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[bookmark: _Toc185504513]Executive Summary
Green Wellness Beverage brings traditional Nigerian hibiscus drinks to the UK, designed for health-conscious people aged 25-45. The company aims to secure 10% of the market within three years, starting with a revenue goal of £60,000 and expecting 13% growth each year. The range includes Golden Zobo, Hibiscus Spritz, and Zobo Detox Shots, featuring superfoods like turmeric, baobab, and moringa. With eco-friendly packaging and a strong online presence, Green Wellness stands out from competitors such as Innocent Drinks and Remedy Kombucha. By blending Nigerian flavours with modern health trends and a commitment to sustainability, it aims to make a lasting impact on the UK beverage market.














[bookmark: _Toc185504514]1.0	Introduction
Green Wellness Beverage is a new product dedicated to producing healthy and innovative drinks inspired by traditional Nigerian beverages. As a young entrepreneur, my aim is to revitalize the local drink market by incorporating hibiscus (widely known as zobo) and other natural ingredients to offer products that support health and well-being. 
This idea stems from my passion for traditional Nigerian drinks and the growing consumer preference for natural, functional beverages that are both delicious and beneficial to health. The company (Green wellness) will specialize in unique products like Golden Zobo (with turmeric and ginger), Hibiscus Spritz (a sparkling zobo), Zobo Energy Elixir (with ginseng and baobab), Zobo Detox Shots (with moringa and lemon), Frozen Hibiscus Popsicles, and Zobo Powder Mix. These drinks combine the rich flavour of hibiscus with modern ingredients to increase health benefits and provide a refreshing experience.
Currently, the business is a sole proprietorship in its startup phase. The vision is to grow into a top innovative beverage brand within three to five years. The business idea was sparked by my passion for healthy living and a desire to celebrate zobo drinks, which hold cultural significance in Nigeria. With the global demand for functional beverages on the rise, this venture aims to meet the needs of customers looking for drinks that combine traditional flavours with modern health trends, appealing to both Nigerian and international markets. The strategic vision of this company includes key goals of the business which are to create high quality, natural drinks that showcase the versatility of zobo and other Nigerian ingredients; promote health and wellness through our products and build a sustainable business that supports local farmers and agriculture. (Akinlabi et al., 2019). 
In the first year, the focus will be on perfecting the products, testing the market, and selling locally. By the second year, distribution will expand to urban centres, and by years three to five, the aim is to scale up production, explore export opportunities, and introducing new product lines (Ojelade et al., 2023).
The core purpose of Green Wellness Beverage goes beyond commercial success. It is committed to celebrating Nigeria's beverage heritage encourage natural wellness, and support local agriculture while introducing innovative, health-focused drink options for everyone to enjoy.
[bookmark: _Toc185504515]2.0	Marketing Plan
This section explains the marketing objectives, the products available, how they are priced, the ways they are promoted, and how they are delivered or made accessible to customers.
[bookmark: _Toc185504516]2.1 Marketing Objectives 
The marketing objectives for Green Wellness Beverage are designed to establish a strong presence in the UK’s growing functional beverage market. 
The first objective is to capture a 10% market share within three years by targeting health-aware consumers aged 25-45 who seek natural and innovative drinks (Mintel, 2024). The venture will stand out by proposing unique hibiscus blends with added health benefits like turmeric and baobab, differentiating itself from competitors such as Innocent Drinks and Remedy Kombucha.
The second objective is to generate £60,000 in revenue in the first year, with a 13% annual growth target, supported by the increasing demand for functional drinks in the UK, which is growing at 7.5% annually (Statista, 2024). The focus will be on urban areas like London, Manchester, and Birmingham, where there is strong demand for premium, health-focused beverages. Another goal is to build a strong online presence, gaining 50,000 social media followers in the first year through influencer marketing and engaging content, targeting millennials and Gen Z consumers who are active on platforms like Instagram and TikTok (British Soft Drinks Association, 2024).
Finally, the product aims to partner with at least 20 retail outlets, including major UK supermarkets like Tesco, Sainsbury’s, and Waitrose, along with health food stores and cafes, in the first two years to ensure wide accessibility. Also, the venture plans to launch two new products by the second year to stay in line with market trends and evolving customer preferences (Mintel, 2024).
[bookmark: _Toc185504517]2.2	Products Offered
Green Wellness Beverage presents a selection of premium hibiscus-based beverages and related products that blend tradition with innovation. These products are crafted to support health and wellness while providing a refreshing experience for consumers in the UK’s functional beverage market. The primary products are as follows:
1. Golden Zobo (with Turmeric and Ginger): This is a contemporary twist on the traditional zobo beverage, enriched with turmeric and ginger to provide anti-inflammatory benefits and boost immunity.
2. Hibiscus Spritz (Sparkling Zobo): A sparkling hibiscus-based drink designed for individuals who prefer a fizzy but healthier alternative to conventional sodas.
3. Zobo Energy Elixir (with Ginseng and Baobab): A functional beverage formulated to enhance energy and focus, featuring the adaptogenic qualities of ginseng and the high vitamin C content of baobab.
4. Zobo Detox Shots (with Moringa and Lemon): These are concentrated shots that blend hibiscus, moringa, and lemon, targeted at individuals interested in detoxification and overall wellness.
5. Frozen Hibiscus Popsicle: A unique dessert option for health-conscious consumers who enjoy plant-based, refreshing treats.
6. Zobo Powder Mix: A convenient powdered mix for consumers to prepare zobo drinks at home, designed for busy individuals and exports.
The products are in the final development stage, with recipes finalised and samples produced. Golden Zobo, Hibiscus Spritz, and Zobo Detox Shots, which received positive feedback during market testing, will lead the launch. These drinks contain natural, low-sugar options for health-minded and eco-aware consumers, targeting urban markets like London, Manchester, and Birmingham first before exporting to other global markets (Statista, 2024).
Green Wellness Beverage’s USP combines the cultural heritage of Hibiscus with modern superfoods like moringa, turmeric and baobab (which are the core produce of Green Wellness), emphasizing sustainability through environmentally friendly packaging (IBIS World, 2024). Market testing praised the unique flavours and low sugar content, particularly Hibiscus Spritz, prompting recipe refinement and improved packaging.
While competitors like Remedy Kombucha and Innocent Drinks provides alternatives, this venture stands out with hibiscus as a key ingredient and unique African-inspired superfoods. Proprietary recipes are protected by trade secrets and copyright, with plans to expand into trademarks for branding and packaging.
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Source: Author’s Diagram
Figure 1. Green Wellness Beverage Logo

