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EXECUTIVE SUMMARY
The Company is a Thailand-based manufacturer of authentic Thai sauces, curry pastes, coconut products, ready-to-eat 
meals, noodles, snacks, and export-quality food items. With a growing global demand for ethnic, convenient, and health-
conscious food products, the Company is strategically positioned to expand into the United Kingdom (UK) 4 one of the 
fastest-growing premium Asian food markets worldwide.

The UK's evolving food culture, diverse population, increasing preference for global cuisines, and dominance of online 
grocery channels create a strong market foundation for Thai food categories. Products such as green curry paste, red curry 
paste, Pad Thai sauce, stir-fry sauces, coconut milk, rice noodles, and Thai ready meals have shown consistent year-on-
year market demand growth.

The Company's strength lies in its:

Authentic Thai flavour profile

HACCP/GMP-certified production

Export-ready product packaging (12324 months shelf 
life)

Strong compliance systems

UK-compliant labeling

Flexible MOQ

OEM/private label capability

Strong packaging options (retort, glass, PET, 
pouches)

This business plan presents a complete UK Market-Entry Strategy, covering regulatory requirements, product positioning, 
pricing models, distribution channels, buyer segmentation, outreach strategy, sampling procedures, trial order conversion, 
and long-term expansion roadmap.

The UK market offers high purchasing power, strong retail infrastructure, and premium positioning for Thai cuisine. With 
over XXXX Thai restaurants, XXXX Asian supermarkets, and strong penetration on Amazon UK and Ocado, the UK is a 
proven market for Thai food exporters.

The Company is positioned to enter the market through a phased export strategy, beginning with import distributors, online 
grocery sellers, Asian supermarkets, and private-label brands, followed by long-term partnerships with restaurant supplier 
networks and eventually UK supermarkets.

This plan outlines how the Company will achieve entry, scale, and expansion through structured operational processes, 
compliance excellence, targeted outreach, and product differentiation.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the full premium business plan, this section contains:

7  Verified UK market size data (values, CAGR, category demand) 7  Market charts, import volumes, and growth 

tables 7  Competitive benchmarking with real product examples 7  UK buyer statistics and consumption 

patterns 7  Ingredient-level demand analysis 7  Strategic insights customized for your factory

This sample version only shows the structure and partial content. The full version includes complete, actionable 
data.



COMPANY OVERVIEW
The Company is a Thailand-based manufacturer and exporter specializing in authentic Thai sauces, curry pastes, coconut 
products, rice noodles, ready-to-eat/ready-to-cook (RTE/RTC) meals, and premium Thai food items. Established in XXXX, 
the Company has grown into a reputable supplier with strong capabilities in manufacturing, packaging, compliance, and 
export documentation.

With a dedicated food production facility certified with HACCP, GMP, Thai FDA approvals, and a robust hygiene 
management system, the Company ensures products meet stringent international quality standards required by importers 
in the United Kingdom and Europe. The production team adheres to standardized processes that guarantee flavor 
consistency, food safety, long shelf life, and export-friendly stability.

The Company's manufacturing infrastructure includes:

Modern processing equipment

Retort sterilization systems for RTE meals

Automated filling and sealing lines

Dedicated allergen-controlled zones

Professional QC team

In-house packaging & labeling capability

Cold & dry storage facilities

Complete export documentation support

These assets make the Company capable of serving a wide range of buyers, including:

Food import distributors

Asian supermarket chains

Online grocery retailers

UK restaurant & takeaway supply networks

Private label (OEM) customers

Cash & carry wholesalers

Beyond manufacturing, the Company provides OEM/private label services, enabling UK clients to launch their own 
exclusive Thai food brand. The Company supports label design, nutritional panel preparation, allergen compliance, 
packaging development, and barcode setup 4 giving buyers a complete "end-to-end product solution."

The Company maintains strong control over:

7  Raw material sourcing

7  Ingredient quality
7  Taste consistency

7  Label accuracy

7  Export documentation

7  Batch traceability
7  Microbiological and shelf-life testing

This operational discipline positions the Company as a trustworthy long-term supplier for the UK market, where reliability, 
compliance, and food safety are major decision factors.

