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EXECUTIVE SUMMARY

There is an issue of high importance affecting Mexico. Our unhealthy nutrition habits derived
from our tight and busy schedules doesn’t allow us to adopt a healthy nutrition lifestyle which is
one of the main causes of being the second country worldwide in obesity levels. Because of this
we have identified a business opportunity in Mexico City, where nearly 4 M people are working
and live with this constant struggle, 3.1% of this people are concerned about following a healthy
lifestyle and could have the acquisitive power to be interested in our service.
HeCo comes to offer a solution by creating a virtual kitchen service, through an app, where a
person can pick up the meals they want to eat for their whole week and get them delivered to
the most convenient location. By designing healthy meals, using eco-friendly packages and
adopting a zero-waste policy, we want to become one of the main suppliers of meals to office
employees in Mexico City. Our goal is to contribute to improve the Mexican’s health by allowing
people to adopt an accurate nutrition.
Following a weekly timetable, our operations would be focused on receiving the orders, grocery
shopping, cooking the meals and delivering them to our customers. A customer can choose from
a wide variety of healthy plans that would include breakfast, morning snack, lunch, afternoon
snack and dinner. Among the characteristics that makes us different we can mention that we
offer a flexible service, the customer will only pay for what they order and no subscription fee is
required. We are aware of the high environmental impact that waste has on the planet, this is
why we want to be committed to target our actions in order to reduce this impact. In this sense,
we will engage our customers in working with us in order to create conscious of left-overs,
allowing them to cancel orders with or without refund according to our timetable and the
cancelled meals could be donated to people in need.
Our project will require an initial investment of 484,065 MXN and to support the first 8 months
of operations, the founder will contribute with 750,000 MXN to the equity, a personal loan of
363,400 MXN from BBVA Bancomer with a maturity of 60 months at a 29.87% rate and a friends
& family loan of 250,000 MXN due in 12 months and interest free. We are estimating to
breakeven reaching the 9th month of operations.
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BUSINESS DESCRIPTION & VISION
INSPIRATION

Today Mexico is the second country worldwide in obesity levels, it has an adult’s obesity rate of
around 72.5%1. This translates in a public health issue due to the pathologies that might develop
around it such as coronary or ischemic heart disease, arterial hypertension, and diabetes which
represent a great challenge to the Mexican Health System for the elevated treatment costs and
the increase in the mortality rate. Among the causes for this disease we can find the fact that
people ingest more energy of what they spend, meaning that Mexican people are not used to
include in their day an exercise routine that allows them to stay healthy. Additional to this
sedentary lifestyle, there is a high availability and accessibility to processed food, high
consumption of fast food, sugar and a massive marketing of junk food.
The previous, reflect that Mexicans have been presenting a lack of a sense of self-care regarding
nutrition, and there is an identified cause. Specifically, in Mexico City, people have a very agitated
life during the week. We barley have time to take care of ourselves regarding our nutrition due
to the long journeys to get from home to work and back, along with long working hours. Derived
from this lack of time, we tend to eat fast and unhealthily (fast food). Currently young people are
starting to be more concern about their nutrition habits (reducing fried food, sugar consumption,
excess carb consumption), but we are in a constant struggle to balance a healthy nutrition with
our busy lifestyle. We seek to go on diets that demand time consumption for grocery shopping
and meal preparation, we can handle it for some time but usually our daily rhythm takes over
representing an obstacle to follow a healthy lifestyle.
On the past years, the new generations of young people, have started to shown a concern
towards their eating habits, searching for options to consume healthier food, that is attractive
and practical for their lifestyle. Today 83%2 of Mexican people claim to be following a diet due

1

http://www.revista.unam.mx/2019v20n1/salud-y-cultura-alimentaria-en-mexico/
https://www.nielsen.com/mx/es/insights/article/2016/8-de-cada-10-mexicanos-afirma-seguir-algun-tipo-dedieta-restrictiva/
2
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to fitness concerns, healthy issues or restrictions to some foods due to allergies. This is why
Healthy Cooking was born, to offer a solution to every person that struggles with the desire of
eating healthy but present a lack of time to fulfill their goal.
BUSINESS PROPOSAL

The business idea is aiming to sell a healthy nutrition lifestyle for people that are concerned
about their eating habits and that have limited amount of time to achieve their goals due to their
busy day to day.
HeCo wants to offer a solution, through an app, by creating a virtual kitchen service where people
can find healthy meals, choose what they want to eat for their whole week and get them
delivered to the most convenient location (Appendix 1). Our professional cooking team will
prepare a wide variety of home-made food that adapts to certain nutrition plans with the highest
quality and fresh ingredients. The customers can choose from breakfast, morning snack, lunch,
afternoon snack, all the way to dinner. We want to offer a flexible service where no subscription
fee is required, in this sense, the customer will only pay for what they will eat according to their
week plans. This flexibility allows us to comply with our zero-waste policy and by using ecofriendly packaging for the meals, we want to influence people in being conscious about the
environmental impact that these actions may have.
OUR MISSION

Our purpose is to dissolve the struggle between having a healthy nutrition and a busy daily
rhythm. HeCo wants to become people’s virtual kitchen in order for them to adopt healthy
nutrition habits and contribute to improve the Mexican health system by creating a smart
solution of prepared meals that satisfy each customer’s needs.

8
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OUR VISION

HeCo wants to become the number one meals supplier for working people that have a lack of
time to accomplish their healthy nutrition goals. We want to be an integrated food service that
will provide a health oriented nutrition lifestyle so our customers will embrace it as part of their
daily life.
OUR COMMITTMENT

We want to stress out the fact that HeCo wants to stand out for certain values and actions that
we believe in and that are the base of our organization. We are a company that has a high
concern for improving life quality for society in an integrated way: improve nutrition, increase
time management for people, reduce environmental impact and combat hunger. Because of this,
we feel compromised to comply with certain Sustainable Development Goals3 such as the
following (Appendix 4):
•

Zero hunger: By creating conscious (regarding food wast), among our customers, we
expect them to work with us by complying to our orders cancellation policy and agreeing
with donating any cancelled meal to people in need.

•

Good health and well-being: We want to encourage people to improve their nutrition
habits in order to reduce the country’s mortality rate due to heart diseases, hypertension,
and diabetes. Helping to decrease the adult’s obesity rate in Mexico.

•

Responsible consumption and production: Utilize our resources in the most efficient way.
Not wasting water, energy or ingredients in the meal’s cooking process.

•

Climate action: To reduce the global environmental impact, we want to carry out our
operations trying to be green in every sense. Reduce pollution by using eco-friendly
packages, by reducing food waste, and choosing suppliers and partners that comply with
the same values.

3

https://www.un.org/sustainabledevelopment/sustainable-development-goals/
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INDUSTRY AND MARKET ANALYSIS
INDUSTRY & MARKET TRENDS

The food and beverage industry in Mexico contribute in 3.5% to the gross domestic product of
the country, in 2017 this percentage represented 18.2 billion MXN4. There are around 197,817
companies in the food and beverage sector that generate nearly 840,000 jobs for people. This is
one of the most dynamics industry in Mexico and it grows an average of 4.3% per year.
Recently, there have been significant changes in consumer’s habits that have had an impact in
the sector, forcing a 72% of companies that operate in this sector to adapt to the new
characteristic and preferences of their clients.5
Mexican people are starting to be aware about the health issue regarding nutrition and the new
generations, specifically millennials, are showing more concern towards their nutrition habits. To
remain in the competitive world of this industry, it is necessary to keep updated to the most
recent tendencies. Among the new tendencies we can find the following:
•

Superfoods: It is a marketing term referring to food that provides health benefits due to

the high nutrient density.
•

Keto diets: The ketogenic diet is a diet focused on high-fat, moderate-protein and low-

carbs in which the body is forced to burn fats rather than carbohydrates.
•

Vegetarianism: It is a practice of abstaining from meat consumption and products from

animal slaughter. Usually it is adopted to respect of life or environmental concerns.
•

Veganism: It is a practice of abstaining from the consumption and use of animal products.

