

Key Notes

Local Fisherman A

Chandpur Hilsa

Fresh catch, daily supply

Local Fisherman B

Cox’s Bazar

Shrimp

Seasonal, requires ice transport

Wholesale Fish Market

Dhaka

Dory

Bulk purchase, price-negotiable
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Appendix F — Sample Marketing Plan Extract

e Social media posts (Facebook, Instagram) showcasing product photos, recipes, and

promotions
e Customer feedback forms for B2C

e Product tasting event reports for hotels and retailers
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Below are sample references formatted in APA 7th edition style. You should adapt and expand these
if you include more sources.
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