With a growing global demand for Thai cuisine and an increasing shift toward convenient meal solutions, the Company is 
now focused on expanding into high-value international markets 4 beginning with the United Kingdom, which offers strong 
purchasing power, established demand for Thai flavors, and a mature import ecosystem for Asian food products.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete paid business plan, this section includes:

7  Detailed company history, team background, and factory milestones 7  Organization chart, production 

capacity, processing flow charts 7  Detailed list of machinery & capabilities 7  Factory photos, packaging 

proofs, sample labels 7  Ingredient sourcing strategy & supply chain diagram 7  Detailed certifications & 

compliance documents 7  Batch traceability process map 7  HACCP flow analysis (full version) 7  Operational 

KPIs, quality assurance SOPs 7  Export history & best-selling SKUs

This sample shows only a partial preview. The full version includes full operational detail and export readiness 
documentation.



PRODUCT PORTFOLIO OVERVIEW
The Company produces a wide range of authentic, export-ready Thai food products designed for both retail and food 
service markets in the United Kingdom. All products are manufactured under strict hygiene controls, HACCP/GMP 
certification, and Thai FDA regulations, ensuring high consistency, safety, and long shelf life (12324 months depending on 
SKU).

The product portfolio is categorized into five core segments:

Thai Curry Pastes

Retail & Food Service Packs

Thai Sauces & Stir-Fry 
Products

High-demand retail items

Coconut Products

Strong growth category

Rice Noodles & Vermicelli

Stable, high-volume products

Ready-to-Eat Meals

Premium growth category

{  3.1 Thai Curry Pastes (Retail & Food Service Packs)

One of the most demanded Thai categories globally.

Popular SKUs include:

Green Curry Paste (XXXXg / XXXXg / Bulk XXXXkg)

Red Curry Paste

Yellow Curry Paste

Massaman Curry Paste

Panang Curry Paste

Key Features:

7  Authentic Thai flavor profile

7  Export-stable formulation

7  Suitable for restaurants & retail
7  Available in pouch, jar, and bulk tubs

7  Vegan-friendly options available

Applications:

Thailand and Asian dishes, meal kits, restaurant cooking, 
supermarket RTE meals.

{  3.2 Thai Sauces & Stir-Fry Products

High-demand items in UK supermarkets and online retail.

Popular SKUs include:

Pad Thai Sauce

Sweet Chili Sauce

Sriracha

Oyster Sauce (or vegan oyster alternative)

Basil Stir-Fry Sauce

Tamarind Sauce

Key Features:

7  Multiple packaging formats (glass, PET, pouches) 7  Shelf life 12318+ months 7  OEM/private label customization 7  
Strong demand in Asian takeaway restaurants

{  3.3 Coconut Products

Strong growth category in the UK health, vegan, and Asian food trends.

Products include:

Coconut Milk 400ml

Coconut Cream

UHT Coconut Milk (1L)

Coconut-based beverage (OEM option)

Key Features:

7  No preservatives (optional) 7  High fat content options 7  Retail & food service variants 7  Consistent quality and 
texture

This category enjoys exceptionally high UK demand.

{  3.4 Rice Noodles, Vermicelli & Dry Foods

A stable, high-volume product group suitable for all UK segments.

Products include:

Rice Noodles (5mm / 10mm)

Vermicelli

Pad Thai Noodles

Rice Sticks

Stir-fry noodle kits (OEM)

Key Features:

7  Retail-ready packs 7  Export-friendly packaging 7  High shelf life (18324 months) 7  Very strong demand in ethnic & 
mainstream stores

{  3.5 Ready-to-Eat (RTE) & Ready-to-Cook (RTC) Thai Meals

Premium growth category with huge online demand.

Products include:

Green Curry Chicken (retort)

Red Curry Chicken

Vegetable Thai Curry (vegan)

Pad Thai Meal Kits

Instant Thai meal bowls

Key Features:

7  Retort sterilized (no refrigeration needed) 7  12324 month shelf life 7  Easy to ship via sea freight 7  Suitable for 
supermarkets & meal kit brands

This segment is especially attractive to UK e-commerce grocers and convenience retailers.

{  3.6 Spices, Herbs & Dehydrated Products

Specialized line for wholesalers, restaurants, and B2B buyers.

Products include:

Dried lemongrass

Dried kaffir lime leaves

Mixed Thai herbs

Chili flakes / powders

Key Features:

7  Bulk & retail packaging 7  Long shelf life 7  High demand from UK restaurants

{  3.7 OEM / Private Label Capability

A strong differentiator in the UK market.

The Company offers:

7  Custom recipe development 7  Private label design & packaging 7  UK-compliant nutritional panel 7  Allergen labeling 
7  EAN barcoding setup 7  MOQ flexibility 7  Retail & bulk packaging customization

UK buyers increasingly prefer launching their own exclusive brands 4 making this one of the Company's most profitable 
offerings.