•

Zero processed food: Practice that could be identified with the Paleo diet where there is

no consumption of any processed food and the diet is focused on eating foods presumed
to be obtained by hunting and gathering in the past.

4

https://antad.net/alimentos-y-bebidas-3-5-del-pib-2017-inegi/

5

https://www.ey.com/es_mx/consumer-products-retail/tendencias-de-la-industria-de-alimentos
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•

Organic food: It is food that is produced following specific methods that comply with

standards of organic farming that promotes ecological balance.
Additional to the dietary tendencies, there are also behavioral tendencies that are defining the
market:
•

Slowcal: Trend that implies greater awareness and responsibility with the impact of

food consumption in the personal, social, economic and environmental aspects. Hence
the identification with the local, giving greater status to the nearest environment.
•

Here&Now: Trend that seeks to contribute to facilitate the lifestyle of people, who

demand flexibility, optimize the management of their time, take care of their health, and
especially the instant gratification of their needs at any time and place.
•

MadeSimple: Trend that creates flexible solutions that allow smart shopping and

consumption, simplifying the choice and choosing the best option, while saving time and
ultimately making life easier for consumers.
•

MyHealth: Trend that relates to the proactive and responsible attitude towards the

promotion of well-being and one's own health, it is a search for personalized food,
adapted to personal needs, to achieve a balance between physical state and mental,
emotional well-being.
•

EgoFood: Trend that focuses on "personification" in the products of great consumption

of personal desires, values, aspirations or status. Pursues the connection between the
consumer and the dimension of the product that fits his personality, needs and with what
he feels identified.
•

Food Telling: Trend that connects the consumer and the food they eat by incorporating

or associating messages and stories to food products. It responds to transparent and
attractive information, providing added value to products, brands and manufacturers,
giving them greater identity and authenticity.
•

More traceability, less waste: Consumers are no longer interested in the final product,

but are looking for sustainability, a key concern is food waste.

BSM-Universidad Pompeu Fabra 11
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Derived from all these trends, it is necessary to develop a solution that can face the nutrition
problems in the country and can contribute to promote a healthy lifestyle that takes into account
the real conditions and the self-care capacity that the individuals have to acquire a healthy
nutrition.

There are several forces that need to be considered due to the fact that they are key in the
business definition:
Entry barriers: Among the barriers that the business could face are the certifications of quality

and hygiene, specifically referring to the place where the meals are going to be prepared.
Additional to this, the fact that people are starting to adopt a more ecological mentality towards
recycling and the decrease the consumption of packaged food could represent an issue, this is
why the business needs to be developed around an ecological proposal regarding packaging. The
general economy in Mexico is presenting a recession, which is a general bad sign for all the
companies because people are not spending the same amount of money and they are cutting
off their expenses; however since the business is focused in the food industry and it covers the
basic needs of people, there is a systematic risk that doesn’t behave so radical to market changes.
Clients: The business idea is thought to be a B2C where the client would be the end-user of the

service and consumer of the products. There is the possibility on the future to explore the idea
of B2B where the business could provide corporate meal services.
Substitute: For this type of business, possible substitutes could be going to a nutritionist and

prepare the meals on your own by going grocery shopping and cooking at you home.
Rivalry: Among the competition that the business may face there are prepared meals delivery

services, food delivery apps, and corporate dining rooms that would be analysed later on.

12 BSM-Universidad Pompeu Fabra
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TARGET MARKET

The target for this business idea is the people that are seeking a healthy nutrition lifestyle but
have an agitated daily rhythm that presents an obstacle to fulfil their goal. Taking into account
the previous description, the market to target is the people that currently work in Mexico City,
focusing on workers that have an “office job”. Main characteristics about the “office job”
workers:
} Subordinate and paid employees.
} Established working schedule (usually from 9 am to 6 pm with 1 hour for lunch)
} Usually bringing their prepared meals from home, eating on the company’s dining room
or going out to eat something fast.
} Spend on average 2.5 hours on the way to work and back home.
} Lack of schedule’s flexibility like a freelance or entrepreneur.
} Agitated city life.
} Tight schedules along their day.
} Concerned about exercising and eating healthy but struggling with lack of time.

The previous describes the main target; however, there may be additional markets in people that
also struggle with time management to have healthy meals such as students, students that have
a part-time job, entrepreneurs, etc. Basically, anyone that wants to eat healthy and doesn’t have
the time to shop for groceries and prepare their meals or doesn’t know/like to cook.
SIZE OF THE MARKET

HeCo is going to be established in Mexico City to attend the needs of this potential customers.

Total Available Market: The total population of Mexico City is 8,760,844 people; this considers
the people that live only in what is defined as “Mexico City” and not the metropolitan area that
covers outside boundaries. However, we are only considering the people that are in a legal age

BSM-Universidad Pompeu Fabra 13
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to work and that actually have a job. Currently, the population economically active in Mexico City
reaches 4,299,221 people.6

Served Available Market: We want to reach the population that have the means to acquire our
service, that is why we are narrowing the market to the people that work and that receive an
income higher than 5 daily minimum salaries. The daily minimum salary in Mexico is 123.33 MXN,
this means that we are focusing on those workers that earn approximately more than 18,483.00
MXN per month.7 This brings the number down to 213,836 people. Additional to this, we intend
to segment according to workers that are subordinate and receive a monthly salary (meaning
that they have an “office job”) and that are also concerned about their health (measuring this by
the % of Mexican population that exercise). Considering this, the market goes down to 133, 246
people.

Target market: Analyzing the resources and capacity to attend the demand, we have decided to
establish the business in a location that is going to serve 4 main offices areas in Mexico City
(Polanco, Insurgentes, Reforma and Periférico Sur)8. The previous areas cover a total of 3.4
million square meters, in which we estimate that 2,283,961 workers are performing their jobs.
Considering that 3.10% of the total workers are subordinate, receive a daily payment above 5
minimum salaries, and that are concerned about their health, our target market is 70,787 people.

6

Informe de Informacion Laboral de la Subsecretaria de empleo y productividad laboral Ciudad de Mexico enero
2020
Informe de Informacion Laboral de la Subsecretaria de empleo y productividad laboral Ciudad de Mexico enero
2020
8
https://realestatemarket.com.mx/noticias/mercado-inmobiliario/oficinas/23050-estos-corredores-dominan-elmercado-de-oficinas-en-la-cdmx
7
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TAM Population that is economically active in CDMX (working)
SAM Workers that have an income higher than 5 daily minimum
salaries
Segmentation

4,399,221
213,836

Workers that are subordinate and paid

155,299

Workers that are concerned about health

133,246

TM Total number of squared meters of offices in CDMX

6,400,000

Squared meter of areas to focus

3,400,000

Estimated number of workers in the office area

2,283,961

% of workers that are subordinate and paid/concerned about
health
Target Market

3.10%

70,787

Table 1. Size of the market (TAM, SAM, TM)

GROWTH RATE

The economically active population in Mexico presents an average increase YOY of 2%,
considering this if the actual economically active population in Mexico City is 4.2 M of which
around 73%9 are subordinate and paid employees, then we could expect a growth as follows:
Year

TAM

SAM

TM

2019
2020
2021
2022
2023

4,299,221
4,385,205
4,472,910
4,562,368
4,653,615

133,246
135,911
138,629
141,402
144,230

70,787
72,203
73,647
75,120
76,622

2024

4,746,687

147,115

78,155

Table 2. Target market growth (5 years)

Informe de Informacion Laboral de la Subsecretaria de empleo y productividad laboral Ciudad de Mexico enero
2020
9
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LOCATION

Mexico City has a approximately an area of 6.4 M squared meters alongside its territory where
offices are located. The main zones are the following:

Area
Santa Fe
Polanco
Insurgentes
Reforma
Lomas
Periférico Sur
Periférico Norte
Bosques

Squared meters
1.4 M
1.1 M
0.9 M
0.8 M
0.7 M
0.6 M
0.6M
0.3 M

Percentage
21.9%
17.2%
14.1%
12.5%
10.9%
9.4%
9.4%
4.7%

Table 3. Main locations in Mexico City to focus.