[bookmark: _Toc185504518]2.3	 Pricing Strategy 
Green Wellness Beverage will implement a value-based premium pricing strategy to balance profitability and competitiveness in the UK market. As a new business, flagship products like Golden Zobo and Hibiscus Spritz will be priced between £1.30 - £1.60 per bottle, providing better value than competitors such as Remedy Kombucha (£2.49), thanks to unique ingredients like baobab and moringa. Smaller items like Zobo Detox Shots will retail at £1.00, catering to on-the-go consumers. A subscription plan, offering 12 bottles for £10 per month, will attract loyal customers. The pricing structure ensures a 60-65% profit margin while reflecting production costs (around £0.80 per bottle). Introductory offers, bundle discounts, and loyalty programs will help attract and retain customers, with marketing concentrated on health, sustainability, and cultural uniqueness (Mintel, 2024).
The strategy also supports market expansion through partnerships with retail outlets like Tesco, Sainsbury’s, and health food stores, alongside direct-to-consumer sales. Unlike competitors like Innocent Drinks, Green Wellness Beverage stands out with its innovative, functional hibiscus blends, justifying its premium pricing. The products cater to the UK’s growing demand for natural, eco-friendly, and health-aware beverages, with customers willing to pay a premium for brands that correspond with their values (Harvard Business Review, 2023; Solomon, 2020). This pricing strategy positions the brand as premium yet accessible, appealing to a large customer base while maintaining profitability (Kotler & Armstrong, 2020).
[bookmark: _Toc185504519]2.4	 Promotional Strategy 
Promoting Green Wellness Beverage is important for building brand awareness and capturing market share in the competitive UK functional beverage market. The promotional strategy will concentrate on digital advertising, social media campaigns, influencer partnerships, and event sponsorships to reach health-conscious individuals aged 25 to 45. Platforms like Instagram, Facebook, and Google Ads will show the products' unique benefits, such as natural ingredients, cultural heritage, and sustainability (Kotler & Armstrong, 2020). Social media is an effective tool for engaging this demographic, as 76% of UK consumers in this age group use social platforms for product discovery and purchases (Statista, 2024).
About 10% of the product’s turnover will be allocated to advertising in the first two years to ensure market penetration. The budget will be managed internally, with a large portion dedicated to influencer marketing, as 40% of UK consumers trust influencers' recommendations more than traditional ads (Euromonitor International, 2023). Collaborations with health and wellness influencers will enhance credibility and visibility. Also, sponsoring wellness events and trade shows will allow the brand to engage with potential customers directly. This multi-channel approach will maximize resources and help establish strong brand recognition in the UK market.
[bookmark: _Toc185504520]2.5	Distribution Strategy
The business’s distribution strategy will use multiple channels to reach consumers across the UK. First, the concentration will be on selling directly to consumers through online platforms and specialty health food stores. This will take advantage of e-commerce and target specific markets. The product will partner with retailers like Holland & Barrett and independent health food stores, which cater to people looking for natural, healthy drinks (Allen, 2010).
To reach more people, the strategy will also include supermarket chains like Tesco, Waitrose, and Sainsbury’s, which are showing more interest in health drinks. Online marketplaces like Amazon UK and wellness websites will provide additional shopping options. Using a mix of online and offline channels, as suggested by Doherty and Ellis-Chadwick (2010), will make it easier for customers to buy the products. The distribution network will be supported by strong logistics partners to ensure quick and quality delivery (Christopher, 2016).
[bookmark: _Toc185504521]2.6	Place
Location is important for the success of entrepreneurial ventures, as proximity to target markets plays a key role (Porter, 2008). Green Wellness Beverage has strategically chosen a location at Unit 12, Innovation Place, Deane Road, Bolton, BL3 5AB, close to the University of Bolton. This area has a lively student community and a growing focus on healthy living. The business will run from a rented shop in a busy location, keeping start-up costs low, a smart move for new businesses (Scarborough & Cornwall, 2020). The spot is perfect for attracting students and locals who are into natural, functional drinks.
The University of Bolton area already has cafes, health food stores, and gyms, making it an excellent choice for a health-focused business. Being close to the university is a big plus since students are a key audience for Green Wellness Beverage, as they prefer healthier, eco-friendly drink options (Lee et al., 2021). While other places were considered, Bolton stood out for its mix of young, health-conscious people and lots of foot traffic. This location also helps reduce overhead costs compared to more central areas like Manchester, while still providing access to a relevant customer base.
Being near the university provides opportunities for collaboration with student organizations and local events, increasing promotional activities and brand visibility. The affordable leasing rates in Bolton, compared to more expensive city-centre locations, will also keep initial operating costs low (Byers et al., 2015).