{  3.8 Packaging Options

Export-friendly packaging formats include:

Stand-up pouches

Glass jars

PET bottles

Aluminum pouches (retort)

Bulk pails (1kg320kg)

Sachet packs (10g350g)

All packaging is certified food-grade and suitable for sea/air shipment.

{  3.9 Shelf Life, Quality & Storage

Products offer:

12324 month shelf life

HACCP-controlled production

Allergen-managed zones

UK-standard labeling

High product stability for export

These features make the product range ideal for UK distributors, private label buyers, and e-commerce sellers.

{  3.10 Summary of Product Strengths

Authentic Thai flavor

Strong export stability

Long shelf life

High demand in UK Asian & mainstream markets

OEM capability

Attractive retail packaging

Flexible MOQs

Wide SKU variety

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete business plan, this section includes:

7  Detailed SKU list with specifications 7  Packaging sizes, volumes, weights 7  Production cost breakdown 
(hidden in sample) 7  Shelf-life certificates & microbiology reports 7  Ingredient sheets & allergen matrices 7  

Real product photos & mockups 7  Complete OEM/private label capability chart 7  Recommended SKUs for UK 

market entry 7  Competitor SKU comparison 7  Price positioning recommendations

This sample only shows a partial preview. The full version includes complete technical and commercial data.



GLOBAL MARKET & UK OPPORTUNITY
The global food industry has entered a period of rapid transformation driven by shifting consumer lifestyles, increased 
preference for convenience, and a strong appetite for international flavors. Among Asian cuisines, Thai food has become 
one of the fastest-growing categories, valued for its balance of freshness, authenticity, and complexity. Thai sauces, curry 
pastes, coconut products, noodles, and ready meal kits are now mainstream items in the UK grocery ecosystem.

This section outlines major global trends, demand drivers, market indicators, competitive factors, and the specific 
opportunity the UK presents for Thai food exporters.

{  4.1 Global Demand Trends for Thai Food Products

Explosion of Ethnic & Asian 
Cuisine Consumption

Global consumers increasingly seek 
authentic Asian flavors such as 
Thai, Korean, Japanese, and 
Vietnamese. Thai cuisine is 
consistently ranked in the Top 3 
most loved Asian cuisines 
worldwide.

Rise of Ready-to-Eat (RTE) & 
Ready-to-Cook (RTC) Meals

Convenience is the strongest global 
driver. Curry pastes, sauces, 
microwavable Thai curries, and meal 
kits are experiencing double-digit 
growth.

Growth of Vegan & Plant-
Based Eating

Thai cuisine naturally fits these 
preferences due to coconut, 
lemongrass, chili, and herb-based 
formulations.

Trend 4 4 Online Grocery Boom

E-commerce grocery platforms (Amazon, Ocado, ethnic online stores) have created huge demand for packaged food with 
long shelf life.

Trend 5 4 Clean Label & Health-Conscious Products

Consumers prefer "no preservatives," "no artificial colours," and "authentic ingredients," which align well with Thai food 
characteristics.

Overall, global demand for Thai packaged food continues to rise due to authenticity, convenience, and health positioning.

{  4.2 Why the UK is a HIGH-POTENTIAL Market for Thai Food

The United Kingdom is one of the largest importers of food globally, importing nearly 50% of all the food it consumes. Its 
multicultural population, large Asian diaspora, and high acceptance of ethnic cuisines make it a perfect market for Thai 
food exporters.

Key UK market characteristics:

7  Strong purchasing power
7  Mature import ecosystem

7  Large Asian retail presence

7  Dominance of online grocery

7  Demand for authentic Thai cooking ingredients
7  Strong vegan & vegetarian segment

Additionally, UK consumers have grown accustomed to making Asian food at home4significantly boosting demand for 
Thai sauces, noodles, and curry pastes.

{  4.3 High-Demand Thai Product Categories in the UK

The following Thai products show consistently strong and growing demand:

Green & Red Curry Pastes

Coconut Milk & Cream

Pad Thai Sauce & Stir-Fry Sauces

Instant Thai Meals / Retort Curry Packs

Rice Noodles & Vermicelli

Chili Sauces

Dehydrated Herbs (lemongrass, kaffir lime leaves)

These items have become standard offerings in ethnic supermarkets, Asian grocery wholesalers, UK online stores, and 
even mainstream retailers.

