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Executive Summary 
 J’aime is a non-profit organization that aims to eliminate hunger. Its team works together 

to service customers as well as the community in which it runs by following the like for like 

model. The following business plan goes into details about the agency, its founders, and how it 

plans to operate.  

The Entrepreneurs (Founders) 
Justin Bressler- Justin is a business administration major at the University at Albany 

(UAlbany) concentrating in marketing and management.  Justin plans to graduate the University 

Spring of 2014.  Justin has experience in the Albany community through programs provided by 

Feeding America and the Regional Food Bank Association.  Justin is also a body builder that has 

studied nutritional and healthy eating in his free time.  His passion for nutrition has led him to 

become a founder of this social venture. 

Charlie Duclos-Seguin- Charlie is a business administration major at UAlbany 

concentrating in finance and management.  Charlie plans to graduate Spring of 2014.  She has 

over 12 years of food-service experience working in both the front of the house, back of the 

house, and as a manager.  Her passion for serving delicious meals as well as helping those less 

fortunate in the Albany community has led her to become a founder of this social venture. 

Krystal Folk- Krystal is a business administration and social welfare major at UAlbany 

concentrating in entrepreneurship.  Krystal plans to graduate the University in Spring 2014.  

Krystal has always been passionate about bettering those less fortunate than her.  She was 

community service chair during her involvement in the American Marketing Association and 

now serves on the executive board of the community service fraternity Alpha Phi Omega.  Her 

passion for helping others and being involved in the community led her to become a founder of 

this social venture. 

Giovanni Holmquist- Giovanni is a business administration major at UAlbany 

concentrating in marketing and management.  Giovanni plans to graduate the University Fall 

2013.  He has 6 years of experience as a manager of his family’s small business and has been in 

the food-service industry for 7 years.  Giovanni has also held leadership positions in three on-

campus organizations.  His passion for using small business to better communities led him to 

become a founder of this social venture. 

Carolina Villa- Carolina is a business administration major at UAlbany concentrating in 

finance and management.  Carolina plans to graduate the University Spring 2014.  Carolina has 

experience in human resources, inventory management, and store operations through her 

numerous jobs and internships.  Carolina is also actively involved in her sorority, Sigma Iota 

Alpha, which organizes events for students and programs in the community.  Her passion for 

community involvement led her to become a founder of this social venture. 

The Venture 
After looking at our skills and experiences, we decided to focus on social 

entrepreneurship; we want to start business that helps out the community. Specifically, we want 
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to help decrease and eventually end hunger in the New York Capital Region, starting with 

Albany, New York. In order to do this, we figured it would be best to build a company that 

focuses on a like for like model. This means we will provide food to those in need by selling 

food to those who will also benefit from our services. Moreover, for every meal we sell, we will 

donate a meal to a family suffering from hunger.  

Additionally, we want to provide these families in need with the knowledge and skills to 

become self-sufficient in terms of nutrition. We want to offer classes that provide the members 

of our program information about eating healthy. Members will gain knowledge on what foods 

are better choices for their bodies. These meals will be affordable enough to fit in their budgets. 

Members will also learn of low cost ways to be healthy. They will be provided with information 

of services such as farmer market, coupons, and programs they can become involved with in 

order to obtain the healthy ingredients needed to prepare the recipes we teach them, which 

happen to be the meal we will provide them with.  

Our Goals 
 Ultimately, our goal is to end hunger. However, we know this will take time. Therefore, 

we want to focus on decreasing the about of hunger in the Albany, NY region. We want those 

who are hungry to be provided with meals and the knowledge and skills of choosing the healthier 

and affordable food options. Overall, we want hunger to be removed from Albany’s top 

problems; providing meals and knowledge to those who are hungry is how we will start doing 

this.  

Required Resources 
 Our required resources will be discussed in more detail later in this business plan, but 

they include the following: a space to hold educational classes and cook the food; volunteers and 

interns to help with the preparation and delivery the food and cleaning the kitchen; connections 

to local farmers markets, social services, and other useful resources; and funds to start the 

company. 

The Business Model 
 The following section explains the problem we are trying to eliminate, our vision and 

mission, our name, the services we provide, and how we will provide those services.  