Looking at their future growth, this are the areas that are presenting a compromising growth for
the next years10:

*Others

Periferico Sur

Reforma

Insurgentes

Polanco

28%

11%

Focus on these locations,
where the main offices in the
city are located. Additionally,
they are located within a
good reach from our kitchen
in order to perform
deliveries.

15%

21%

25%

Table 4. Main locations growth.

10

https://elfinanciero.com.mx/empresas/disminuye-13-edificacion-de-oficinas-en-cdmx-en-3t19
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Cuauhtémoc
Miguel Hidalgo
Álvaro Obregón
Benito Juárez
Coyoacán
Tlalpan

Table 5. Map of main locations.

SURVEY RESULTS

We conducted a survey among people that currently work in Mexico City to know more about
their weekly habits and understand better their needs. The survey involved 143 participants and
the most relevant results indicated the following: (Appendix 9)

•

72.7% of people described their daily activity as an “office job”.

•

60.9% claimed to have only 1 hour or less to have lunch while being in their working
schedule.

•

41.3% have breakfast at the office, 44.8% have lunch at the office but 94.4% have dinner
at home.

•

54.5% said they don’t have time to cook during the week.

•

44.1% spend more than 2,000 MXN per month on groceries to prepare food at home.

•

37.8% spend more than 2,000 MXN per month on restaurants.

BSM-Universidad Pompeu Fabra 17
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•

48.3% claimed that their current nutrition could be healthier and 43.4% said it was
healthy enough.

•

90.2% stated that they are interested in improving their nutrition habits.

•

83.9% are interested in a service that would provide prepared meals for their week.

•

69.8% would use the service only from Monday to Friday and 20.1% would use it including
weekends.
COMPETITORS

Regarding the competition that may be present for this business ideas, there are 3 main groups
on the radar:
1. Prepared meals delivery services
2. Food delivery apps
3. Corporate dining rooms

Prepared meals delivery services
Recently, in Mexico, some people started to offer this type of service. How it works is that you
pay a monthly fee to have someone prepare all your meals for the day and deliver them to the
house or to the office. This type of business is the most similar to the business idea proposed;
however, it has many opportunity areas. One of the main problems with this is that you need to
pay the whole month in advance to get all your daily meals delivered, this way you compromise
yourself to eat everything they deliver every day and, for instance, if one day you have other
plans for lunch, your food is going to be left over. Usually, they offer a restricted menu so the
customer has little flexibility to choose what they want to eat. Additional to this, this service is
very informal and it lacks of organization, usually it is just a person offering it and not an
established company so there are no guarantees in quality of the food or hygiene certificates.
The contact for these businesses is through Instagram or Whatsapp and not through an app. The

18 BSM-Universidad Pompeu Fabra
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only way to get an estimate of the size of this competition is looking at the followers each
business has on Instagram, the total followers are 110.2 K.
Competitors: Sana Banana, Organika Detox, Fitness Chef, Manyar, Mafira

Business Followers

Percentage

Sana Banana

43.4 K

39%

Organika Detox

37.9 K

34%

Manyar

24.4 K

22%

Fitness Chef

2.9 K

3%

Mafira

1.6 K

2%

Total

110.2 K

100%

Table 6. Estimated size of main competitors

Food delivery apps
This type of competitors refers to companies that offer a food delivery service within an app.
These businesses work just as a delivery platform and not as producers of the food they deliver.
They have a network with different restaurants and they offer the third parties food on their app,
just charging a commission to the customer for the delivery. The food they offer is divided by
restaurant and they don’t provide a personalized service to the customer. It is a service a person
uses when they are on a hurry to eat something quick and don’t have time to cook, they are not
able to go out for lunch, they are not at home or there are no more groceries at home to prepare
something.
Competitors: UberEats, Rappi, Postmates, Sin Delantal

Corporate dining rooms
Some of the big companies in Mexico offer as part of employee’s benefits a dining room. This
benefit consists on having a space inside the corporate building where one dining company offers
daily meals to employees for a very reduced price, the price is very low because it is subsidized
by the company where the employee works. This is a good solution for employees; however, it
BSM-Universidad Pompeu Fabra 19
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only covers lunch time and in some cases breakfast time. Also, there is a low variety of the meals
they offer daily and they are not concerned for people that have special diet restrictions. In
Mexico City there are 466 K companies, only around 30% of the companies in Mexico offer the
benefit of dining room.
Competitors: The dining companies such as Sodexo, Aramark, Zitrone.

POSITIONING MAP

The positioning of the competitors is being analyzed through the variables of high/low health
approach, referring to the level of healthy meals they offer. The second variable is high/low
flexibility, which referrers to the type of plans they offer (by subscription or not). A third variable
is present through the size of each icon which indicates the level of personalized service they
offer; a larger icon means a very high level of personalization whereas a small icon means a low
level of personalization.
High health approach
HeCo

High flexibility

Low flexibility

Low health approach
Table 7. Competitors positioning map

20 BSM-Universidad Pompeu Fabra
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MAIN COMPETITORS WITH SIMILAR BUSINESS MODEL ANALYSIS

Company

Healthy
nutrition
oriented

Personalized
service

Manyar

✓

✓

Mafira
Fitness Chef

✓
✓

✓
✓

Organika Detox

✓

Sana Banana

✓

Ecofriendly
packages

Delivery
feature

Flexibility
(nonsubscription
model)

Number
of meals
per day

Price per
day

Total per
month
(compulsory)

Avg. per
meal

✓

5

380 MXN

7,640MXN

76.00

✓
✓

5
5

310 MXN
416MXN

6,200 MXN
8,320 MXN

62.00
82.30

✓

5

394 MXN

7,880 MXN

78.80

✓

✓

✓

1-5

NA

NA

120.00

✓

✓

✓

1-5

NA

NA

80.00

Where HeCo wants to be

HeCo

✓

✓

Table 8. Competitors main features

DESCRIPTION OF PRODUCTS AND SERVICES
HOW IT WORKS

HeCo is thought to be a platform where customers can have an experience of being in their own
virtual kitchen choosing what they want to eat for a whole day or week. The service will be
offered through an app that will provide different options to choose from, including the large
meals (breakfast, lunch and dinner) as well as snacks (morning and afternoon snacks). After the
customer has chosen each meal per day they will proceed to confirm the order and make the
payment through the app. Our delivery service will deliver the meals to the location provided by
the customer (Appendix 1).

The idea is that the customer can choose from a wide range of meal options that will satisfy
specific needs according to the nutrition plan our customers want to follow. Through a
nutritionist consultant, we are going to develop weekly recipes that will be classified under the
following categories:

BSM-Universidad Pompeu Fabra 21
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Category

Who is it for?