{  4.4 Target UK Consumer Segments

The UK offers multiple high-potential consumer categories:

Asian Food Enthusiasts

Home cooks preparing Thai dishes 
weekly.

Vegan / Health-Oriented 
Consumers

Prefer coconut-based, plant-based 
Thai products.

Families Seeking 
Convenience

Ready meals and meal kits.

Restaurant & Takeaway Diners

Require consistent bulk supplies.

Online Grocery Shoppers

Buy meal kits, sauces, and bundles.

Each segment supports long-term product consumption and repeat purchases.

{  4.5 UK Importer & Retailer Opportunity

The UK food supply chain includes:

Large Asian importers

Ethnic & mainstream supermarkets

Restaurant wholesalers

Amazon UK & Ocado sellers

Private-label food brands

Meal kit companies

This gives Thai exporters multiple entry points based on price, volume, and product segmentation.

UK buyers actively seek:

7  Reliable suppliers 7  HACCP/GMP-certified facilities 7  UK-ready labeling 7  Long shelf life 7  Private label flexibility 

7  Stable supply & quality consistency

The Company matches all these requirements.

{  4.6 Competitive Advantage for Thailand vs Other Origin Countries

Country Strengths Weaknesses UK Buyer Perception

China Low-cost Lower authenticity Medium / Low

Vietnam Good noodles Weak in Thai flavors Medium

Malaysia Good quality Higher cost Medium

India Good spices Not Thai profile Low

Thailand Authentic Thai flavor, 
strong quality

Slightly higher price High/Best

Thai origin is a premium value in the UK market.

{  4.7 Growth of Online Grocery & E-commerce in the UK

Online demand is rising due to:

Amazon UK's increasing ethnic food category

Ethnic e-commerce stores expanding SKUs

Subscription meal kits including Thai flavors

Online Asian grocery platforms delivering nationwide

Thai sauces, curry pastes, RTE meals, and noodles perform especially well in this channel due to long shelf life and 
compact packaging.

{  4.8 Why Enter the UK Market NOW

The timing is ideal due to:

7  Rising acceptance of Asian cuisines 7  Decreased number of reliable Thai suppliers 7  High-growth online demand 7  
Strong vegan & clean-label movement 7  Limited domestic production of Asian products 7  Retailer interest in private-

label Thai lines 7  Large number of Thai restaurants requiring stable bulk supplies

The UK market is expanding and urgently needs authentic, consistent, well-packaged Thai food products with compliant 
labeling and stable supply chains.

{  4.9 Summary of UK Opportunity

The UK offers a strong and high-conversion environment for Thai food exporters due to:

High market demand

Strong ethnic food culture

Multiple entry channels

Excellent online retail growth

High acceptance of Thai flavors

Premium buyer perception toward Thai products

The Company is ideally positioned to capture this opportunity through its compliance readiness, product diversity, shelf-
stable product formulations, and high manufacturing capability.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete business plan, this section includes:

7  Verified UK import data (quantities, CAGR, HS code trends) 7  Market size values for each product category 
7  Segment-wise consumption patterns 7  UK competitor product pricing & examples 7  Growth forecasts for 

sauces, RTE, noodles, coconut milk 7  Real online search volume data 7  Retail vs wholesale demand mapping 

7  UK supermarket trend analysis 7  Comprehensive charts and data tables

This sample provides only the structure & preview. The full version delivers complete market intelligence.



UK BUYER SEGMENTATION
The United Kingdom has a diversified food import ecosystem made up of distributors, wholesalers, supermarkets, online 
retailers, private-label brands, and restaurant supply chains. Each segment has different preferences, MOQ requirements, 
pricing expectations, documentation standards, and product portfolio needs.

A successful market entry requires understanding these buyer groups individually and tailoring communication, pricing, 
and product offerings accordingly.

{  5.1 Overview of Buyer Segments

The UK Thai food market consists of seven major buyer types:

Food Import Distributors Asian Supermarket Chains Mainstream UK Supermarkets

Online Grocery & E-Commerce 
Sellers

Restaurant & Takeaway Supply 
Wholesalers

Private Label (OEM) Buyers

Cash & Carry Wholesalers

Below is a complete segmentation with detailed characteristics.

{  5.2 Buyer Type 1 4 Food Import Distributors (Primary Target)

Distributors are responsible for bringing products into the UK and supplying:

Asian supermarkets

Wholesalers

Restaurants

Online sellers

Independent grocery stores

What They Buy:

7  Sauces 7  Curry pastes 7  Coconut milk 7  RTE 

meals 7  Noodles 7  Herbs

MOQ:

High 4 typically XXXX cartons or LCL/FCL orders.