The Problem 
After doing some research, we discovered a continuing and increasing problem in the 

Albany area, poverty. In 2009, 28.1 percent of Albany’s residents had an income below the 

poverty line while New York State’s average was 18.2 percent. According to the Household 

Food Security in the United States in 2010, an estimated 85.5 percent of American households 

were food secure throughout the entire year in 2010, meaning that they had access at all times to 

enough food for an active, healthy life for all household members. The remaining households 

(14.5 percent) were food insecure at least some time during the year, including 5.4 percent with 

extremely low food security—meaning that the food consumption of one or more household 

members was reduced and their eating patterns were disrupted at times during the year because 

the household lacked money and other resources for food. 
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The prevalence rate of very low food security declined from 5.7 percent in 2009, while 

the change in food insecurity overall (from 14.7 percent in 2009) was not statistically significant. 

The typical food-secure household spent 27 percent more on food than the typical food-insecure 

household of the same size and household structure. The effective way to gather such 

information is from the actual individuals who are suffering from poverty. A way in which the 

government has been able to track as well as provide some hunger relief is through their 

offerings of food and nutrition assistance programs. Fifty-nine percent of all food-insecure 

households participated in one or more of the three largest Federal food and nutrition assistance 

programs during the month prior to the 2010 survey which helps make sure that the information 

about the problems faced in many households is accurate 

According to the bureau's 2010 American Community Survey, from 2009 to 2010, the 

share of Albany residents living below the federal poverty line increased from 22.9 percent to 

28.2 percent. The poverty jump in Albany easily outpaced the region wide increase. In Albany, 

poverty rates are nearing levels seen in some of the nation's most famously troubled cities. The 

Albany Business Review informed the public that same year that New York State had the 17th 

highest poverty rate in the nation and the highest poverty rate in the Northeast, with the city of 

Albany ranking the sixth poorest among the 26 New York cities. 

After analyzing this information, we realized that we needed to help the 14.5 percent of 

U.S. households who struggle to put enough food on the table. This may seem like a small 

percentage but it actually includes more than 48 million American of which 15.9 million are 

children who live in these households. 

Our Vision and Mission 
Our vision is to develop a healthy community where hunger is not a problem regardless 

of one’s age, gender, and socioeconomic status. There should be no parent that has to worry 

when their child is going to get their next meal or simply not eat in order to give the food to their 

child. We want to make sure that everyone in the community is educated on the nutritional value 

of the food they eat and where their food comes from. Additionally, through classes we will be 

offering to the public, we want to educate community members about the importance of healthy 

eating and provide them with skills and knowledge on preparing such meals in their own homes. 

It is not enough to just provide meal, but to give them hope; to give them the opportunity to bring 

something home. We want to provide them with skills that they can use and instill onto their 

families. 

Our social mission is to provide meals to hungry families, offer services to those families 

that encourage self-sufficiency and improve their quality of life, inform the wider public of the 

needs for the hungry, and advocate for resources to meet those needs in order to end hunger in 

the capital city. 

Our Name 
When we first began the journey to this business plan, our beginning idea for the business 

side of our venture was to open up a high-end restaurant named J’aime. At first we kept this 

name because we felt that it would attract the financially wealthy individuals and would describe 
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the quality of our restaurant. Once, we shifted direction into the delivery service area we decided 

to keep J’aime as our name simply because this French word stands for “I love”. We are doing 

everything in our hands and collaborating with others to stay true to the love we feel for what has 

become our community. 

Some may argue that our name does not reflect our target market; however, we believe 

that it reflects our values, goals, and mission. It supports the reasoning behind our actions and 

shows our love for this community. 

Products and Services 

J’aime will be delivering nutritious, delicious, and local meals to senior citizens in the 

Albany area at affordable prices. In turn, this will allow us to accomplish the one for one meal 

program we established to feed the low-income families in Albany. In other words, we will give 

an equal value meal, from those sold to senior citizens, to the financially disadvantaged families 

who sign up and qualify to receive the benefits from our social venture. 

Approximately twenty percent of families in the Albany area are made up of a married-

couple, 9.7 percent of male without wife present, and 70.3 percent of female without a husband 

present. J’aime plans to help any type of family out who is in need and has limited access to food. 

Through our partnerships, which will be discussed later on, we will provide fresh and nutritious 

food, convenience, improved health, and information in regards to the importance of a balanced 

nutrition. 

Innovations 

Although we are not reinventing the wheel, J’aime is taking the like for like concept and 

is providing a meal for a meal. When we were doing our research, we found that a venture like 

ours has been unheard of in Albany. Although there are organizations that are trying to relief 

hunger as well, they approach it in a different way. 