Characteristics

Power Boost

For you that need a boost in
protein, carbs and fat to keep
on going with you exercising
routine
If you have been feeling heavy
and swollen and you need
back-to-light
To keep you on the healthy
track a perfect balance of the 5
food groups

High in proteins
High in carbs
High in fat

Detox

Maintenance

High in vegetables
High in fruits
Low in carbs & fat
Balance between: grains,
vegetables, fruits, protein &
dairy

Table 9. Sample of healthy plans

Alongside this plans, the app is able to save the customer’s profile with a brief questionnaire on
their lifestyle when they join for the first time as well as to keep a record of the type of meals
they order. This way the app becomes “intelligent” in the sense that it offers the customer the
options that are better suited for them (if they are vegetarians, dietary-free, gluten allergic, sport
oriented, etc.)

It is important to highlight that the service is mainly focused on being a provider of healthy homemade meals to people that seek to lead a healthy nutrition lifestyle and that are aware of
environmental and social responsibility. In this sense, our service is committed to comply with
environmental measures by using eco-friendly packages and our team, as well as our customers,
must be aware and agree to have a zero waste policy. The customer will know that any order
cancelled after the “cancel with refund” period will be donated to people in need (the customer
will not get the money back but they will contribute on helping HeCo fulfil part of the social
mission).

22 BSM-Universidad Pompeu Fabra
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COMPETITIVE ADVANTAGE

There are several characteristics that our business idea offers in comparison to the current
offer in the market. The main features of our business are: it is a healthy home-made food
delivery service through an app where the customer can choose all their daily meals. The
following indicates the competitive advantages that each feature includes:
Healthy home-made food delivery service
Þ Nutritionist facilitator that offers a variety on meals that are focused on nutrition plans
such as (low/high carbs, high protein, low/high fat, no diary, detox).
Þ Meals will be prepared in a kitchen of our own that will be certified with hygiene and
quality standards.
Þ Use of eco-friendly packages.

Customer chooses all their daily meals
Þ Friendly-dietary system where the customer can choose all breakfast, lunch, dinner and
snacks or just pick up the meals they need per day.
Þ The customer will only pay for what they order per day and there are no monthly fees.
Þ This way there is a reduction on left overs of food.
Efficient contact through an app
Þ Easy way of contact.
Þ The app can learn your profile based on your order’s history.
Þ Customer gets all the info about the properties for each meal.
Electronic payment through app
Þ The payment is automatic by credit/debit card, there is no need for transfers.
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MARKETING AND SALES STRATEGY
PRODUCT

HeCo basically distinguishes for the fact that the extended dimension of the product is the most
important one, meaning that our value derives from the services that we add to our product so
it can’t be replicable. What we are selling is not the prepared meals per se, it is the service around
it. We combine the rational functions (have healthy home-made meals for your busy day to day)
plus the emotional functions (feel part of a healthy community and adopt a social responsibility
culture). With this, we will increase the brand value and create awareness towards the company,
it is not just a delivery service, it is a lifestyle.
PLACE

The heart of the business is the HeCo app. This is the space where customer can feel in their own
virtual kitchen and no matter where they are, they have within reach of a smartphone, easy
access to the supply of their daily meals. There is no need for the customer to transfer anywhere
to get a healthy nutrition, they will get it in the place of their preference, either home or the
office. The zones from Mexico City that are being covered in the initial stage are the ones that
include the main corporate office locations which are Polanco, Insurgentes, Refroma and
Periferico Sur.
PRICE

In order to create a real exchange of value between the company and our customers, it is
important that we achieve a balance between the utility we are providing and the cost of it. The
definition of our pricing strategy has been based on a mix of different factors including a
preliminary analysis of the market acquisitive power, the competitor’s prices and our own costs.
Focusing on the market, we have concluded that our potential customers are people that earn
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above 18K MXN per month. On average, a person in Mexico City spends 30% of their monthly
salary on daily meals while being in the office (just including lunch and snack from Monday
through Friday), this means they spend around 5,400 MXN per month to cover around 40 meals
translating in a WTP per meal 135 MXN. Additional to this, the subscription fees that competitors
charge per month are in between 6,200 to 8,320 MXN (covering 25 meals per week) and finally,
our average cost a meal is 39.05 MXN per meal (Appendix 2). Therefore, to cover the rest of our
expenses that include the delivery service and labour, our average price per meal is 80 MXN. For
example, a customer that orders 25 meals per week during a month will pay in total 8,000 MXN
and our cost will be of 3,905 MXN.

PROMOTION

First we can to focus on a recognition phase, where the main purpose is to inform our potential
customers of our service in order to start transmitting the value that HeCo has to offer. For this
phase we are taking the following steps:

•

Friends & family: this is a pilot stage where friends and family of our team members are
going to try the service and provide feedback. It is an important stage due to the fact that
we can learn about improvements to the service and processes.

•

Word-of-mouth: the idea is to do it through renowned companies where we get an
insider to try it so they can be key elements to spread it around the office. The employees
will start knowing about us and if a colleague is using the service it would be easy for
another colleague to start trying it.

After accomplishing the recognition phase and once the customers learn about us, the next step
is an engagement phase where we intend to involve the customer in such a level that they adopt
our service as part of their lifestyle our service, for this we intend to follow the next step:
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•

Healthy partners: Th idea is to seek a relationship with companies like GymPass (platform
where one can join any gym or classes through a monthly fee) so we can promote our
service in their installations or through their social media. If people are seeking a healthy
lifestyle through exercising it is highly probable that they could also want to focus of their
nutrition habits.
DIGITAL MARKETING PLAN

On all our promotion stages we intend to include social media strategies as our advertisement.
The following table presents our channel mix decision regarding social media networks:
Network
Target

Goals

Arrival
Rol
Content
strategy

Facebook
Men & women > 21
years old
Awareness
Get potential
customers to know our
app

Acquire followers
Create groups, make
posts and comments
Community
Funny 10%
ChitChat 10%
Advise 50%
Commercial 30%

Instagram
Men & women > 21 years old

LinkedIn
Men & women > 35 years old

Awareness
Get potential customers to know our
app
Relevance
Link content to business ambassadors
Acquire followers
Make posts, stories, use hashtags

Awareness
Get potential customers to know our app
Relevance
Show our added value to time
management in professional life
Groups, have followers from different
companies.
Share posts
Relevance
Advise 50%
Commercial 50%

Positioning
Funny 5%
ChitChat 15%
Advise 50%
Commercial 30%

Table 10. Channel mix for social media advertisement

We are thinking of implementing certain digital marketing actions through the customer’s
journey in order to reach to them, push them to act trying the service, be able to convert them
so they keep using the service and finally engage them in order to get their loyalty and become
part of their lifestyle.
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program

(community)
Explore loyalty

(suggestions)
Social Media

Personalization

ENGAGE

Social Media

User Generated Content

Personalization

ambassadors)

(influencers/

(own profile)

CONVERT

ACT
Social Media

(own media)
Word of mouth

Social Media

REACH

Landing Page (App)

CUSTOMER’S JOURNEY

Table 11. Digital marketing tools implemented through customer’s journey

CHANNELS

As part of our value proposition, we want the customer to feel a personalized experience and to
have an easy way of contact with us. This is why we took the decision of providing the service
through an app instead of just using social media and whatsapp as our current competitors. We
have two main channels to reach the customer:
•

Mobile app: this is our main platform where the customers make use of the service, they
choose their meals, have a profile, keep record and get in contact with us.

