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—~ *EHHHAER#EHRE - EEA® (Venture Capital Conference)

Virtually Seafood business plan

By Richard Lee

1. Background
Recently, more and more people are shifting their diet from meat-based to
plant-based foods for various reasons: health, environment, religion, and many
more. As a result, it is increasingly common to see plant-based meat in the
supermarket aisle these days, with products ranging from burger patties, hot dogs,
chicken breasts, steaks, and even ribs. However, it is less likely to see an
alternative choice for plant-based seafood in restaurants and on supermarket
shelves. For example, if you crave sushi, it is almost impossible to enjoy that
indulgent flavor of sashimi with a touch of wasabi if you are either a vegetarian or
a vegan. Hence, alongside the growing trend of plant-based red meat, Virtually
Seafood will create another wave of demand and profit, generating a

revolution of plant-based alternatives for seafood.
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2. Product

® Raw fish: salmon and tuna

® Fish fillets: salmon, tuna, and cod

® Shrimps

® Calamari

All of the above-mentioned products are some of the most popular choices that a

fish market can offer, by combining different types of legumes to imitate the taste

of actual seafood, vegans and vegetarians can enjoy a virtually seafood taste while

living up to their concepts and beliefs.

3. Goals

Virtually Seafood aims to provide marine delicacies for a better future. With

that in mind, from production to plate we take into account three key factors:

environmental issues, concepts, and food safety.

® Environment

According to WWF (World Wildlife Fund), overfishing is one of the most

significant causes of decline in ocean wildlife populations as the increase for

the demand of fish and other seafood surpassed the reproduction pace of
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marine life, and it has also done damage beyond the marine environment.

The World Economic Forum (WEF) reported that nearly 90% of the global

fish reserves were either fully exploited, overexploited, or depleted. To

address this issue, Virtually Seafood provides an alternative source of

seafood-like products for consumers to choose from.

Concept

Virtually Seafood aims to provide food choices for those who adore seafood

but at the same time wish to go for a plant-based option. With the products

provided by Virtually Seafood, you can enjoy your afternoon by the wharf

with a plate of fresh catch just as your non-herbivorous friends!

Food safety

Apart from offering an environmentally-friendly solution to overfishing,

Virtually Seafood also helps you avoid the negative impacts of fishing

farming such as sea lice, antibiotics, and mercury contamination. On top of

that, plant-based seafood can also prevent you from being poisoned by fish

and shrimp.

17



4. Key customers
The key consumers for plant-based seafood consist of primarily three groups:
herbivores, environmentalists, and those allergic to seafood. Studies show that the
top reason for the interest in plant-based meat and seafood consumption lies in

climate change and health concerns, not animal welfare, a factor that is both

People give a variety of reasons for eating less meat
% of respondents citing each reason (more than one could be given)

M People interested in cutting down meat consumption M Mon-meat eaters

— ]
Health

- I
Weight management —

Concerns over antibiotics =

Taste __

0 10 20 30 40 50 60

Mote: Survey of 1,040 British adults. Source: Lightspeed/Mintel AEAE

important for vegetarians and vegans. (BBC) Hence, providing a product that
fulfill both climate and health concerns will be an optimal strategy to attract a
greater number of consumers. However, to further expand that demand, given the

size of the market for plant-based meat (including plant-based seafood) while
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taking into account the difference in diet restriction between vegans and

vegetarians, the content of our product will be focused on vegan diets. Products

targeting vegan consumers will be both cost-efficient and effective, for

vegetarians have a wider range of diets that also include that of the vegans, and at

the same time, meet the expectation and the needs of environmentalists as well as

those allergic to seafood.

5. Market potential

The growing trend in meat substitute across restaurant menu coupled with

increasing awareness of both the environment and health issues has provided

Virtually Seafood an ideal moment to enter the market. According to

Euromonitor, sales in the packaged meat substitute industry of U.S alone have

risen an average of 15.4% for five consecutive years from 2013 to 2018,

surpassing the annual growth rate of processed meat across the same period. In

terms of industry value, plant-based meat alternatives could reach $85 billion by

2030. (New York Times)

Apart from the existing source of plant-based product consumption,

environmentalist and health-conscious consumers alike constitute a great market

potential for businesses to exploit. In fact, 77% of American consumers
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expressed concern about climate change, with 64% of them having already taken

everyday actions such as food choices to have a positive impact on the

environment. For those who are concerned about the health impact of consuming

meat, 20% of them have actively cut down meat. All of the aforementioned

consumers create a potential market for plant-based products, and the percentage

of environmentalist and health-conscious customers willing to shift from meat to

plant-based diets is set to increase in the next five years.

6. The competition

The biggest competition that Virtually Seafood will be facing is Good Catch.

Good Catch shared the same market in plant-based seafood with products such as

tuna, crab cakes, and burger patties. Through popular supermarket chains such as

Wholefoods, Yes Organic, and MOMs, Good Catch products are available on

these store shelves as well as their own online shops. In order to differentiate from

the existing competitor, Virtually Seafood offers three products that will stand out

from the crowd: raw fish, shrimp, and calamari.