Margin Expectation:

15330%

What They Need:

HACCP/GMP certificates

UK-compliant labels

Long shelf life

Consistent supply

Competitive FOB pricing

Why They Fit the Company:

The Company offers strong compliance, flexible MOQ, and 
consistent quality.

{  5.3 Buyer Type 2 4 Asian Supermarkets & Ethnic Grocery Chains

These stores cater to Asian communities and British consumers who enjoy Asian cuisine.

What They Buy:

7  Curry pastes 7  Coconut milk 7  Rice noodles 7  Thai 

sauces 7  Dehydrated herbs

MOQ:

Medium 4 133 pallets or mixed cartons.

Margin Expectation:

20340%

Key Decision Factors:

Attractive packaging

Authentic taste

Good shelf life

Retail-size packs

These buyers value authenticity and packaging appeal.

{  5.4 Buyer Type 3 4 Mainstream UK Supermarkets

Examples: Tesco, Sainsbury's, ASDA, Waitrose, Morrisons.

What They Buy:

Premium sauces

Authentic curry pastes

Meal kits

Vegan coconut products

Private-label Thai products

MOQ:

Very high 4 full container orders.

Requirements (Strict):

7  Detailed compliance documentation 7  Retail-ready 

packaging 7  UK nutritional panels 7  Strong QC system 

7  Batch traceability

Note:

This is a long-term segment after establishing market 
presence.

{  5.5 Buyer Type 4 4 Online Grocery & E-Commerce Buyers

This segment is experiencing major growth.

Platforms include:

Amazon UK

Ocado

Online ethnic stores

Independent e-commerce sellers

What They Buy:

7  Combo packs 7  Meal kits 7  RTE meals 7  Small-
format sauces 7  High-margin products

MOQ:

Low 4 20031000 units per SKU.

Margin Expectation:

40370%

Why It's Important:

High repeat orders + fast conversion.

{  5.6 Buyer Type 5 4 Restaurant & Takeaway Supply Chains

This includes:

Thai restaurants

Pan-Asian restaurants

Takeaway chains

Hotel kitchens

What They Buy:

7  Bulk curry pastes 7  Bulk coconut milk 7  1L320L 
sauces 7  Spices & herbs 7  Noodles in bulk

MOQ:

Medium 4 XXXX kg per month.

Decision Factors:

Taste consistency

Bulk packaging

Stable supply

Competitive price

This segment offers long-term monthly repeat orders.

{  5.7 Buyer Type 6 4 Private Label (OEM) Buyers

One of the most profitable segments.

Who They Are:

UK food brands

Specialty grocers

E-commerce sellers

Startups launching their own Thai sauce or meal kits

What They Need:

7  Custom recipes 7  Custom packaging 7  UK label 

design 7  Unique branding 7  Low to medium MOQs

Why This Is a Big Opportunity:

OEM buyers pay much higher margins and order 
repeatedly.

{  5.8 Buyer Type 7 4 Cash & Carry Wholesalers

These wholesalers supply:

Restaurants

Ethnic stores

Caterers

Small grocers

What They Buy:

7  Rice noodles 7  Sauces in bulk 7  Coconut products 

7  Curry pastes

MOQ:

Medium 4 pallet orders.

Decision Factors:

Price

Availability

Packaging durability

Great for increasing volume.

{  5.9 Summary of Buyer Segmentation & Priority

Priority order for market entry:

Tier 1 (Best for Start):

7  Food Import Distributors 7  
Online Grocery Sellers 7  Asian 

Supermarkets 7  Private Label 
Buyers

Tier 2 (Growth Phase):

7  Restaurant Supply Chains 7  
Cash & Carry Wholesalers

Tier 3 (Long-Term Target):

7  Mainstream UK Supermarkets

This segmentation ensures the Company targets easy-entry + high-profit groups first before scaling to complex buyers.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

The complete business plan includes:

7  Detailed list of real UK buyers (names, websites, categories) 7  buyer volumes, SKU preferences, and 
importing history 7  Market penetration map for each buyer type 7  Profitability benchmarks per segment 7  

Packaging recommendations per buyer group 7  MOQ & price optimization matrix 7  Retail vs wholesale buyer 

segmentation charts 7  Buyer psychology analysis for conversion

This sample only includes a preview. The full version includes actionable buyer intelligence.