•

Delivery service: this is how we deliver the product to our customers in order to complete
the service. Since we are outsourcing it, it is of high importance that the vendor compels
with our philosophy of giving an excellent service so the meals can reach the customer in
the best state so they don’t lose their quality.
CUSTOMER RELATIONSHIP & COMMUNITY DEVELOPMENT

The heart of our service is our customers, this is why it is vital for HeCo to maintain an excellent
communication and work every day to offer them a service that can adapt to their specific needs.
Using an app gives us several advantages such as the possibility of creating a record for each
customer in an automatic way and learn about each profile. This allows us to create a
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personalized experience of the service and through an algorithm, offer personalized suggestions
of meals for future orders according to their eating habits. Send them notifications so they won’t
forget to make their orders for the week, notify them when the delivery is on its way and provide
an easy way of cancelling any meal or whole order. Additional to this, through the app, each
customer can provide feedback and get in contact with us for any issue they may encounter.
We want the customer to become our partner in the social responsibility aspect. We want to
make sure they understand and go along with our zero-waste policy and that they can help us to
fulfil this goal by letting us know when they are not going to consume a certain meal that has
already been prepared so we can take action and deliver it to homeless people. This is another
aspect that emphasizes the importance of communication with our customers.
One of our goals is to retain customers and keep them engaged by adopting HeCo as a lifestyle.
We want to build a community of people that share different interests such as health concern,
fitness lifestyle, food allergies, specific eating habits (veganism, vegetarianism) as well as similar
characteristics as could be having an agitated daily rhythm, lack of time, low flexibility in
schedules. We want to listen to our customers so we can understand their day to day needs and
want to be providers of a safe space where they can express their thoughts, feedback, and
connect with relatable people. This is why we want to promote the creation of a network,
through social media, where people can be part of the HeCo community by joining specific
groups.

u Health oriented

More than a service,
we are
a community

u Eco-friendly

Characterized by

u Fit

being …
u Altruistic

Join the HeCo
family
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SALES STRATEGY

To estimate our demand we took several steps, the first one is to define our average cost per
meal so we can know approximately the price at which we can sell and this way get to know
which customers will be willing to pay for our service. We have computed a list of several healthy
recipes including breakfast, morning snack, lunch, afternoon snack and dinner and based on the
cost of the ingredients and the quantity of each ingredient per meal we estimated de average
cost per meal in 36.60 MXN. Additional to this we determined what type of package does each
meal needs and the cost of it so we estimated an additional 2.44 MXN for packaging per meal,
giving us a total average cost per meal of 39.04 MXN. As we mention previously, our price per
meal needs to be on average 80 MXN taking the decision that we want our price to cover direct
labour and delivery expenses. This suggest that our customers need to earn more than 18K MXN
per month in order for the service to be attractive.
The second step is to define the number of customers we will be acquiring. Considering a real
scenario (being conservative but optimistic about our growth) on our initial stage which is a pilot
among friends and family, will start with 5 customers and increase this number by +5 new
customers per month during 3 months. After this we are going to start with the word-of-mouth
stage among companies. The following table summarizes the potential customers we can reach
considering the number of offices in the locations we are focusing and the market share we are
trying to acquire (10%).

MARKET SHARE

Target Market

70,787

Total number of offices in focus area
Potential employees per office to reach
Market share

1,425
50
10%

Employees per office to acquire

5

Table 12. Projection of companies & employees reached per month
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We are planning to reach, after the 3rd month, an average of 5 new companies per month in the
first year, so this would translate in acquiring on average 25 customers per month. We are also
considering a churn rate per month of about 10% in the real scenario that is being applied to the
users of the previous month. The idea is that every year we increase the number of companies
that we reach per month, hoping to reach on average 10 companies by the fifth year.
With the previous assumptions we reach the following customer’s projection:

Month (Y1)

1

2

3

4

5

6

7

8

9

10

11

12

BOP
New

0
5

5
5

10
5

15
25

38
25

59
25

78
25

95
25

111
25

124
25

137
25

148
25

Churn

0

0

0

2

4

6

8

10

11

12

14

15

EOP

5

10

15

38

59

95

111

124

137

148

158

78

Y1

Y2

Y3

Y4

Y5

BOP

5

158

254

325

397

New

234

358

429

515

618

Churn

81

257

355

440

533

EOP

158

258

328

400

482

Table 13. Customers projection

The third step is to estimate how many meals does each customer is going to order per month.
The maximum number of meals that a customer could order is 100 per month (5 meals per day
x 5 days a week x 4 weeks). Considering a realistic scenario and based on our survey results,
people usually tend to have dinner at home so we are estimating an adoption rate of 3 meals per
day (breakfast, morning snack and lunch). Additional to this, considering that we have the option
to cancel any meals per day we estimate that people could cancel 2 days of meals per week, this
leaves us with 3 meals per day x 3 days a week x 4 weeks = 36 meals per month by customer.
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ORGANIZATION & MANAGEMENT
OUR TEAM

Our organizational culture is defined by three main values and our team members need to be
fully committed to them. The values that identify us as a company are the following:

Love what you do everyday
In HeCo we want to have employees that are highly motivated with their daily tasks in order to
have an outstanding performance in their activities. Being a company that is focused in meals
preparation, our motto is “cook with love”.
Be eco-friendly
Being conscious about the high environmental worldwide impact that the 1.3 billion tons of food
waste11 and the 6.3 billion tons of plastic waste12 has, HeCo has the obligation to contribute to
improve the zero-waste policy by creating conscious among our employees and our customers
and adopting a practice of donating food that is not going to be consumed to people in need and
to use eco-friendly packaging for our meals.
Be there for them
We want to promote a culture where our employees are focused in delivering the best service
to our customers, since they are the purpose of our business. At the same time, we intend that
our employees have a real co-working culture where they can support their colleagues in their
daily activities. And, last but not least, we want for our team members to support society by
doing what we can to help people in need.

https://en.reset.org/knowledge/global-food-waste-and-its-environmental-impact-09122018
https://www.nationalgeographic.com/news/2017/07/plastic-produced-recycling-waste-ocean-trash-debrisenvironment/
11
12
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Based on the previous values, our initial organization chart for the company will be integrated by
the following teams:
•

Management team: which will include a CEO that will be in charge of the whole operation
of the company in an integrated way: operations, financials and customers relationships.

•

Marketing team: will include a person that will be in charge of social media and reaching
new offices in order to acquire new customers.

•

Procurement team: which will include a member in charge of all the purchases needed
for the meals preparations.

•

Cooking team: there will be a Chef to develop all the recipes and the cooks to prepare
the meals.

•

IT team: there will be a person in charge of the app development and the constant
monitor of it in order to solve any issues that might come up.

•

Customer Service team: Once we have reached 100 customers, we would like to hire
someone that will be in charge of customer’s relations in order to solve any particular
issues with customers and keep their needs satisfied.

Additional to this teams, we will have an external Nutrition consultant that will provide helpful
insights to the cooking team in order to keep our recipes updated with the most recent nutrition
trends and be able to offer a wide variety of healthy meals.

CEO
Nutrition
consultant

Marketing

Customer
Service

IT

Procurement

Cooking

Cook
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OPERATIONS & LOGISTICS

TIMETABLE

In order to have a well-organized logistics plan, it is necessary to define a timetable of how the
service is going to operate. There are six main moments that will define the whole service and
they are explained in the following diagram:

Sunday

Saturday

Friday

Thursday

Wednesday

Tuesday

Monday

Week

Order

Moments

Cancel order (with refund)
Grocery shopping
Cooking
Cancel order (without refund)
Delivery
Table 14. Timetable for the weekly service.