The Triple Bottom Line 
Our venture follows the pursuit of economic, social and environmental outcomes, better 

known as the triple bottom line. The poverty levels in the Albany area are increasing especially 

since the income of many is being affected by the recession while costs are not decreasing. Even 

though there is less money available, there are still the same amount of members in a family that 

need to be supported, rent and bills to be paid, etc. J’aime is relieving the economic burden that 

low income families have by not only providing free meals to them but by teaching them of ways 

they can budget the little money they have and make it worth a lot in terms of more nutrition and 

better health.  

The social aspect of our venture is to help out the families that lack the support they need. 

As a result, J’aime will decrease and eventually eliminate hunger in the Albany and New York 

Capital Region. In the process, we will decrease our carbon footprint by using farmers markets to 
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get our fresh products, and we will join forces with an organization that will take our garbage 

and recycle it or use it for compost. 

Organizational Structure 
We are a nonprofit organization partnering with for-profit business and nonprofit 

organizations to form a strategic alliance for bettering the community. From our partnerships, we 

will have our support in buying goods. Additionally, the for-profit will get a tax break from 

partnering with us, which is an incentive for them to work with us. From the nonprofit 

organizations, we will receive a space to work in and products to work with. In turn we will work 

together to combat the hunger problem and create a bigger impact. Overall, it is a mutually 

beneficial deal. 

Partners and Stakeholders 
In terms of partners and stakeholders, we plan to contact social service agencies in order 

to get updated information on the population in the Albany area that qualifies and participates in 

the government nutrition assistance programs. We will reach out to religious leaders and 

individuals from Social Organizations Dedicated to Hunger Relief to determine the extent to 

which the hunger problem is being addressed and where there may be gaps in the service. They 

are willing to partner with us because we will aid them to relieve hunger and allow them to 

market their services through us as well. Some of these organizations include United Against 

Hunger, Enactus, Hunger Action, and Faith and Hunger Community. Since our beneficiaries 

must have a valid EBT Card, we will see that everyone who has one and continues to struggle. 

These are the people who will get our support.  

In addition, we will reach out to local grocery stores, food pantries and the local food 

bank to get food products that have not been processed as much, as we want to provide more 

nutritious food. We would also use these places to market our services and to provide nutritional 

information. Some of the potential partners in this category would be Hannaford, Price Chopper, 

and Trader Joes. By partnering with local restaurants we will gain access to a kitchen to cook and 

prepare the food for delivery, access to suppliers as well as space for events that will bring 

attention to our venture, which can help motivate people to donate to this great cause. The local 

restaurants would receive tax incentives and it would bring a social activism element to their 

marketing, which would grab the attention of its customers. Volunteer organizations will aid in 

operating activities and in marketing our social venture while they get to fulfill volunteer 

requirements and make a real difference in the community. Our volunteers will be selected with 

caution from the Office of Conflict Resolution, the Community Accountability Board, and the 

All Greek Council from the University at Albany. 

Operational Plan 
We followed the Gantt chart to build our operational plan and to list the short-term and 

long-term operations that are required to launch and maintain our business plan. The short-term 

part is divided in two pieces:  the first six months of our business’ life, including all what needs 

to be ready and done before the opening and the next six month of the first year of operation. The 
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operational plan also includes the growth strategy, because growth is the only option for our 

company to continue existing after the first 6 months. 

Starting the Enterprise 
The menu was the first thing we needed to create. We wanted a menu that would be 

simple, attractive, and give our clientele a variety of options to choose from. The menu will have 

combo options of one meat (chicken, beef, and pork) or fish and choose of two sides from a list 

of four choices. We also offer three different pasta dishes and five different sandwiches that 

comes with either salad or homemade potato chips. We would also work closely with an 

experienced chef that could help us create healthy, fast and simple dishes for our menu. We keep 

one common price for each option so our menu is easy to remember and the clientele knows 

what to expect. Prices can always be subject to adjustment, as well. The next step is to recruit 

volunteers and intern to help us accomplish the daily operations. We also need to create 

partnerships to help us with the supply of ingredients, tools and facilities. For the food and 

ingredients, we will need to link up with farmers and/or farmer markets and grocery stores like 

Hannaford. For the facilities we need to find kitchen space from places like churches or 

community center to start with. It will allow us to avoid rent cost as we first start our business. 