UK REGULATIONS & COMPLIANCE 
REQUIREMENTS
Entering the UK food market requires strict adherence to regulatory frameworks enforced by the Food Standards Agency 
(FSA), local authorities, and UK Border Control. Compliance is a decisive factor for UK importers when selecting long-term 
suppliers.

This section outlines the complete compliance framework for Thai food products entering the UK through sauces, curry 
pastes, noodles, coconut products, spices, and ready meals.

{  6.1 Overview of UK Food Regulations

UK food safety regulations are built on the following key legislation:

1

Food Safety Act 1990

Ensures all food sold in the UK is 
safe, correctly labeled, and of 
good quality.

2

Food Information 
Regulations (FIR) 2014

Covers mandatory labeling, 
allergen declaration, nutritional 
information, and packaging 
guidelines.

3

General Food Law Regulation 
(EC) 178/2002

Maintains traceability, safety, and 
hygiene protocols (still applied 
post-Brexit in modified form).

4

Food Hygiene Regulations 2006

Defines hygiene controls for food manufacturing, 
handling, and distribution.

5

Imported Food Control Guidelines

UK Border Force inspects imported food for 
documentation and labeling compliance.

Failure to meet labeling, safety, or allergen rules can lead to:

Shipment rejection

Delays

Import refusal

Fines for the importer

Permanent loss of buyer trust

Therefore, compliance must be perfect from Day 1.

{  6.2 Mandatory Labeling Requirements (UK Format)

All products exported to the UK MUST include:

Ingredient List (Descending Order)

Ingredients must be listed in order of weight. Additives must include E-numbers where applicable.

Allergen Declaration (Mandatory)

UK law requires bold highlighting of allergens.

Examples:

Fish sauce (Fish)

Soybean oil (Soy)

Wheat flour (Gluten)

Milk solids (Milk)

Nutrition Table

Must display both per 100g and per serving:

Energy (kJ/kcal)

Fat

Saturated fat

Carbohydrate

Sugars

Protein

Salt

Storage Instructions

E.g., "Store in a cool, dry place. Refrigerate after opening."

Shelf-Life (Best Before / Use By)

Must be printed clearly (lot code also required).

Country of Origin

"Product of Thailand"

Manufacturer Details

Full address & contact information.

Barcode (EAN-13)

Preferred for UK retail.

Net Weight/Volume

In grams (g) or milliliters (ml) 4 UK does not use ounces on primary labels.

{  6.3 Allergen & HACCP Requirements

UK importers prioritise allergen safety.

The Company must manage:

7  Cross-contamination prevention 7  Dedicated allergen handling zones 7  Allergen matrix for every product 7  HACCP 

risk analysis 7  Batch-wise traceability system 7  Cleaning & sanitation SOPs

Regular allergen training for staff is recommended to maintain standards.

{  6.4 Packaging & Food-Grade Material Requirements

Packaging must be:

7  Food-safe 7  Compliant with UK contact material regulations 7  BPA-free (recommended for cans) 7  Tamper-proof 

(for jars & bottles) 7  Suitable for long-distance sea freight

Packaging documentation may be requested by UK importers.

{  6.5 Shelf-Life & Laboratory Testing Requirements

UK buyers require evidence of product stability.

Required tests include:

Microbiological analysis (for sauces & RTE meals)

Shelf-life verification report

Chemical analysis (if applicable)

Water activity testing

pH testing

RTE/retort products must undergo sterilisation validation.

{  6.6 Documentation Required for UK Import Clearance

For each shipment, the Company must provide:

7  Commercial Invoice

7  Packing List

7  Certificate of Origin (Form XXXX)
7  HACCP/GMP certificates

7  Ingredient list & allergen sheet

7  Label artwork copy

7  Microbiological test reports (for RTE meals)

7  Shelf-life testing documentation
7  Bill of Lading (post-shipment)

Without complete documents, UK importers cannot clear goods at port.

{  6.7 Private Label (OEM) Compliance Requirements

When supplying OEM buyers, the Company must support:

Design of UK-compliant labels

Ingredient declarations with correct allergen formatting

Verified nutritional panel in UK format

EAN-13 barcodes

Brand-specific packaging artwork

Packaging material documentation

Compliance approval before production

OEM buyers rely heavily on supplier compliance expertise 4 this is a major strength for the Company.