[bookmark: _Toc185504522]3.0	Competitor Analysis
[bookmark: _Toc185504523]3.1	Competitor’s Strengths and Weaknesses
The Green Wellness Beverage will face competition from established health beverage brands in the UK. Key competitors include Innocent Drinks, owned by Coca-Cola, which holds around 22% of the functional drink market (Mintel, 2022), and Remedy Kombucha (Manchester), known for its health-focused drinks like smoothies and kombucha. These brands have seen steady growth, with Innocent Drinks reporting a 15% increase in revenue year-on-year, reflecting a growing demand for functional beverages (Grant, 2024). This trend fits well with Green Wellness Beverage's positioning in the market (Porter, 2008).
In terms of competitive strengths and weaknesses, Innocent Drinks benefits from strong brand recognition, a wide distribution network, and significant marketing resources, making it a tough competitor (Thompson, 2022). However, its large scale can limit flexibility and innovation. Remedy Kombucha excels in its niche market of kombucha consumers but has a smaller share compared to Innocent. Green Wellness Beverage can differentiate itself by offering unique ingredients like hibiscus, baobab, and moringa, catering to consumers seeking plant-based, functional drinks. Successful market entry will depend on a clear value proposition addressing consumer needs, as noted by Whittington et al. (2023), and focusing on quality and sustainability will allow the venture to position itself competitively (Harvard Business Review, 2023).
[bookmark: _Toc185504524]3.2	Competitive Advantage
The Green Wellness Beverage’s sustainable competitive advantage stems from its innovative, health-focused hibiscus-based beverages targeting health-conscious consumers, particularly university demographics. According to Porter (2008), competitive advantage emerges from creating unique value propositions that differentiate a business from its competitors. The primary strengths include specialized product formulation, focusing on natural ingredients with proven health benefits, and targeting a niche market segment underserved by existing beverage providers (Grant, 2024).
The business's key competitive strategies will include product innovation, sustainable production methods, and targeted marketing. Specific strengths include developing beverages with scientifically backed health benefits, utilizing hibiscus's antioxidant properties, and creating a brand narrative centred on wellness and sustainability. Areas requiring development include scaling production, establishing strong distribution networks, and building brand recognition. 
4.0	SWOT Analysis
Strengths: The business has considerable strengths in the competitive UK beverage market. Hibiscus is highly valued for its exceptional health benefits and unique nutritional profile (Whittington et al., 2023). According to Thompson (2022), there is a rising interest among consumers in beverages that provide natural and functional health advantages, which makes the Green Wellness drink particularly appealing. Its standout features include the use of natural ingredients, a high level of antioxidants, and a strong alignment with modern health and wellness priorities (Halawa, 2024).
Also, the innovative approach to beverage formulation provides a strong competitive edge by appealing to health-conscious individuals seeking alternatives to traditional soft drinks.
Weaknesses: The Green Wellness Beverage faces several pressing issues. One major hurdle is its lack of recognition in a highly competitive market, which could make breaking in difficult (Setiadi, 2024). Limited financial resources might also constrain efforts to promote the brand or invest in new product innovations, leaving it at a disadvantage compared to well-funded competitors (Do, 2024). Also, the focus on hibiscus-based drinks might limit its appeal to a niche audience, making it harder to gain widespread acceptance.
Furthermore, the cost of sourcing high-quality hibiscus and maintaining production standards could affect pricing and profitability (Wood, 2018). Addressing these weaknesses will require a well-thought-out market entry plan and ongoing innovation.
Opportunities: The UK beverage market offers several growth opportunities. Increasing consumer demand for low-sugar, natural drinks creates a substantial opening (Priya & Alur, 2023). E-commerce and specialized health food stores present additional channels for expansion and customer engagement (Thompson, 2022). The rising popularity of global flavours and functional beverages among younger consumers offers a promising avenue for innovative positioning.
Threats: External factors present key threats to the Green Wellness Beverage. The UK market is intensely competitive, dominated by established brands and multinational companies (Setiadi, 2024). Regulatory issues surrounding health claims and food safety standards could create obstacles (Ojelade et al., 2023). Economic fluctuations, including ingredient cost variability and changes in consumer spending, may also pose financial risks (Do, 2024).
[bookmark: _Toc185504525]5.0	Production Plan
The Green Wellness Beverage is made only after customers order online or through stores. First, top-quality hibiscus flowers are bought from trusted suppliers, cleaned, dried, and brewed with natural sweeteners. The drink is then packed in environmentally friendly bottles. Each step is carefully planned to make sure everything runs smoothly, stays consistent, and keeps costs down, while also following safety rules and protecting the environment (Tan et al., 2024).