1. Order: the customer place the order for all the meals they want through the HeCo app.
2. Cancel order (with refund): In case that the customer wants to cancel the order (partially
or totally) they will notify it through the app and they will get the refund for the total
amount of what they cancelled.
3. Grocery shopping: Once the HeCo team receives all the orders for the following week the
procurement team will go to the Central de Abastos to buy all the ingredients necessary
to prepare the meals.
4. Cooking: The HeCo cooking team will proceed to prepare all the meals to fulfil the orders
as well as to package them.
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5. Cancel order (without refund): In case that the customer wants to cancel the order
(partially or totally) they will notify it through the app but in this case they will not get
any refund since the ingredients were already purchased and the meals prepared. In this
situation, the prepared meals will be donated to people in need (homeless).
6. Delivery: Our delivery partners will help us to deliver all the meals from the order to the
location previously specified by the customer through the app. *The delivery could be on
Sunday or in Monday according to the customer’s needs.
(Appendix 3)

INVENTORIES

Our company’s operation is based on perishable products, because of this we are committed to
always offer high quality meals prepared with fresh ingredients. In order to achieve this, our
ingredients will be bought on a weekly basis after considering the demand of meals for the
following week. Thursday night is the last day to receive orders for next week or cancel them. On
Friday, our Procurement team will buy all the food necessary to prepare all the meals for next
week. Our food inventory turnover is less than 3 days, buying it on Fridays and consuming them
by Saturday in our cooking process and on Sunday by delivering it to the customer.
Another inventory that we will manage is the packaging material. To be sure we are covered with
enough material to pack our meals, we will buy inventory every 3 months and the purchases will
be based on the estimated demand of the following months.(Appendix 6)

COOKING PROCESS

The initial cooking team will include a chef and a cook. On average, to cover 100 meals of each
type it requires 2 hours of labouring hours. Considering that our chefs and cook can work a
maximum of 10 hours per day and that they will work a total of 8 days per month (Friday and
Saturday of each week x 4 weeks) we can estimate how many chefs and cooks we would need
to hire in order to satisfy the estimated demand of total meals.
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Concerning the space available, we estimate that after reaching every 300 new customers we
would need to expand the space of our facilities by renting a larger place which implies that we
would need to expand our team in terms of procurement and cooking team to cover our
operation. (Appendix 7)
KEY PARTNERSHIPS

To carry out our service in an efficient and successful way, we have analysed potential partners
that will satisfy our current business needs and that share our values. We have explored several
option for each service and have decided to have a partnership relationship with the following
(Appendix 8).

In order to prepare our meals with the highest quality ingredients and taking into account
optimizing cost, our food supplier is going to be the Central de Abastos. This is the largest
wholesale supplier for food in Mexico. It is located about 10 km away from our kitchen location.
We have decided to buy our raw materials through them since they have a wide variety of
products, their prices are about 39% lower than in a traditional supermarket, and we will be
supporting Mexican agricultures and producers.
Virtual Kitchens is a company in Mexico City that offers the service of renting spaces specifically

equipped with everything to have an available kitchen to cook. The service adapts to the squared
meters necessary for the operations and to the location where the kitchen needs to be. Through
them, we will cover our need of having an equipped kitchen.
Keeping faithful to our eco-friendly value, we are going to pack our meals in eco-friendly
packages that will be provided by Entelequia. They offer several types of packages that are sold
in large units and that are manufactured using materials such as cornstrach, wheat straw and
sugar cane, which are 100% natural and don’t harm the environment.
Our core activity is focused on the meals preparation, so we have decided to outsource the
delivery service at least in the early stage of the business. Dostavista is a delivery service that
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adapts to the product that is going to be delivered, therefore it has a solution for perishable
products and it covers the main areas in which we are going to focus. Additional to this, they use
bicycles as their main transport for distances that are not so long, therefore being a zeroemissions solution. Since we are going to focus only on certain areas of Mexico City, this type of
deliver service complies with our eco-friendly policy contributing to taking care of the
environment.
To develop healthy plans and recipes and inform about the accurate properties of each meal to
our customers, we want our Chef to be advised by a Nutritionist consultant that will help design
the plans that will encompass our meals.

PROJECT STAGES

Table 15. Project stages
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LEGAL REQUIREMENTS

In a first instance, HeCo would be built under a figure that exists in Mexico called “Persona física
con actividad empresarial”. This refers to the fact that there will only be one owner that will
contribute with the total equity, one of the benefits of this figure is that it is not required to pay
taxes during the first year as long as the earnings don’t surpass 2M MXN. The decision of creating
the company under this figure is derived from the fact of tax benefits, property and control relies
on the owner and it is easier to obtain a personal loan from the bank in order to secure
operations.
Additionally, HeCo would like to promote the fact that our meals are prepared in a kitchen
certified with hygiene and quality standards, although it is not required by law in this type of
business, we would like for our customers to feel safe while consuming our products. This is why
we would like to have the following certificates: “Distintivo H” and “Punto Limpio”13. Both refer
to securing high hygiene and quality standards as well as following best practices for each type
of business.

FINANCIAL MANAGEMENT
INTIAL INVESTMENT

In order for HeCo to be successful, there are some elements that are key for the business model
to start its operations. On the following we present the initial investments that are necessary in
terms of fixed assets and working capital as well as a brief description of the requirements for
each of them (Appendix 5).

13

https://gastronomicainternacional.com/articulos-culinarios/todos/distintivos-y-sellos-de-calidad-sectur/
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FIXED ASSETS

Kitchen equipment
Although the idea is to rent the kitchen in a space that is already equipped with it, there are
some basic kitchen instruments that we are going to need to acquire to make sure that all of our
meals can be prepared. Basically they are covering the kitchen appliances such as microwaves
and blenders, cooking equipment such as pots and pans and other instruments such as
professional knives and cutlery. The total amount of this assets is expected to be 41,477 MXN.
It is important to highlight that if we reach our maximum capacity in the first kitchen, we will face
the need to expand the facilities space to cover our demand and this investments will be needed
again.

Electronic equipment
In order to be align with the daily operations, each team member in charge of a specific process
will need to have as a working tool a laptop and a smartphone. Considering this tools for the
Management, Marketing, IT, Procurement and Cooking team, the investment should be around
132,256 MXN. This way each of us will have a mobile phone with the app and can check all the
orders for the week and plan our tasks according to them.

Procurement equipment
The purchases of all the ingredients for the meals are going to be made in Central de Abastos
and we need a van to transport all the food to our kitchen. The purchases are going to be on
Fridays but we need the van in case we need to deliver a special order or to buy other supplies
that are necessary. The cost for a delivery van is 279,000 MXN.
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WORKING CAPITAL

Eco-Friendly Packaging Material
To secure the supply of our meals during our first 3 months, we will have to purchase packaging
material to cover the estimated initial demand of our customers. We are expecting to attend
approximately a total of 30 customers in the first 3 months and to be sure we can cover it we are
projecting that they order 36 total meals per month in order to make our initial purchase. The
cost of the initial packaging material is estimated to be 2,639.09 MXN.

Ingredients for first orders
Being a meals service, we need to acquire some basic ingredients for the kitchen to start running
(oil, salt, sugar, spices, etc) as well as some cleaning supplies for a total of 9,046 MXN. Additional
to this, we need to buy the food for the first week of operations which is estimated to be 1,646
MXN. Our inventory is going to be purchased every week on Fridays and it is going to go out on
Sundays when we deliver the meals to the customers. Since we are dealing with perishable
products our inventory is going to move very fast, its turnover is going to be less than 5 days. We
want to assure the customers that our meals are prepared with freshly ingredients and
complying with quality and hygienic requirements.