We want to partner with local businesses as much as possible in order to agree with our business 

values and our objective to keep our business local oriented. It could be a good option to help us 

starting the cooking classes in the most convenient location we are using. Our goal is to be able 

to own our cooking space within a year of successful operation, which will make it easier to 

manage the schedules between business activities and the cooking classes. During that second 

part of our first year, we will like to increase our partnerships as we increase our activities. 

Short-term Operation 
For our day to day operations to serve the customers and beneficiaries, we will need to 

gather food every day of operation to cover the demand of our clientele. This is not an easy task 

as we start our venture since we do not know how the target markets will respond to our service 

and products. However, since we chose to create a fix menu, we will be able to adjust the 

quantities. Every day of operation, we will need to keep track of our sales, costs, and expenses 

figures. We also need to keep track of our productivity for the business and the mission parts. 

Finance and inventory management should be a weekly, if not daily, activity. For the classes, 

each week we will have to organize a plan for the upcoming class. This involves planning the 

meal that will be taught and the nutrition topic that will be covered as far as learning objectives. 

We also need to inform and educate the rest of the population about hunger in the capital region 

and in America. 

Long-term Operation 
Business milestones must be attained and maintained in order to be successful. On the 

long-term side, we will need to continuously promote and market our venture in order to 

maintain and grow the demand for our products and service. We also need to raise funds, apply 

for grants, and look for donations in order to finance our activities and help for growth. We 

believe growth is our main long-term activity and goal. We want to make sure we create a 
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business concept that will be easy to duplicate and scale up into more low income neighborhood 

so we can follow our mission of ending hunger in multiple regions.  

Exit Strategy 

J’aime is not planning to set a closing date because we believe that hunger is a long-term 

issue that will required several effort in order to reduce significantly or eliminate. As we plan on 

expanding, we will need the financial support from donors, investors, charity, grants and so on. 

However, we believe our venture is profitable and, in this case, we believe that we will rely less 

and less monetary donations and more on profits, which will be reinvested in the company and 

mission.  

However, in the event we run out of business, our business structure can be implemented 

to some of our partners’ businesses and our mission to fight hunger can still continue. The one 

for one concept and our social service resources can still be used and can be incorporated to a 

business that might has a similar vision and mission as ours. Such a business could integrate our 

business plan to theirs. They would need to modify the specifics, such as the menu and one for 

one model, and be more successful than we were. 

The Market 
 In order for a business to succeed, its founder(s) need to understand the market it is 

competing in. The following information explains the market plan, competition, and target 

market J’aime will be involved with.  

The Food-service Industry 
USDA defines our industry as following: “Foodservice outlets are facilities that serve 

meals and snacks. Commercial foodservice establishments accounted for the bulk of food-away-

from-home expenditures in 2010. This category includes full-service restaurants, fast food 

outlets, caterers, some cafeterias, and other places that prepare, serve, and sell food to the general 

public for a profit”  

Struggles in the industry relate to very thin margins, waste, recalls, and food safety. There 

are also many policies and regulations that need to be considered. It is also a very competitive 

environment for businesses.  

Our Potential Competition 
As far as our competition, we identify Meals on Wheels because they provide low cost 

meals to the seniors who are in need of additional assistance. However, we believe that they 

could be more of a partner than a competitor since they target the people we aim to serve and 

teach. In order words, the eldery Meals on Wheels focus on are the people in need who we hope 

will benefit from our products and services. Additionally, fast food restaurants are competition 

since they off meals at low cost. However, we think we have a serious competitive advantage 

since we offer and focus on quality, variety, nutrition; and because we are serving a social 

mission along with our business model. 
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Our Target Market 
As we launch our company, we are targeting to sell meals to the elderly and the students’ 

communities of the capital region. In Albany, 14.6% of the total population is 65 years of age or 

older and the market is expanding. We believe that for our first year of operations, these two 

target markets are more likely to need assistance for the preparation of their meals and are able to 

afford our low cost meal. After a year of successful operation, we want to open our target market 

to any individual of the capital region who is interested in purchasing low cost, healthy, and 

delicious meals that provides free meals to a low income household. 

Human Capital 
An idea is only an idea until people take action.  Our human capital is essential to the 

success of our social venture. 

The Board of Directors 

The board of directors will initially be comprised of the founders of J’aime.  The board 

will oversee all of the operations of the social venture and act as the top management team.  