The company aims to meet customer demand without lowering quality. At the start, they plan to make 300 liters a week, with room to increase as the business grows. This includes investing in appropriate brewing and storage facilities to accommodate various product options, such as organic and sugar-free variants. Effective capacity management helps ensure that supply meets demand, preventing shortages or overproduction (Jones and Robinson, 2020).
Production scheduling coordinates customer needs with supplier timelines to ensure timely delivery. Ingredients are sourced from reliable suppliers, and weekly schedules are created to allow for quality checks and packaging. As a sole trader, the business adjusts plans during peak demand periods to minimize delays in fulfilling customer orders (Stevenson, 2020).
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Figure 2: Flowchart Of Green Wellness Beverage Production 
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The main suppliers for Green Wellness Beverage are local farms in the UK that grow high-quality hibiscus flowers. Relying on multiple suppliers ensures the business does not depend solely on one source, reducing risks of supply disruptions. Alternative suppliers include certified organic farms and wholesalers in Nigeria, providing a backup if local supplies fall short. Local suppliers provide competitive pricing and short delivery lead times compared to imported sources, which may be affected by currency fluctuations, tariffs, and shipping delays (Stevenson, 2020). Contracts with suppliers guarantee steady supply volumes, but regular reviews of terms and conditions are conducted to ensure reliability and affordability.
Local sourcing of raw materials, such as hibiscus petals, helps reduce expenses and promotes sustainability. Certain specialized ingredients are sourced from other countries, and while these imports can increase expenses due to transportation and customs duties, they are vital for ensuring consistent product quality. Research indicates that suppliers frequently offer flexible credit terms, such as 30- or 60-day payment periods, which assist businesses in managing their cash flow efficiently (Jones and Robinson, 2019). Agreements with suppliers emphasize the importance of securing premium materials, timely deliveries, and competitive pricing to mitigate risks like inflation and supply chain disruptions. Regular evaluations are conducted to foster strong supplier relationships and ensure dependable operations over the long term (Johnson et al., 2021).
[bookmark: _Toc185504527]7.0	Financial Plan
[bookmark: _Toc185504528]This part outlines the startup costs and financial assessment for the business.
7.1	Start-up Costs
To start the Green Wellness Beverage business, £60,000 is needed. This will pay for equipment, raw materials, packaging, licenses, and initial marketing. Right now, the business has £20,000 saved, so there’s a shortfall of £40,000. To cover this, the plan is to apply for a small business loan and look into government grants for sustainable businesses. The money will go toward setting up the production facility, buying eco-friendly packaging, and following food safety rules (Tan et al., 2024).