FINANCING

In order to secure our initial investment of 484,065 MXN and to support the first 8 months of
operations where we will be dealing with red numbers, we have decided to acquire funds from
the following sources.
The founder will contribute with an investment of 750,000 MXN which will be the Equity of the
company. Additional to this, we have agreed to get a loan from a founder’s family member that
will not generate any interest but that has a maturity of 12 months, the total amount of this loan
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will be 250,000 MXN. The company will be under the name of the founder, therefore the entity
will be a natural person under the figure of “Persona Física con Actividad Empresarial”, therefore,
it will be possible to acquire a personal loan from BBVA Bancomer in Mexico, with an interest
rate of 29.87% due in 60 months for a total amount of 363,400 MXN.
COSTS & EXPENSES

To forecast our financial statements we identified our main costs and expenses that are going
to be necessary for the business to operate. On the following we present the variable and fixed
costs that integrate our Income Statement.

} Cost of goods sold
This category includes all the costs that are necessary to get the meal ready for the
customer. In this sense COGS include the ingredients for each meal and the packaging
material. The average cost of the ingredients per meal is 36 MXN and the average cost of
the package per meal is 2.4 MXN, which translates in the average cost of a meal being
39.04 MXN. This represents on average a 40% of our average price per meal.
} Salaries
The salaries paid to our employees could be fixed or variable. According to a labor market
research and following the government regulations of minimum salary we are
establishing the salaries for our employees. Salaries related to the cooking and meal
preparation process depend on how many hours are needed to prepare a meal. Taking
into account that 500 meals can be prepared in 2 hours (large meals need approximately
30 minutes while snacks need 15 minutes), and that a cook can work for a maximum of
10 hours we can then calculate how many cooks we need to cover the demand based on
the number of meals to prepare, a cook earns 37 MXN per hour and a chef 65 MXN per
hour. We are considering that a cook is going to work 2 days per week for the cooking
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process according to our timetable and that a chef is going to work for 3 days per week
covering the cooking process as well as having time to develop the recipes.
On the other hand, we have the fixed salaries that include the management team,
software developer, procurement and cleaning service. In the case of management team,
the salary is 30,000 MXN per month. The procurement salary is 11,520 MXN and the
cleaning service is 7,992 MXN. One of the core activities for our business is maintaining a
functional app that adapts to everything that we need in order to offer an excellent
service to our customers, this is why we need to hire a software developer that, additional
to creating the app, will be in constant monitoring of the app performance solving any
issue that it might present. The development of the app should include all the following:

•

Optimal quality level: our goal is to offer a high quality service so our app needs to work
perfectly so there a customer will find no issues when they want to make an order, review
their profile or get in contact with us.

•

The app should work for Android and iOS operational systems.

•

The design may be replicated from a web interface since we are thinking about having an
internal system on our installations so we can control all the orders that are made
through the app.

•

In needs to have a feature that covers making purchases inside the app.

•

The login system must be through social media (Facebook + Instagram) and by email.

•

Allow users to have their own profiles.

•

Have an administration panel so the user can configure their profile and payment
methods.

•

In this stage we only need that the app is in one language, Spanish.

•

It should have a home page and a smart filter in order to search for the meals by type.

•

Have a feature for a payment gateway so we can process the payments through the app
via credit or debit card.
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} Professional services
The idea is to have a nutritionist as a consultant that can help us develop the recipes and
healthy plans for each week and that will work hand to hand with the chef. This expense
should be approximately 10,752 MXN per month.
} Delivery service
We took the decision of outsourcing the delivery service of the meals. Although it might
be more expensive, the risk of making a large initial investment in delivery equipment is
too high and is better to adopt this measure in an early stage; if the business has a
successful growth, we can explore the possibility of having a delivery force of our own.
We are partnering with Dostavista delivery service in Mexico City and the average cost
per delivery is 81 MXN.
} Marketing expenses
To proceed with our marketing strategy, we are going to include Facebook, Instagram
and LinkedIn adds so we reach more potential customers. Considering that we can define
a campaign budget optimization while creating and ad on social media, we would stablish
a maximum budget of about 6,000 MXN per month.

} Rent
The company needs a space for cooking that is already adapted with an equipped kitchen.
Virtual Kitchens in Mexico City offers us an optimal solution to our needs. The idea is to
establish in a strategic location in order to optimize the delivery service. To cover the
main offices locations in Mexico City in which we are focusing (Polanco, Insurgentes,
Reforma and Periférico Sur), we plan to establish the kitchen in Nápoles neighborhood
which is precisely located in between the main zones. The cost of the rent through Virtual
Kitchens for this location is approximately for 4 days per week is 20,000 MXN (for a 60
squared meter space) and maintenance is 10% of the rent so it would be an additional
2,000 MXN.
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} Utilities
The rent price does not include utilities expenses so we would need to pay certain
monthly fees for the concepts of water 936 MXN, gas 1020 MXN, electricity 1,492 MXN
and wifi 500 MXN. These calculations are based on an interview performed to a founder
of a similar business model in another state of Mexico, Puebla.

} App Maintenance
The maintenance includes expenses of the server and the updates. The server is the
space for data storage and information processing, it is usually offered through
companies like Amazon Web Services and the updates are the ones necessary for
operating systems changes and new features. Additional to this, it is necessary to pay to
the distribution platforms such as Google Play and Apple Store in order to have our app
available for download. The Google Play fee is a one-time expense of 25 USD (466 MXN)
and the Apple Store fee is an annual payment of 99 USD (1,846 MXN). The total monthly
maintenance will be around 800 MXN.

REVENUES

Our revenues will depend on the number of customers that are using our service and the average
number of meals they order per month. As we discussed in our Sales Strategy, we have computed
the number of customers we will have per month and we have estimated that each customer
will order on average 36 meals per month. If our average price per meal is 80 MXN, we can
achieve a revenue per customer of 36 x 80 = 2,880 MXN per month on average. The following
shows a projection of the total revenue per month for the first year and the next years.
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Month (Y1)

1

2

3

4

5

6

7

8

9

10

Avg. # of meals per day

3

3

3

3

3

3

3

3

3

3

3

3

Avg. # of days per week with orders

3

3

3

3

3

3

3

3

3

3

3

3

Avg. # of meals per week

9

9

9

9

9

9

9

9

9

9

9

9

Avg. # of meals per month

36

36

36

36

36

36

36

36

36

36

36

36

Avg. users per month

5

10

15

38

59

78

95

111

124

137

148

158

Avg. price of a meal

80

80

80

80

80

80

80

80

80

80

80

80

Avg. cost of a meal

(39)

(39)

(39)

(39)

(39)

(39)

(39)

(39)

(39)

(39)

(39)

(39)

14,400

28,800

43,200

110,412

170,903

225,345

274,343

318,441

358,129

393,848

425,996

454,928

Revenues

11

12

Y1

Y2

Y3

Y4

Y5

Avg. # of meals per day

3

3

3

3

3

Avg. # of days per week with orders

3

3

3

3

3

Avg. # of meals per week

9

9

9

9

9

Avg. # of meals per month

36

36

36

36

36

Avg. users per month

82

223

302

373

451

Avg. price of a meal

80

80

80

80

80

Avg. cost of a meal

(39)

(39)

(39)

(39)

(39)

2,818,746

7,695,053

10,434,393

12,897,947

15,595,742

Revenues

Table 16. Revenues 5 years projection.