President/CEO- Krystal Folk 

Krystal is pursuing a dual degree in both business and social welfare at UAlbany.  Her 

education as well as her community service and work experience makes her the ideal leader of 

J’aime’s top management team.  She is charged with the duty of leading the top management 

team in fulfilling the venture’s mission and strategy.  She is committed to all three aspects of the 

triple bottom line and is dedicated to the mission of hunger relief in the Albany Community. 

Vice President of Business Operations- Giovanni Holmquist 

Giovanni is graduating this December (2013) with a degree in business administration.  

He has had a great deal of business experience as a manager at his father’s small business.  He 

also has served as treasurer of two organizations at UAlbany for a total of 2.5 years of experience.  

Giovanni is charged with the duty of ensuring the profitability of the business side of J’aime’s 

operations.  Giovanni is committed to provide nutritious meals comprised of local ingredients to 

the Albany’s aging population at fair prices. 

Vice President of Community Operations- Carolina Villa 

Carolina is a business administration student at UAlbany.  Her experiences in human 

resources through her previous employment and internship, and her community outreach 

experience gained through her active involvement in her sorority makes her the ideal V.P. of 

Community Operations.  Carolina is charged with the duty of recruiting interns and volunteers as 

well as organizing the social mission end of meal deliveries.  Carolina is committed to making 

sure all of our stakeholders are in good hands by screening potential volunteers and interns as 

well as making sure our services reach those who need it most. 

Vice President of Finance- Charlie Duclos-Seguin 
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Charlie is a finance major at UAlbany.  She has had a great deal of deal of experience in 

restaurants as a worker and a manager.  She is charged with the duty of keeping an accurate 

record of J’aime’s financial operations.  She is also responsible for organizing our educational 

programs due to her food service experience.  Charlie is committed to providing an accurate and 

transparent account of the venture’s financial operations and educating the community on 

healthy, low cost food preparation. 

Vice President of Marketing- Justin Bressler 

Justin is a marketing major at UAlbany.  He has experience with Feeding America as 

well as with the Regional Food Bank Association in Albany.  His marketing knowledge 

combined with his experience in the community make him the ideal V.P. of Marketing.  Justin is 

charged with the duty of maintaining J’aime’s presence on social media and in the community.  

He must advertise both our services on the business side and on the social side.  Justin is 

committed to promoting the ventures services and ideals while advocating for resources for those 

less fortunate. 

 All board of directors will be volunteers and assist with operations on the weekend as 

well as have weekly meetings to discuss the venture’s strategy and performance.  The board of 

directors is the main driver behind J’aime and has dedicated much of their time and money to the 

mission.   

Interns 
We will offer part-time internships to local college students for experience and academic 

credit.  We plan to attract students interested in business, social welfare, and culinary arts.  These 

interns will help with our operations when we are open by helping us advertise, preparing meals, 

delivering meals, and other general business operations.  As students ourselves, we know what 

interns are looking to gain out of an internship and we will create a program to help them get the 

most out of their experience while contributing to the success of our social venture.  We will 

advertise our internships to students attending UAlbany, St. Rose, Hudson Valley Community 

College, Schenectady County Community College, Sage College, and Union College. 

Volunteers 
Volunteers will play a pivotal role in our operations.  We will rely on volunteers from 

trusted sources to assist with marketing efforts, food preparation, and meal delivery.  We will 

only use volunteers referred to us from trusted sources to ensure that our business and those who 

use our services are in good hands at all times.  There are many organizations that require 

students and community members to complete community service hours.  We plan to partner 

with these organizations as well as local church groups and others that share the same mission to 

create a large network of trusted and dedicated volunteers.  Possible organizations include 

UAlbany’s All Greek Council, The Community Accountability Board, Office of Conflict 

Resolution, and The District Attorney’s Office. 
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The Marketing Plan 
 In order to gain donors, customers, and participates in our social service program, we will 

need to advertise. Out marketing strategy is essential to our growth and survival.  

Go-To-Market Strategy  
Our go-to-market strategy will have two sides: the social side and the financial side. The 

social market will consist of the individuals living in the low income communities of the Albany 

area. We will be using the channels of meal distribution and educational workshops to connect 

with these individuals and show them how they can make these meals at a low cost and give 

them the ability to bring this knowledge home. Through these channels, we hope to promote that 

just because you have a low income, does not mean you cannot provide for your family. We will 

address not only the need to provide hunger relief to these individuals, but also the skills they can 

use down the road. This will draw constant attention, because there will always be something 

new for these individuals to learn (i.e. recipes, nutrition tips). This will make it easier for these 

individuals to provide for their families since they will have some insight into making healthier 

meals for their families. The financial market will have two segments. Our primary financial 

market is the elderly members of assisted living communities. These elderly members have a 

need for home delivered meals and have the disposable income to purchase them. Our secondary 

market will be college students residing in the Albany area. This market prefers convenience 

over cooking. 

