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Confidentiality Agreement  
 
The undersigned reader acknowledges that the information provided by 
Tuspa Enterprises in this business plan is confidential; therefore, reader 
agrees not to disclose it without the express written permission of           
Pamela Tusiime, Founder & CEO of Tuspa Enterprises. 

It is acknowledged by reader that information to be furnished in this 
business plan is in all respects confidential in nature, other than information 
which is in the public domain through other means and that any disclosure 
or use of same by reader, may cause serious harm or damage to Tuspa 
Enterprises. 

Upon request, this document is to be immediately returned to Pamela 
Tusiime, Founder & CEO of Tuspa Enterprises.  

___________________ 
Signature  

 
___________________ 
Name (typed or printed)  

 
___________________ 
Date  

 
This is a business plan. It does not imply an offering of securities.  
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Executive Summary  
• Purpose: The following business plan is designed as a guiding 

document for the development, growth and future operations of 
Tuspa Enterprises. This business plan for fiscal year 2016-2017 provides 
information necessary to demonstrate Tuspa Enterprises ability to 
grow and secure further financing to grow Tuspa Enterprises 
operations. 

 
• Company Overview: Tuspa Enterprises makes healthy and delicious 

food to support the local Ugandan Community. Tuspa Enterprises is 
committed to the highest quality products at the best price, working 
with and in our community to be a force for good and positivity, and 
valuing our employees as our family and placing them at the heart 
of all that we do. Tuspa Enterprises delivers outstanding food made 
by and for the people of Uganda. 
 

• Current and Future Products: Through the abundance and lush 
agriculture native to Uganda, Tuspa Enterprises supports the local, 
Ugandan farmer and nourishes the Ugandan family through its 
delicious, healthy and snackable product offerings including: honey, 
popcorn, and peanut butter. Tuspa Enterprises seeks to grow its 
operations into a farm operation offering local Ugandans and East 
Africans a plethora of farm-to-table options. 

 
• Market Trends Summary: An overview of economic trends within 

Africa and an industry outlook is provided on consumer packaged 
goods with research applied from McKinsey & Company that could 
be assessed based on Tuspa's short and long-term opportunities. 

 
• Marketing and Outreach: The brand narrative, platform and 

marketing mix recommendations are laid out in detail for Tuspa 
Enterprises to capitalize upon the local Ugandan consumer by 
offering a slew of products that are healthy, wholesome, and all-
natural. 

 
• Management and Staffing: An overview of management and current 

staffing structures, including employee salaries, roles, and 
responsibilities are identified. Additionally, future management and 
staffing recommendations are assessed in this section. 
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• Financial Plan: The financial plan lays out in detail the strategic 
growth in numbers for a company. While this section is not currently 
filled in, it is set up to allow Tuspa to add in information for a 
prospective investor or loan officer to analyze. 

 
 

Company Overview  
Mission Statement: Tuspa Enterprises delivers delicious health food products 
at the best price to consumers in East Africa and beyond. 

Tuspa Enterprises was started by the Founder and CEO, Pamela Tusiime in 
order to raise school funds for university. With the support of family and 
friends, Pam or Tuspa, her self-proclaimed nickname, ventured out to start 
her own consumer packaged goods business in 2007, with the company's 
official founding year of incorporation in 2009. 

Tuspa Enterprises operates out of Tuspa's home in Kampala, Uganda and 
distributes the bulk of its products to several different grocery store chains 
in and around Kampala's city limits. Whether it is honey from northern 
Uganda or snackable popcorn and savory peanut butter, Tuspa's products 
are cost leaders in the consumer packaged goods market. 

The strong reputation that Tuspa herself, and Tuspa Enterprises has built 
within Kampala was established by the company's core values: family, hard 
work, integrity, and excellence. As the CEO and Founder likes to say, "Tuspa 
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is Family. Tuspa is Quality. Tuspa is Uganda". Tuspa Enterprises is set up as a 
sole proprietorship in Kampala, Uganda. Through bank loans and family 
financial support, Pamela Tusiime was able to set up Tuspa Enterprises as a 
stand-alone company. 