Running costs are expected to be £10,000 a month. This includes buy bills, paying staff, covering utility bills, and promoting the business. Revenue generated from product sales is expected to cover these costs once the business achieves profitability, anticipated within two years. Until then, a mix of the owner’s savings and short-term financing will maintain cash flow. Extra funding from angel investors or crowdfunding platforms may be explored to support business growth and ensure financial stability during the initial phase (Stevenson, 2020).
[bookmark: _Toc185504529]7.2	Financial Analysis
This section presents the three-year proposed financial analysis of Green Wellness Beverage, showing its financial growth.

Green Wellness Beverage
Table 1: Breakeven Analysis
	Parameter
	Value

	Selling Price per Unit
	£1.45

	Variable Cost per Unit
	£0.80

	Fixed Costs 
	£10,000

	Contribution Margin per Unit
	£0.65

	Breakeven Point (Units)
	15,385 units/year


Author’s computation
Note: Contribution Margin per Unit is calculated as Selling price less Variable cost. The breakeven point is calculated as Fixed Costs divided by the Contribution Margin per Unit. 
From Table 1, The business needs to sell approximately 15,385 bottles monthly to cover all fixed costs and break even, which represents a significant initial challenge for a startup.
Table 2: Industry Comparison
	Metric
	Green Wellness Beverage
	Industry Average

	Gross Margin
	60-65%
	65-70%

	First-Year Revenue Target
	£60,000
	£55,000-£70,000

	Market Growth Rate
	13%
	7.5%

	Customer Acquisition Cost
	£5-£7 per customer
	£6-£8 per customer


Author’s Computation
In Table 2, the product's projections correspond well with industry averages, showing a competitive and realistic business model that slightly outperforms typical market expectations.
Table 3: Proposed Income Statement
	Item
	Year 1 (£)
	Year 2 (£)
	Year 3 (£)

	Total Revenue
	60,000
	67,500
	76,125

	Cost of Goods Sold (COGS)
	22,000
	26,800
	28,320

	Gross Profit
	38,000
	40,700
	47,805

	Operating Expenses
	32,000
	30,500
	28,000

	Marketing Expenses
	6,000
	5,750
	4,613

	Net Profit
	0
	4,450
	15,192


Author’s computation
 The income statement in Table 3 demonstrates a progressive path to profitability. Operating expenses decrease while revenue grows, showing improved operational efficiency. Year 1 shows expected initial breakeven typical of a startup. Years 2 and 3 demonstrate improvement with reduced operating expenses and slight revenue growth, moving towards profitability.
Table 4: Proposed Cash Flow Statement
	Year
	Inflows (Revenue)
	Outflows (COGS + Expenses)
	Net Cash Flow

	Year 1
	£60,000
	£60,000
	0

	Year 2
	£67,500
	£63,050
	£4,450

	Year 3
	£76,125
	£60,933
	£15,192


Author’s computation
The data in Table 4 shows the business breaks even, covering all its costs with no surplus, which demonstrates initial financial stability in Year 1, with growing profitability in Years 2 and 3 as revenue increases and costs are better managed. This trend indicates strong potential for sustainable growth. 
Table 5: Proposed Balance Sheets
	Assets
	Year 1(£)
	Year 2 (£)
	Year 3 (£)

	Cash
	20,000
	23,750
	36,787

	Inventory
	15,000
	18,000
	21,600

	Equipment
	25,000
	22,000
	19,000

	Total Assets
	60,000
	63,750
	67,387

	Liabilities & Equity
	
	
	