Social Media Marketing 
We will use social media to inform the community of the needs of the hungry and give 

them the opportunity to lend a helping hand. We plan to create social media profiles on many 

platforms including Facebook, Twitter, Instagram, and Indiegogo; some of which we already 

have (see appendix). These profiles will keep the community up to date on our progress of our 

social venture, as well as give individuals the ability to help out. 

Community Marketing 
To promote our social venture, we will advertise in the Capital City Rescue Mission and 

the Arbor Hill Community Center, as well as local churches and soup kitchens. We will promote 

our financial side through assisted living communities, community centers, and college 

campuses. The latter will be used when we expand our financial market to college students. 

Our Delivery Vehicle 
Our delivery vehicle will serve three purposes. During the summer months, these bikes 

will be used as part of our commitment to sustainability in the community. These vehicles will 

save money on gas costs and promote health and well-being. They will also serve as a means for 

delivering meals as well as promote our brand image. During the colder month, volunteers will 

use their own modes of transportation to deliver meals.  

The Financial Plan 
For our social venture to be viable in the long-term, we must prove to be self-sufficient 

and able to generate enough money to fulfill our social mission. 
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Startup Money 
For startup money our projected expenses for six months of operation total $24,441.25.  

These expenses would cover legal fees to form a non-profit, kitchen rental, insurance, cost of 

goods sold, loan payments, and fulfilling our social mission.  To cover these expenses we are 

seeking multiple grants, the UAlbany Seed Loan, and a no interest loan from the founders.  If we 

receive the funding we request, we will have a total of $35,750, which is $11,308.75 more than 

we need to operate for six months without income. 

 The two grants that we are applying for are the Walmart Local Giving Grant and the 

AXPEF Community Program Grant.  The Walmart Local Giving Grant is a grant that awards 

between $250-$2,500 to a 501(c), (3),(4),(6), or (19).  The non-profits must be giving back to the 

local community that a Walmart or Sam’s Club operates in.  We believe we would be awarded at 

least $250 from this grant.  The AXPEF Community Program Grant is an annual $500 award 

given to an Alpha Chi Rho Fraternity Chapter that is involved in educating the community.  One 

of our founders, Giovanni Holmquist, is a member of Alpha Chi Rho and is eligible for this $500 

Community Program Grant. 

 Besides grant money, we would need to take out loans in order to being our operation.  

We are applying for a $30,000 UAlbany SEED Loan which carries a 7%APR.  We believe we 

are eligible for this loan since we are UAlbany Business students that are attempting to serve the 

needs of the greater UAlbany community.  With this loan we would not only receive funding, but 

have access to all of the training programs and resources the SEED program makes available to 

applicants. We would not elect to take the full $35,000 microloan to avoid paying unnecessary 

interest.  To make up the other $5,000 of the SEED loan, each founder will loan the business 

$1,000 at no interest.  This will reduce the amount of interest the business will have to pay back 

on loans.   

Projected Cash Flows 
For 2014, we plan to be open and delivering meals three nights a week.  We project that 

on an average night we will sell 35 meals at $8.99 a meal with delivery included in the price.  

Our projected revenue from meals sold this first year is $49,085.40.  We aim to increase meal 

sales by 10% in 2015 that would generate $53,993.94.  To support our meal revenue and to help 

advertise our brand, we will also sell J’aime logo t-shirts at $15 apiece.  We project to sell 100 in 

2014 and 200 as we grow in 2015.  This would generate revenue of $1,500 and $3,000 for each 

year respectively. 

 For our cost of revenue, we project that we will encounter costs from the cost of food, 

packaging for food, food delivery, and the cost of the branded t-shirts.  For cost of food we 

project that purchasing food from our local suppliers will cost us 25% of food delivery sales.  We 

project that food packaging will cost us 2% of food delivery sales and delivery costs will average 

out to 5% of food delivery sales.  Our projected t-shirt costs are provided by customink.com and 

they would charge us $648 for 100 t-shirts and $1134 for 200 t-shirts.  Total cost of revenue for 

2014 is projected to be $14,146.33 and $18,412.07 for 2015.  This would leave us with a gross 

profit of $32,439.07 for 2014 and $38,581.87 for 2015. 
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 For operating expenses, we would have startup costs that would only apply to our first 

year of operation.  We have $1,850 budgeted for legal fees for creating a non-profit corporation 

and $400 allocated for our marketing and local delivery bicycle.  To fulfill our social mission we 

project spending 25% of food delivery sales on meals for the hungry each year.  For 2014 we 

have budgeted $50/month for educational programs, for a total of $600.  We plan to double our 

spending on educational programs for 2015 totaling $1,200. 