 

Products & Services 
As a local manufacturer within the lush, abundant country of Uganda, 
Tuspa Enterprises seeks to position itself as an all-natural and local consumer 
packaged goods company. Tuspa supports its community and the 
community supports Tuspa. The agricultural abundance that comprises the 
majority of Uganda's economy is ripe with opportunity both here and within 
the East African market.  

• Tuspa is Uganda. Tuspa Enterprises supports the local Ugandan 
farmer by buying his or her raw goods. 

• Tuspa is a cost leader in the consumer packaged goods market of 
East Africa. Tuspa Enterprises care about the health and prosperity of 
its consumers by offering only the highest quality of all-natural health 
foods at the best price. 

• Tuspa is family and our family is strong! By offering a wide variety of 
products and even catering to a customization of orders, Tuspa 
Enterprises can fulfill your family's variable needs and dietary 
preferences. 

Central to the hard work and effort put in by Tuspa Enterprises and its 
employees, the company offers the following products to the local 
Ugandan consumer:  

• All-Natural Honey 
• All-Natural Lemongrass Honey 
• Popcorn 
• Roasted peanuts 
• Groundnuts 
• Roasted Groundnuts 
• Peanut butter 
• Peanut butter with Silverfish 
• Sim-Sim 
• Dried fruit 
• Kanyesbwa Beans 
• Nambales Beans 
• Yellow Beans 
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While the variety of product offerings demonstrates Tuspa Enterprises' ability 
to adapt to our customers' needs, for the purposes of this business plan, we 
will describe in more detail the operations and output for our main products 
and top-sellers (honey, popcorn, and peanut butter). 

Honey Product(s): Honey is Tuspa Enterprise's most profitable consumer 
product. The honey originates in Arua, in northern Uganda. Tuspa 
Enterprises contracts with a supplier that provides honey on a weekly basis 
to the facility in Kampala. Over the period of one day, Tuspa Enterprises 
can process 40 jars of honey. Upon process completion, the product must 
cool for three days before it is labeled, packaged and distributed to 
grocery store chains all in the same day. Honey is produced based on 
consumer request. 

• Tuspa Enterprises strives to close the loop on all product 
manufacturing. From honey producing activities, sediment from the 
honey is another revenue generating acvitity for Tuspa Enterprises 
and an opportunity to reduce waste. For roughly 20-22 kilograms of 
honey sediment, Tuspa Enterprises can sell the run-off production to 
local vendors for $80,000 UGX ($22.30 USD). 

Popcorn: Tuspa Enterprises utilizes three rudimentary popcorn machines 
that make three kg of popcorn per hour. Working for more than 13 hours 
per day, Tuspa Enterprises is able to bag 120 kilos of popcorn each day. The 
machines require one full day of cleaning before operations can 
commence. 

Peanut butter: Peanut butter is dependent on the purchase order. Peanut 
butter with Silverfish, for example, is only manufactured upon request by a 
consumer or distributor. Jar sizes for peanut butter range from 300 grams to 
800 grams. In the smallest size, 84 kilograms can be stored in a 300 gram jar. 
Groundnuts take one day of processing (usually 300-500 grams). Tuspa 
Enterprises outsources the processing and then packages the product for 
one day before the groundnuts are distributed to local grocery store 
chains. 

Through financial investment and crowdfunding campaigns, Tuspa 
Enterprises could elevate its cost leadership and high-quality products to 
the next level. The financial analysis and strategic implementation sections 
will lay out in more detail how investment opportunities could benefit Tuspa 
Enterprises and the East African consumer of health-food products. 

Future offerings by Tuspa Enterprises are based on customization of 
consumer preferences and Tuspa's ability to strategically and sustainably 
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grow its operations. In the long-term, roughly five to ten years, Tuspa 
Enterprises seeks to establish property and agricultural land on which to 
offer a market of all-natural consumer packaged goods. 

 
Market Trends Summary 
Economic Growth 
Uganda’s economic growth has steadily increased since 2012. In 2016, 
Uganda's overall GDP was expected to increase from 5% to 5.3% in 2017. In 
general, the business environment in Uganda is relatively stable in 
comparison to its regional neighbors. The availability of significant and 
abundant natural resources including fertile land, regular rainfall, and 
mineral deposits are readily available. There is also more integration of 
regional economic activity included in the economic growth projected. 
 