{  6.8 Common Compliance Failures (to Avoid at All Costs)

UK border inspectors often reject imported food due to:

o  Incorrect or missing allergen declaration o  Wrong or incomplete nutritional panel

o  Non-English label o  Shelf-life date illegible or missing

o  Ingredients not matching actual product o  No HACCP certificate

o  Wrong packaging material declaration o  Poor-quality printing

Even one error can lead to shipment destruction. The Company's strict QC systems prevent these failures.

{  6.9 The Company's Compliance Strength

The Company already operates under:

7  HACCP certification 7  GMP / Thai FDA approvals 7  Batch traceability systems 7  Allergen management framework 

7  Microbiological testing procedures 7  UK-compliant labeling systems 7  12324 month shelf-stable packaging 7  
Professional documentation templates

This positions the Company as a reliable manufacturer for UK importers.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete business plan, this section includes:

7  Step-by-step allergen management SOP 7  Example UK-compliant label (full version) 7  Real microbiological 

test samples 7  Shelf-life testing documentation 7  Packaging declarations & certificates 7  Complete HACCP 

flow diagrams 7  UK nutritional panel templates 7  Full label compliance audit checklist 7  Import clearance 

case studies 7  UK regulation updates (202332025)

This sample only provides an overview. The full version contains full compliance documentation and templates.



COMPETITIVE POSITIONING
The UK packaged food market is served by suppliers from multiple origins including China, Vietnam, India, Malaysia, and 
Thailand. However, Thai food manufacturers hold a premium advantage due to authenticity of flavor, global brand strength 
of Thai cuisine, and higher perception of quality.

This section outlines the competitive environment and explains the Company's differentiators that make it a preferred long-
term partner for UK buyers.

{  7.1 Strategic Positioning Overview

The Company is positioned as a premium yet competitively priced manufacturer of authentic Thai food products, offering:

Authentic Thai flavor profile Strong compliance & certifications

Flexible MOQ Private label capabilities

Professional communication Long shelf life for exports

Attractive retail & bulk packaging Reliable export documentation

This positions the Company above low-cost competitors while remaining affordable for distributors and retailer networks.

{  7.2 Competitor Landscape (By Country)

UK importers compare suppliers by product authenticity, price, compliance, and reliability.

Country Strengths Weaknesses UK perception Fit for Thai 
products

China Low prices Weak authenticity, 
inconsistent taste

Low to medium 
trust

Weak

Vietnam Good for noodles Not authentic Thai flavor Acceptable for 
some SKUs

Limited

India Spices, curry 
powders

Not Thai profile Strong Indian 
cuisine, weak Thai

Very limited

Malaysia Good quality 
products

Higher price Premium but 
expensive

Medium

Thailand Authentic Thai 
flavors, global 
recognition

Slightly higher price than 
Vietnam

BEST source for 
Thai cuisine

Excellent

Thailand's authentic taste and premium herbs give a natural competitive edge.

{  7.3 Key Competitive Advantages of the Company

Below are the Company's strongest differentiation points.

1

Authentic Thai Flavor, Recipes & R&D

Thai cuisine is known for its balance of sweet, sour, spicy, and savory notes.

The Company's recipes are developed using:

7  Real Thai herbs & spices 7  Fresh ingredients 7  Traditional flavor techniques 7  Controlled flavor profile 

for Western markets 7  Vegan-friendly versions

UK buyers strongly prefer authentic Thai flavor over low-cost substitutes.

2

Strong Food Safety & Compliance Systems

The Company maintains:

7  HACCP certification 7  GMP-certified production 7  Allergen management system 7  Microbiological 

testing 7  Shelf-life analysis 7  UK-compliant labeling 7  Batch traceability

This level of documentation sets the Company apart from 70% of SME suppliers in Thailand.

3

OEM / Private Label Expertise (High-Demand in UK)

UK retailers, Amazon brands, and specialty grocers want:

Exclusive product lines

Private recipes

Custom packaging

UK label design

EAN-13 barcodes

The Company supports end-to-end OEM including:

7  Recipe customization 7  Label design (UK compliant) 7  Brand development 7  MOQ flexibility 7  
Packaging customization

This is a major competitive advantage.

4

Flexible MOQ for Different Buyer Segments

Unlike large manufacturers, the Company offers:

7  Low MOQ for online sellers 7  Medium MOQ for Asian supermarkets 7  Bulk MOQ for distributors & 
restaurants

This flexibility opens the door to a wider range of buyer types.

5

Export-Ready Shelf Life (12324 Months)

Products survive long-distance sea freight due to:

Sterilization processes

High-quality packaging

Controlled formulation

Strict hygiene processes

This gives importers confidence in stability and reduces risk.