 The remainder of our operating expenses is constant from year to year.  We are planning 

to rent a kitchen at $13/hour for three nights a week, six hours a night.  This is going to cost the 

business $12,168 a year.  For marketing and promotion, we have allocated a budget of $647.88 

per year.  We believe this should be sufficient since we are doing the bulk of our marketing 

through social media and other free services.  We have planned to pay $100/month for insurance 

and to pay $3,235.80 a year in loan expenses for the SEED funding.  Our total projected 

operating expenses for 2014 is $32,373.03 and $31,950.17 for 2015. 

Overview of Finances 
Based on these projected revenues and expenses we project to be profitable our very first 

year of operation.  Our surplus for our first year is projected to be $4066.04.  Our surplus is 

expected to grow to $6631.70 in 2015.  Renting kitchen space hourly in the short term drastically 

reduces expenses as opposed to owning property or having a lease.  Our financial success also 

hinges on our initial supply of free labor by our board of directors, student interns, and 

community volunteers.  We realize as we expand we may have to create paid positions to retain 

employees. 

 Not listed in our projected cash flows are grants and donations that may positively impact 

our venture.  The AXPEF grant mentioned earlier is an annual grant that we are eligible for as 

long as Alpha Chi Rho is involved in our venture.  As we grow and gain a presence in the 

community we may become eligible for more grants as well as be able to attract donations 

because of our positive community image.  Many local supermarkets donate food and nutritional 

information to charities.  These donations can help lower food costs as well as educational 

program costs.  Another donation that may decrease our costs is the use of church and 

community kitchens.  By using these kitchens as opposed to renting space, we can save money 

by either lowering or avoiding our kitchen rental costs. We also plan to use the crowdsourcing 

platform, Indiegogo.com, to raise money for the hungry.  This money would go straight towards 

our social mission of providing meals and educational programs to those less fortunate. 

 Any surplus generated by the non-profit will either be used to expand our venture, fulfill 

our mission, or to decrease debt.  As we begin to generate money, we can use surplus to purchase 

business assets that will help expand our operation and reach. We also have the ability to use the 

surplus to provide additional meals and services to those that need assistance in the community 

to help fulfill our social mission.  A third use of the surplus would be to repay debt, either to the 

founders or the SEED fund.  The board of directors will use their best discretion to determine the 

appropriate use of the surplus. 
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Risk Management 
Risks are present in every business and steps must be taken to avoid all possible risks and 

to minimize their impact if the risk is inevitable. 

Possible Risks 
There are many possible risks for our social venture ranging from not enough demand for 

our services to too much demand for our services.  We also realize that without owning or 

leasing real property, there is the chance we may not have a commercial kitchen for use on a 

given night. We might have a limited amount of food on a given night and a surplus on another 

since we are depending on donations and deals with farmers/ farmer markets and other local food 

places. There is a risk that we may not have enough volunteers on a given night or that 

volunteers may not be fit to work for our venture.  We could have volunteers get injured while 

providing our services, either in the kitchen or on delivery.  These represent some of the possible 

risks that would be detrimental to our venture. 

Steps Taken to Minimize Risk (Scenario Planning) 
We have taken steps to minimize these risks when planning our social venture.  Using the 

concept of “one for one” we will donate one meal for every meal sold.  This will allow us to 

budget how much food to order in order to prepare are donated meals each night.  This will allow 

us to ensure that if we have a very high or very low number of meals to donate on a given night, 

we are not left with any food to sell. 

 To minimize detrimental impact of not being able to use a certain kitchen on a given 

night, we plan to make arrangements with other members of the community to have a backup 

kitchen, even if the price is at a premium.  This will allow us to constantly offer our services to 

seniors and ensure those who were promised free meals are fed at night. 