	Short-term Loan
	40,000
	30,000
	20,000

	Owner's Equity
	20,000
	33,750
	57,387

	Total Liabilities & Equity
	60,000
	63,750
	67,387


Author’s computation

The balance sheet demonstrates strengthening financial health. Cash increases, inventory grows proportionally with sales, and the short-term loan decreases. Owner's equity shows significant growth, indicating the business's improving financial position.
[bookmark: _Toc185504530]8.0	Conclusion
Green Wellness Beverage is an innovative business concept that merges traditional Nigerian beverages with modern health and wellness trends. The product depicts cultural heritage while meeting the rising demand for natural, functional beverages by producing hibiscus-based drinks like the Golden Zobo and Hibiscus Spritz. Targeting health-conscious consumers in urban areas like London and Manchester, the venture incorporates eco-friendly packaging and locally sourced ingredients to emphasize sustainability.
The company has some challenges, like not being widely known yet and working with tight finances. Even so, its potential to grow is clear. Its unique product and focus on markets that others haven’t fully tapped into give it a solid edge. Financial projections show steady revenue growth and lower operating costs, pointing to profitability within the next three years.
[bookmark: _Toc185504531]9.0	Recommendations
Marketing and Brand Growth: Green Wellness Beverage’s success depends on smart marketing and strong brand development. The focus should be on using digital tools, especially social media, and teaming up with influencers to reach health-conscious people between 25 and 45. By showcasing the drink’s health benefits and cultural roots in creative, engaging ways, the brand can carve out its own space in the crowded beverage market.

Production and Supply Chain: To keep things running smoothly, the business needs to stay flexible and build solid relationships with multiple suppliers. This reduces risks with sourcing ingredients and ensures the product remains high quality. Controlling production costs is also key, but without cutting corners on the natural, premium ingredients that make the beverage special.
Financial Management: Careful management of finances is vital in the early days of a business. Seeking additional funding sources, such as government grants or angel investors, will be important for growth. A lean operational approach will help reduce costs while prioritizing investments in key areas like product development, marketing, and distribution.
Product Innovation: This should remain a priority for the business. The product must develop new product lines, invest in research to improve the health benefits of existing products, and monitor emerging trends in the functional beverage market. Staying responsive to consumer preferences will help the business retain a competitive edge and grow its market share.
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Green Wellness Beverage Financial Ratios.
	Ratio Type
	Formula
	Year 1
	Year 2
	Year 3

	Profitability Ratios

	Gross Profit Margin
	(Gross Profit / Total Revenue) × 100
	(38,000 / 60,000) × 100 
= 63.33%
	(40,700 / 67,500) × 100
 = 60.30%
	(47,805 / 76,125) × 100 
=62.8%

	Net Profit Margin
	(Net Profit / Total Revenue) × 100
	(0 / 60,000) × 100
 = 0%
	(4,450 / 67,500) × 100 = 6.59%
	(15,192 / 76,125) × 100 =19.96%

	Liquidity Ratio

	Current Ratio
	Current Assets / Current Liabilities
	(20,000 + 15,000) / 40,000 = 0.88
	(23,750 + 18,000) / 30,000 =1.40
	(36,787 + 21,600) / 20,000 = 2.92

	Activity Ratios

	Inventory Turnover
	Cost of Goods Sold / Average Inventory
	22,000 / (15,000 + 18,000) / 2)
 = 1.32
	26,800 / (18,000 + 21,600) / 2) 
=1.35
	28,320 / (21,600 + 25,920) / 2) =1.19

	Asset Turnover
	Total Revenue / Total Assets
	60,000 / 60,000 
=1.00
	67,500 / 63,750
= 1.06
	76,125 / 67,387 
=1.13


Author’s Computation

Interpretation
The current ratio improves dramatically over three years. In Year 1, the business has slightly less than enough liquid assets to cover short-term liabilities. By Year 3, it has nearly three times the liquid assets compared to its short-term liabilities, indicating strong and improving financial health.
Furthermore, the inventory turnover ratio remains relatively stable around 1.3, suggesting the business is consistently managing its inventory. This indicates efficient inventory management, with stock being turned over approximately 1.3 times per year.
Finally, the asset turnover ratio shows a slight but steady improvement. The business is generating about £1 of revenue for every £1 of assets, with a small increase in efficiency each year. This suggests the company is using its assets effectively to generate sales.
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