Conversely, Uganda has several weaknesses inhibiting further economic 
growth including weak political institutions, corruption, unfavorable 
physical infrastructure including lack of sea access, and high energy, 
transportation and production costs. 1 
 
Target Market 
• Characteristics 
With one of the highest birth rates in the world, the Ugandan population of 
around 35 million people is extremely young. The average life expectancy 
in the country is 54.7 years, and the median age is only 15.7 years. Of the 
population older than 15, the male/female split is at 79.5% and 60.4%, 
respectively. With a small formal economy and a large part of the rural 
population still dependent on subsistence agriculture, competition for 
employment is severe. Government and the agricultural sector remain the 
single-largest employers. Demographic data from the Ugandan labor 
market can be applied to Tuspa's target market demographics, as well. The 
products that Tuspa supplies are beneficial for family and young people as 
they are nutritious, nourishing, and delicious. 
  
• Size 
By 2025, nearly two-thirds of the estimated 303 million African households 
will have discretionary income. This massive expansion of the consumer 
pool—an addition of almost 90 million consumers in just ten years—will help 

                                                
1 2016. IHS Economics and Country Risk. Country Reports: Uganda. 
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fuel the continent’s GDP growth from 4.9 percent today to 6.2 percent in 
the next decade, far outpacing the global GDP growth rate of 3.7 percent. 
 
• Industry Growth 
A study conducted by McKinsey & Company reported recommendations 
for how companies in Africa dominate market share within the consumer-
packaged goods industry. 
 
Granular & Local View is Best 
• It would be to Tuspa Enterprise’s advantage to focus on the rising trends 

of consumers moving to urban areas on the African continent. As it has 
already demonstrated, Tuspa should continue to focus on developing 
market share within Kampala before tackling other major East African 
cities and beyond. 

 
• Tuspa already achieves this aspect of customer segmentation but could 

always develop more opportunities to generate local preferences. 
There is an opportunity to not only become aware of local preferences 
with consumer packaged goods but understand consumer buying 
preferences, as well. 

 
Growth Steps: Route-to-Market Model & Robust Salesforce 
• For long-term growth and sustainability of Tuspa Enterprises, it is 

important for Tuspa Enterprises to consider trade partners and suitable 
distributor relationships in the African market. According to McKinsey2, 
effective distribution is the single most important determinant of success 
in African consumer markets. While Tuspa has its own distributorship, the 
process is not sustainable as it is currently a one-woman operation. Tuspa 
should consider a route-to-market model focused on the most attractive 
channels (perhaps kiosks and convenience stores where more frequent 
distributions could be made via Bota Bota). 

 
• Due to retail fragmentation in Africa, it is important that Tuspa Enterprises 

consider how to grow its salesforce effectively. Companies who invest in 
training, performance and technology for its salesforce are those who 
are winning market share in the African consumer-packaged goods 
industry. Strategic goals toward salesforce benefits and roles are 
suggested for Tuspa to consider in the mid-to-long term range. 

 

                                                
2 2015. Perspectives on Retail Consumer Goods: Winning in Africa’s 
Consumer Market. McKinsey & Company. 
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Competitive Analysis 

 
Tuspa’s main competitors for peanut butter include American Garden 
Peanut Butter and Nutzeez Peanut Butter. The products themselves are 
packaged similarly to western brands such as JIF Peanut Butter and Skippy. 
Both products are manufactured outside of Uganda and can be found in 
Ugandan supermarkets and convenience stores. The price is higher or 
comparable for both--$17,300 UGX ($4.82 USD) for American Garden and 
$8,000 UGX ($2.23 USD) for Nuteez, respectively signifying that Tuspa 
Enterprises upholds cost leadership and has the opportunity to capitalize 
on offering local, Ugandan products. 
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Strategy and Implementation Summary  
Tuspa Price: Tuspa has established itself as a price leader and maintains this 
status across all products. Given the current market climate in Uganda this 
is an effective strategy and in keeping with providing the best quality 
product to the people of Uganda. Once Tuspa begins to build brand 
awareness and brand equity, the potential for a moderate price raise 
becomes available. This raise would be indicative of Tuspa’s strong place 
in the market once an established sales history is present. 
 