FINANCIAL STATEMENTS

In terms of our Financial Statements, we have projected the first year of operation by months
and subsequently by year all the way to 5 years. To build the projections we have taken into
account several assumptions that will be covered in each statement.

INCOME STATEMENT

Our Revenues have been constructed following the Sales Strategy described previously. Our
COGS include the cost of the food to prepare the meals and the packaging material for each
meal. We have computed several recipes for each type of meal (breakfast, morning snack, lunch,
afternoon snack and dinner) and we calculated an average cost per meal according to the
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ingredients, quantity and price that each meal requires (Appendix 2). The average cost per meal
is 39.04 MXN (36.60 MXN from food and 2.44 MXN from packaging materials)
The sales, general and administrative expenses include salaries, professional services
(nutritionist and legal fees), delivery service, marketing, rent, utilities and app maintenance,
which had been explained in the expenses chapter.
The depreciation includes tangible assets (kitchen equipment, electronic equipment and
purchasing equipment). For each asset we have defined a useful life of 5 years according to our
projections so we depreciate each asset by 20% per year. We are also considering the
investments that we would need to do once we reach additional 300 customers, which will
represent acquiring a new set of equipment so the annual depreciation increases.
Financial expenses are being calculated over the loans that we need to borrow. The
friends&family loan is going to be interest free and is going to be paid in the first year; however,
the bank loan has an annual interest rate of 29.87% for 60 months.
Finally, the tax rate that we are applying is 30%, which is the current tax rate in Mexico. The first
year, the company is going to present a negative EBT, so we will not pay any taxes.
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Table 17. Income Statement 5 years projection

CASH FLOW

To compute the Cash Flow Statement we are considering the changes in working capital that
only include the purchases and consumption of inventories. Since we automatically charge the
customer through the app for the meals order, we don’t have accounts receivable. In the same
way, since we purchase the food in a weekly basis and we order the packaging material every 3
months to cover the expected demand, we don’t have accounts payable because we need to pay
at the same time when we purchase the inventories.
The purchase of non-current assets is being considered for the first year any additional assets
purchases in the following years. We are not planning to sell any assets during this years.
The financing cash flow is considering as inflow the initial investment in equity and the loans
from friends&family and from the bank. Additional to this, it reflects the payment of this loans.
The cumulative cash flow shows that the company will be covered by cash in every period, and
there considering the initial funds, there will not be any risk of negative cash.
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Table 18. Cash Flow 5 years projection

BALANCE SHEET

The Balance Sheet considers as non-current assets the kitchen, electronic and purchasing
equipment. As mentioned before, we are applying a 20% annual depreciation rate to obtain the
final book value. Our current assets include the food and packaging inventory as well as our cash
in hand which balance comes from our projection of the Cash Flow Statement. Inventories
consider both food and packaging materials.
The liabilities consider as non-current the bank loan, which has a maturity of 60 months and for
current liabilities the friends&family loan which has a maturity of 12 months. By the end of the
first year, the company will only have long-term liabilities referring to the bank loan. As we
covered previously, our operation will not involve accounts payable. The equity includes the
initial founder’s investment of 750K MXN as well as the profit from each period of operations. As
for now, we are not considering any further capital investments.
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Table 19. Balance Sheet 5 years projection

FREE CASH FLOW & NPV

In order to do a possible valuation of the company, we have decided to carry out the method of
discounting cash flows through the WACC. We computed the free cash flows because we are
interested in accounting for the cash flows that the project will bring rather than how it is going
to be financed. To compute the discount rate (WACC) first we computed the cost of the equity
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using the CAPM model. The risk frees rate considers the Mexican treasury bond for five years.
The market premium is defined by looking at the average excess return over the years. The
realized returns over the years (not expected) have been between 5% and 8%, we adjust the
historic average premium of 6% to 7% taking into account the recession that is coming because
prices are going down and the investors would expect more. Finally, the beta, which measures
the systematic risk, comes from the food industry. Being food one of the basic needs, the industry
doesn’t move with high intensity to market changes.

Table 20. Free Cash Flow and NPV

The NPV for a lifetime of 5 years is positive. We are considering at the end of year 5 a liquidation
value that comes from selling the existing inventories and the fixed assets. The payback period
is estimated to be reached after 2 years.
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FINANCIAL SCENARIOS

We have computed different financial scenarios considering certain uncertainties in terms of
growth such as number of new companies to reach per month and customers to acquire, as well
as the churn rate. Additionally, we have considered different inflation rates for each scenario in
order to compute expenses. The different scenarios can be found in Appendix 10.
It is important to mention that the sensitivity analysis made with the variables of growth (number
of companies to reach per month and number of customers to acquire) have a significant impact
in NPV. If we focus on the Pessimistic scenario we can observe a negative NPV, however in this
projection we are evaluating the project to 5 years so under this conditions it would be advisable
to expand the timeframe in order to observe a positive NPV. This could be possible since the
Income Statement is already presenting a profit by the 3rd year, so growth will be slower in this
case but achievable.

FINANCIAL RATIOS

Table 21. Financial Ratios
There are no current liabilities, since the friends&family loan is due on the first 12 months
There are no current liabilities, since the friends&family loan is due on the first 12 months
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BREAKEVEN ANALYSIS

We will reach the breakeven at month 9 of operations with an estimated 124 users per month
that order in average 36 meals per month. With this, we will have a positive net income and it
will continue growing form there. If we take a closer look in the yearly basis, the first year of
operation will present an accumulated loss but by the second year we are going to overcome the
red numbers and start being profitable.

Table 22. Breakeven

FUTURE & CONSLUSIONS

Our projections just show a scenario of 5 years; however we expect to continue growing and
achieve our goal of becoming one of the main suppliers of food for employees. As we keep
moving forward we intend to explore new options to offer to our customers in order to help
them have a healthy lifestyle and cope with the struggle of maintaining a good balance in the
life. The project is considering starting in Mexico City because we have identified that this people
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are the ones that are in more urgency to improve their eating habits because of the lack of time
that living in one of the 10 most populated cities in the world represent. If we have a successful
path, we will explore the possibility of expanding to other cities in Mexico and eventually think
about going to other countries.
Even though the current panorama all over the world is pessimistic due to the COVID-19
pandemic and the global crisis it will convey. We are positive that our business model can go
through it since we are covering a basic need and people will need to adopt new lifestyles to
adjust to the new normality. Our main target are employees, if this employees start adopting
home office as a regular way of working, it has been proven during this times that people actually
tend to work more at home, and additional to this, even though a person satays home doesn’t
mean they have the time, knowledge or willingness to cook for them every day. This way, HeCo
will continue to be a solution for people that want to acquire a healthy nutrition while balancing
the other aspects of their life.
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Appendix 2. Example of meals with recipes
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Appendix 3. Detailed timetable

Appendix 4. Sustainable Development Goals
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Appendix 5. Initial Investments

Fixed Assets

Microwaves
Blenders
Pots
Kitchen insturments
Mobile phone (Android or iOS)
Laptops (Lenovo)
VW Caddy
Total

16,168
9,436
10,735
5,138
72,576
59,680
297,000
470,733

Appendix 6. Inventories

Appendix 7. Personnel & Facilities requirements
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Working Capital
Eco-friendly packaging

Meals

2,639
Food & Cleaning
supplies 10,693
Total
13,332
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Appendix 8. Key Partners

Central de Abastos

Virtual Kitchens

Entelequia

Dostavista
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Appendix 9. Survey results
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Appendix 10. Financial Scenarios
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Appendix 11. Population in Mexico City
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Appendix 12. Mexican’s lifestyle
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