On the other hand, apart from distributing our product through well-known

supermarkets, Virtually Seafood will be partnering with restaurants across the

country to gain first-mover advantages. It is not rare to see restaurants across the
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country offering plant-based menus to substitute for beef, pork, and chicken,

however, such alternatives are not yet common in seafood. Therefore, through

partnering with seafood restaurants and fast-food chains, not only can Virtually

Seafood achieve first-mover advantage among its competitors, it can also gain a

great scale of marketing opportunity with brand exposure in menus across

different restaurants.

Management team

In the early stages of the business, the organizational structure of Virtually

Seafood will include four key positions namely chief executive officer, chief

financial officer, chief marketing officer, and other staffs. The CEO of Virtually

Seafood will be in charge of making major corporate decisions, integrating

operations and resources across the company. On the other hand, our chief

financial officer plays an important role in setting and tracking financial forecasts,

goals, and budgets. A transparent and healthy balance sheet will not only ensure

the stability of the business, but will also build up mutual trusts between Virtually

Seafood and its investors. In order to execute a sound strategy to launch our

products, our chief marketing officer will guide the marketing division in carrying

out different marketing activities. Finally, staff is the backbone of Virtually
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Seafood. Through quarterly performance meeting between our employees and the

management team, we will ensure that every employee working in Virtually

Seafood are satisfied with their workplace.

8. Sources of financing

Virtually Seafood aims to diversify our sources of financing: 20% will be

self-financing, 40% will be loans from banks, and the other 40% will be gather

through venture capitals as shown below:

SOURCES OF FINANCING

M Self Financing M Bank Loan W Venture Capital

9. Financial forecasts

As shown in the 5-year-forecast below, the annual sale of Virtually Seafood will

have a steady growth of 40% in the first two years. As business begin to take off,

50% increase in sales will be expected starting from the third year.
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2019 2020 2021 2022 2023
Cash at the start of
the month 108,400 65,955 147,630 367,171 852,201
Cash inflows
Loans 48,400 0 0 0 0
Sales 355,875 498,225 697,515 1,046,273 1,569,409
Total Cash inflows 404,275 498,225 697,515 1,046,273 1,569,409
Cash outflows
Utility rental fee 1,700 1,700 1,700 1,700 1,700
Kitchen rental fee |5,245 5,245 5,245 5,245 5,245
Utility expense 700 800 850 700 700
Machinery 98,300 0 0 0 0
Materials 71,175 99,645 139,503 209,255 313,882
Salary 195,600 215,160 236,676 260,343 286,377
Insurance 24,000 24,000 24,000 24,000 24,000
Marketing 50,000 50,000 50,000 40,000 40,000
Loans payment 0 20,000 20,000 20,000
Total Cash
outflows 446,720 416,550 477,974 561,243 671,904
Total Cash flow  |65,955 147,630 367,171 852,201 1,749,707

10. Exit strategy

Virtually Seafood strongly believes in a sustainable dietary habit that will have a

positive impact on both health and the environment. To this end, we welcome

acquisition from like-minded partners that are devoted in creating a responsible,

ecological, and sustainable product to the market. At the same time, we also
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consider options such as taking the company through an initial public offering

(IPO), and the selling of company outright to pass on our value to any kinds of

corporations and entities.

Sources:

Beyond Meat, Other Plant-Based Alternatives Still Have Long Growth Runway

https://www.forbes.com/sites/andriacheng/2019/06/30/plant-based-meat-alternatives-s

till-have--long-growth-runway/#7874chal78f2

Plant-based fish is the new plant-based meat

https://www.ft.com/content/6431d338-b937-11e9-96bd-8e884d3ea203

Plant-based fish could be the next Impossible Foods win, and save the oceans

https://www.cnbc.com/2019/08/05/plant-based-fish-could-be-next-impossible-foods-

win-and-save-oceans.html

Euromonitor: What’s the driving force behind plant-based eating?

https://www.foodnavigator-usa.com/Article/2019/05/17/Euromonitor-What-s-the-driv

ing-force-behind-plant-based-eating

Examples of Exit Plans

https://corporatefinanceinstitute.com/resources/knowledge/strateqy/exit-strategies-pla
ns/

The New Makers of Plant-Based Meat? Big Meat Companies
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https://www.ft.com/content/6431d338-b937-11e9-96bd-8e884d3ea203
https://www.cnbc.com/2019/08/05/plant-based-fish-could-be-next-impossible-foods-win-and-save-oceans.html
https://www.cnbc.com/2019/08/05/plant-based-fish-could-be-next-impossible-foods-win-and-save-oceans.html
https://www.foodnavigator-usa.com/Article/2019/05/17/Euromonitor-What-s-the-driving-force-behind-plant-based-eating
https://www.foodnavigator-usa.com/Article/2019/05/17/Euromonitor-What-s-the-driving-force-behind-plant-based-eating
https://corporatefinanceinstitute.com/resources/knowledge/strategy/exit-strategies-plans/
https://corporatefinanceinstitute.com/resources/knowledge/strategy/exit-strategies-plans/

https://www.nytimes.com/2019/10/14/business/the-new-makers-of-plant-based-meat-

big-meat-companies.html
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—~ EFHIR#ES - NGO BEE#RE (NGO Needs Analysis) ---
EEREEE FBERMICRT (1ATP)