Tuspa Position: Various brand elements hint at Tuspa’s current positioning, 
meaning where Tuspa places its products in the market against others. 
Tuspa should position itself as a wholesome, local and healthy variety of 
food options. This type of positioning requires that Tuspa capitalize on an 
advertising focus on families and children. Furthermore, Tuspa should 
constantly strive to communicate that its variety of products is the 
“wholesome and local” option which is best for its customers. Tuspa 
Enterprises brand image, whether it be logo or packaging, should be 
protected at all costs. Even when Tuspa enterprises makes products for 
stores or other companies the Tuspa packaging and logo should remain 
distinct and identifiable. Any attempts by competitors to copy the color 
usage or logo type should be prevented from being on the shelves with 
Tuspa products.  
 
Tuspa Product: One of Tuspa Enterprises biggest strengths is its ability to 
adapt and create any food product that the market demands. This has 
already led to the introduction of both the honey and popcorn lines. This 
approach should definitely be maintained and allowed to proceed as long 
as it’s organic, i.e. driven by consumer need not wild hunches of what the 
next popular food will be. Furthermore, it is recommended that Tuspa stays 
focused on consumable food. Any attempt at moving into the beverage 
or specialty food categories should be considered very carefully and only 
undertaken if the product can meet the same exacting standards of quality 
on which Tuspa prides itself. 
 
Tuspa Promotion: Currently Tuspa products are lacking in consumer 
awareness, meaning that unless the consumer looks at it in a store, they 
have no concept of the products. Given the high quality and dedication 
of Tuspa’s products and its people, this fact must change. Tuspa Enterprises 
should aggressively target word of mouth advertising, (i.e. what people are 
saying). Furthermore, when funds become available a targeted radio and 
mobile media campaign should also be considered. Tuspa Enterprises is 
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making the best products in its category and the people of Uganda need 
to know about it. Every opportunity to spread the word about Tuspa and 
the amazing food it makes must be taken.  
 
Marketing Mix for Tuspa Enterprises:  
 
Word of Mouth: Tuspa Enterprises should utilize any and all relationships with 
key influencers to build brand awareness and drive positive sales. This 
means that anyone who will talk to Tuspa about how much they love the 
products should be engaged and their influence used to create a positive 
feeling towards Tuspa's products. Pictures and customer testimonials should 
be used in an authentic way to show customers how great Tuspa products 
are and drive them to try it themselves. This avenue can be utilized for social 
media and web elements as well. We need to give the best friends of Tuspa 
the biggest microphone and support them.  
 
In-Store Advertising: Tuspa products are already in a great spot on store 
shelves. Therefore, the logical next step is store marketing, Through the use 
of displays, Tuspa should utilize in-store cardboard or paper displays near its 
products to make them more visible to consumers. If there is the potential 
to place products in a separate shelf next to the display, even better. 
Anything that can be done to attract attention to Tuspa products in the 
stores is absolutely necessary and should be utilized as soon as possible.  
 
Mobile Marketing: Tuspa enterprises must absolutely use as many avenues 
of mobile marketing as possible. Of all the potential customers in Uganda, 
many have cell phones. For those consumers with non-smart phones short, 
memorable, and funny SMS messages should be created and distributed. 
These messages should also direct consumers to a point of sale for Tuspa 
Products 
 

• Example 1: The only honey made for Ugandans by Ugandans, Tuspa 
Honey, now available at your local store.  

 
• Example 2: Not just another sugar filled, outside brand, Tuspa Peanut 

Butter is the choice for the people of Uganda! Available at your 
nearest store.  

 
• Example 3: You deserve a treat, Tuspa Popcorn is just the thing! Tuspa 

products are now available at your local store.  
 
For those consumers with smart phones, web banners should be utilized 
linking consumers to a map location of stores that sell Tuspa Products. Both 
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SMS and banner marketing should only be utilized as part of an expansion 
campaign once funds become available. If this funding does not become 
available, the smart phone marketing should be abandoned. Instead, 
Small batch SMS marketing could be employed as Tuspa’s budget allows.  
 