 We plan to overstaff interns and volunteers each night to reduce the risk of being short-

handed if someone calls out.  In the unfortunate event that we can’t gather enough volunteers and 

interns for a night, the board of directors is able to run the entire operation themselves.  This 

might come at an additional expense, due to the extra clean up time but these services must be 

provided to the community.  The board of directors also has many friends and family members in 

the community that if available, would be able to help in such an emergency. 

 The last scenario mentioned above is the injury of a worker while on the job.  We will 

purchase insurance to cover such scenarios to make sure any medical expenses incurred do not 

bankrupt the worker or the social venture.  Although this is not a finite list of risks and scenarios, 

we understand the possible risks, and realize we will have to adapt quickly as events unfold. 

Summary 
 We at J’aime are striving to create a world without hunger. Though this is a big task, we 

are up for the challenge. We will start with Albany, NY where we will partner with social service 

agencies that have similar goals as us to both find a place to work and reach out to people who 

will benefit from our services. We are a non-profit that will sell meals to seniors and, in the 

future, other community members in the Albany region. For every meal we sell, we will provide 
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a meal to a family in need. We will also provide information and resources for those families to 

become self-sufficient in regards to hunger. We will be able to provide such services with the 

help of grants and donations, as well as the profits from the meals we sell, which all go back into 

the company to continue our mission. We know the road ahead of us is challenging and has risks, 

but we also have a very skilled and knowledgeable board of directors who are more than willing 

to take this challenge and come out successful.  
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Social Problem  
Social Problem  

  

One for One meal 
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Financial Documents 

Revenues and Profits 2014 2015 Explanation 

        

Revenue       

Revenue from delivery 
sales $     49,085.40  $     53,993.94  

$8.99 a meal at 35 meals a night. 10% growth 
year two. 

Revenue from 
merchandise 

 
$        1,500.00  $        3,000.00  

Logo T's sold at $15 each. 100 in 2014 and 
200 in 2015. 

Net Revenue $     50,585.40  $     56,993.94    

        

Cost of revenue       

Cost of food sold $     12,271.35  $     13,498.49  25% of delivery sales. 

Cost of food packaging $           981.71  $        1,079.88  2% of delivery sales. 

Cost of delivery $        2,454.27  $        2,699.70  5% of delivery sales. 

Cost of merchandise $           648.00  $        1,134.00  Based on customink.com bulk pricing. 

Net Costs of Revenue $      14,146.33  $     18,412.07    

        

Gross Profit $      36,439.07  $      38,581.87    

        

Operating Expenses:       

Startup Costs       

Legal fees  $      1,850.00   $                   -    
$1000 for lawyer to draft application and $850 
for filing. 

Delivery bicycle  $          400   $                   -    
Delivery bicycle for short commutes and 
marketing. 

Social costs       
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Cost of donated meals  $     12,271.35   $     13,498.49  25% of delivery sales. 

Cost of educational 
programs  $          600.00   $       1,200.00  $50 a month 2014, $100 a month 2015 

Kitchen rental  $    12 ,168.00   $     12,168.00  $13/hr, 3 days a week, 6 hrs a day. 

Marketing costs  $         647.88   $         647.88  Fliers, website hosting, domain name, etc. 

Staff salary  $                   -     $                   -    Staff will consists of volunteers and interns.  

Insurance  $      1,200.00   $      1,200.00  $100 a month. 

Loan expense  $       3,235.80  $       3,235.80  $30,000, 15 Year Microloan with 7% APR. 

Other expenses  $                   -     $                   -      

Total Operating 
Expenses:  $     32,373.03   $     31,950.17    

        

Net Income (Loss)  $       4,066.04   $       6,631.70    
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Capital Needed   

Legal Fees  $    1,850.00  

6 Months Kitchen Rental  $    6,084.00  

6 Months Insurance  $       600.00  

6 Months Educational Programs  $       300.00  

6 Months Donated Foods  $    6,135.68  

6 Months Loan Expense  $    1,617.90  

6 Months COGS (w/o T-Shirts)  $    7,853.67  

    

Amount of Funding Needed for 6 Months of Operation $   24,441.25  

    

Sources of Funds   

Interest Free Loan from Board of Directors $     5,000.00  

UAlbany SEED Loan $   30,000.00  

Walmart Local Giving Grant $         250.00  

AXPEF Community Program Grant $         500.00  

    

Total of Grants, Personal Savings and Loans $   35,750.00  

Difference  $  11,308.75  
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Breakdown of Expenses 
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Calendar of Milestones 
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Supporting Photographs 
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Delivery Vehicle 
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