NGO Final Project: Analysis on the Institute for Agriculture &

Trade Policy
By Richard Lee

Introduction

There are over 10 million Non-government organizations (NGOs) across the world,
and 1.5 million of them are in the United States alone (U.S. Department of State).
Although every NGO may have its specific field of interest ranging from human
rights, environmental issues, to government policy, they all have one thing in
common: to bring awareness on the issues that they target. The Institute for
Agriculture & Trade Policy (IATP) is no exception. The purpose of this report is to
provide readers with a better understanding of 1ATP, as well as an in-depth analysis
of areas for improvements followed by concrete advice and solutions.

Background

IATP was established in 1986, the year when leaders of rural and farm movements
around the world gathered together in Geneva to address the effects of international
trade agreements on rural farmers and local communities. The following year, IATP
began to analyse and report on the then newly-launched round of trade negotiations

on agricultural trade in the General Agreement on Tariffs and Trade (GATT), which
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over the course of decades became the World Trade Organization that exist today. As

rules set in the international arena have a significant impact on the national and local

farm policies, subsequently, they also pose a great impact on interest groups across

the agricultural sector. Hence, the IATP has been analysing closely and summarizing

ramification of these policies and their effects on local communities to ensure fairness

and sustainability.

Over the years, IATP has also adjusted its area of focus from its initial focus on

international policymaking institution such as the WTO to the promotion of positive

measures involving agriculture, climate change, community food systems, rural

development, industrial livestock, and trade. This also allow the institute to expand

the scope of its cooperation with other partners; now with offices and staff in both the

U.S. and Europe, IATP is working with actors across the globe to fulfil its mission: to

work “locally and globally at the intersection of policy and practice to ensure fair and

sustainable food, farm and trade systems” (IATP official website).

As various trade-related bodies and agreements have emerged in the past few decades,

apart from the aforementioned work the IATP has been conducting, the institute has

also harnessed different platforms such as podcasts, events, and news articles to keep

interest groups informed on the latest topics. In summary, IATP “envisions

agriculture, trade and food systems that are good for people, farmers and food system
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workers, ecosystems, and social justice globally. To grow these systems requires a

long-term, sustained effort to build and mobilize public will, to invigorate and fortify

political will and to effectively democratize power relationships” (IATP official

website).

Needs Analysis

Although IATP mention an array of focused areas on its website including trade, there

is still room to clarify the methods and channels through which the organization

cooperates with interest groups among the agricultural sector in policy advocating,

policymaking, and policy monitoring. In other words, as government plays an

important part in the signing and mending of trade regulations, it will be vital for the

local communities to grasp how the institute plays its part in ensuring that the existent

policies are beneficial to the farming industry, and what the institute has done to

amend those policies that do not reflect fairness and sustainability on the local

communities.

A clearer illustration of the structure of the institute will also be necessary for the

general public to further understand the role of the staff as well as the breadth of the

organizational structure of IATP.

Given the nature of any NGO, its source of funding, for the most part, comes from

donations, grants, and sales of goods and services. However, the financials section of
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the IATP official website showcases only a list of Form 990 for the past decade,

which for clarity, requires adjustments.

Proposed Solutions

There are three ways to clarify the cooperation between IATP and other interest

groups among the agriculture sector: First and foremost, create a section on the

official website of IATP specifically designed to provide information on the means

and methods through which the organization interacts with its interest groups. Second,

IATP can also make good use of the existent resources on the official website, such as

the articles, events, and podcast section, to showcase its cooperation with other parties.

The third way to clarify is by providing a brief summary in the “About IATP” section

on its website to illustrate how IATP is working with others in the agriculture sector.

For a better understanding on the organizational structure of IATP, it should

complement the “Staff Directory” and “Board of Directors” section of its official

website with an organizational chart, that way, the relationship between the staff and

board of directors will be clearer.

Finally, apart from the Form 990 on the official website, providing additional

information in the financials section will be easier for people to understand the

sources from which IATP is receiving its funding. The description can either be in

text, which lists all the sources of funding; in visuals which present the percentages of
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IATP’s sources of income; or in a combination of narrative description and graphs for

greater details.

Conclusion

For nearly three and a half decades, IATP has shifted its focus from monitoring trade

policies to ensuring fairness and welfare among local communities on agriculture,

climate change, community food system, rural development, industrial livestock, and

trade (IATP official website). Even though the organization began to establish its

influence among the agriculture sector, there is still room for improvement. A more

in-depth description on the cooperation and interaction between IATP and related

parties, together with a clearer illustration on the organizational structure as well as

the sources of funding will enhance the clarity and credibility of IATP.
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Sources:

Non-Governmental Organizations (NGOSs) in the United States
https://www.state.gov/non-governmental-organizations-ngos-in-the-united-states/

Institute for Agriculture & Trade Policy
https://www.iatp.org/
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