Events: Another in-store and out of store advertising option for Tuspa 
products is tasting events. Giving consumers a small taste of Tuspa products 
at the point of sale is a great way to drive consumer interest. This event 
could take place monthly at stores that sell Tuspa's products. Customers 
should be served by Tuspa employees and not allowed to “reach in” and 
serve themselves. This allows an equal amount of samples to be given to all 
potential customers and prevents consumers from grabbing product and 
running away. The point of all tasting events should be to drive sales. 
Prominent placement of Tuspa products being tasted should be a 
consideration. Once consumers become hooked on the honey, popcorn, 
and peanut butter, they should be able to buy it immediately right where 
they are.   
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Management Summary  
Founder and CEO, Pamela Tusiime started Tuspa Enterprises in 2007. The 
company has grown drastically in that period of time. At one point, the 
company employed 10 local Ugandans.  

Through family owned and operated businesses, Tuspa has flexibility in how 
many employees she can afford to take on at one time. For those 
previously working with her, other family businesses allow for stable 
employment for Tuspa employees, thus benefiting the community and 
Ugandan economy further. 

Currently, Tuspa employs two other staff members to help run the 
operations and management of the business. Jamal is a full-time 
employee being paid $400,000 UGX ($111.64 USD) per week. Teddy is a 
part-time employee that is paid $280,000 UGX ($78.14 USD) per week. Both 
employees are trained to manufacture each of Tuspa's products. Teddy 
does more of the product labeling and payment procurement when 
available. 

Tuspa Enterprises is in need of an employee for the company who has 
management and manufacturing experience. A Chief Operating Officer 
would greatly assist Tuspa in its strategic growth and stability. 
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Financial Plan  
INSTRUCTIONS: Summarize the financial aspects of your business plan.  

Sales Forecast 

Milestones 

Start-up Funding  
INSTRUCTIONS: Explain where your funding will come from, in what form 
(as investments and/or loans), and how this funding will cover the start-up 
requirements outlined in the Start-up table. 

 
Type your topic text here. 
 

Table: Start-up Funding  

Start-up Expenses to Fund  $0  
Start-up Assets to Fund  $0  
Total Funding Required  $0  
    
Assets     
Non-cash Assets from Start-up  $0  
Cash Requirements from Start-
up  $0  

Additional Cash Raised  $0  
Cash Balance on Starting Date  $0  
Total Assets  $0  
    
    
Liabilities and Capital     
    
Liabilities     
Current Borrowing  $0  
Long-term Liabilities  $0  
Accounts Payable (Outstanding 
Bills)  $0  
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Other Current Liabilities (interest-
free)  $0  

Total Liabilities  $0  
    
Capital     
    
Planned Investment     
Owner  $0  
Investor  $0  
Additional Investment 
Requirement  $0  

Total Planned Investment  $0  
    
Loss at Start-up (Start-up 
Expenses)  $0  

Total Capital  $0  
    
    
Total Capital and Liabilities  $0  
    
Total Funding  $0  
 
 

Projected Profit and Loss  
INSTRUCTIONS: Explain the important points of your Profit and Loss 
projections, such as percentage increase in sales and profits, your gross 
margins, and key budget items. 

 
Type your topic text here. 
 

Table: Profit and Loss  

 Year 1  Year 2  Year 3  
Sales  $0  $0  $0  
Direct Cost of Sales  $0  $0  $0  
Other Costs of Sales  $0  $0  $0  
Total Cost of Sales  $0  $0  $0  
    
Gross Margin  $0  $0  $0  
Gross Margin %  0.00%  0.00%  0.00%  
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Expenses   
Expense 1  $0  $0  $0  
Expense 2  $0  $0  $0  
Depreciation  $0  $0  $0  
Rent  $0  $0  $0  
Utilities  $0  $0  $0  
Insurance  $0  $0  $0  
Payroll Taxes  $0  $0  $0  
Other  $0  $0  $0  
  
Total Operating Expenses  $0  $0  $0  
  
Profit Before Interest and 
Taxes  $0  $0  $0  

EBITDA  $0  $0  $0  
Interest Expense  $0  $0  $0  
Taxes Incurred  $0  $0  $0  
  
Net Profit  $0  $0  $0  
Net Profit/Sales  0.00%  0.00%  0.00%  
   

 