6

Professional Communication & English Support

Export buyers expect:

7  structured emails 7  updated documents 7  timely responses 7  professional negotiation style

The Company's export team operates with international standards 4 a major advantage over competing 
factories.

7

Wide Product Range for Multi-SKU Buyers

The Company covers:

Sauces

Curry pastes

Coconut milk

RTE meals

Noodles

Herbs & spices

Meal kits

This makes consolidation easier for distributors who want to import multiple SKUs in a single container.

{  7.4 SWOT Analysis (Premium Format)

Strengths:

7  Authentic Thai taste

7  HACCP/GMP-certified facility

7  Strong export-ready shelf life

7  OEM/private label capability
7  Attractive packaging options

7  Wide SKU range

7  Flexible MOQ

7  Professional documentation

Opportunities:

{  Rising UK demand for Thai cuisine

{  Growth of online stores selling Thai food
{  Vegan & clean-label food trends

{  Private label expansion in UK retail

{  Under-supply of Thai RTE products

Weaknesses:

¦  Slightly higher FOB pricing compared to Vietnam

¦  High regulatory expectations from UK supermarkets

¦  Limited brand recognition compared to global giants

Threats:

¦  Price competition from low-cost Asian suppliers

¦  Fluctuating freight costs
¦  Changing UK food regulations

¦  Economic downturns reducing import volume

{  7.5 Competitive Summary

The Company stands out in the UK market due to:

7  Authentic Thai product formulations 7  Strong compliance and certification readiness 7  OEM/private label capability 

7  Wide, export-friendly product range 7  Attractive packaging 7  Flexible MOQ 7  Strong communication 7  
Consistency in supply and quality

These strengths place the Company in a superior position to win long-term UK partnerships.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete business plan, this section includes:

7  Competitor product samples (real brand examples) 7  UK retail price comparison for Thai brands 7  

Competitor packaging analysis 7  UK online store benchmarking 7  Strength-gap-opportunity charts 7  

Comprehensive SWOT expansion 7  Competitive risk assessment 7  Market positioning diagram 7  OEM 
profitability model

This sample presents only the structure & highlights. The full version provides deep competitor intelligence.



PRICING STRATEGY
A well-designed pricing strategy is essential for entering the UK market, maintaining competitiveness, and ensuring strong 
profitability for both the Company and its distribution partners. UK importers assess suppliers based on a combination of 
product quality, packaging, shelf life, compliance, and pricing stability.

This pricing model balances affordability with premium quality 4 positioning the Company competitively against Vietnam 
and China while retaining Thailand's authenticity advantage.

{  8.1 Pricing Strategy Overview

The Company follows a multi-layered export pricing strategy, designed to support:

Food distributors (high volume)

Asian supermarkets (medium volume)

Online grocery sellers (high margin)

Restaurant suppliers (bulk buyers)

Private-label (OEM) clients (highest margins)

This structure ensures the Company can serve all buyer types without conflicting pricing models.

{  8.2 Pricing Components (Cost Structure Breakdown)

Each product price is calculated using a structured methodology including:

Raw material cost (herbs, spices, coconut, chili, etc.)

Packaging material cost (PET, glass, retort pouches, cartons)

Labour & processing cost

Sterilisation / retort processing (for RTE)

Quality control & testing costs

Compliance & documentation overhead

Administrative & operational overhead

FOB preparation charges

Company margin

This ensures pricing remains consistent, transparent, and export-ready.

{  8.3 FOB Pricing Model (UK Importers' Preferred Format)

UK buyers primarily request:

{  FOB Bangkok / FOB Laem Chabang

(Industry standard for UK importers)

CIF pricing is provided upon request, especially for new buyers.

DDP is used only for sample shipments or micro-orders for Amazon sellers.

{  8.4 Sample FOB Price Ranges (All Values Hidden as XXXX)

Curry Pastes (Retail Packs)

FOB: XXXX 3 XXXX USD / carton
UK Retail: £XXXX 3 £XXXX

Stir-Fry Sauces & Liquid Sauces

FOB: XXXX 3 XXXX USD / carton

Coconut Milk / Coconut Cream

FOB: XXXX 3 XXXX USD / carton

Rice Noodles & Vermicelli

FOB: XXXX 3 XXXX USD / carton

Ready-to-Eat Thai Meals (Retort Packs)

FOB: XXXX 3 XXXX USD / carton

Dehydrated Herbs (Retail Packs)

FOB: XXXX 3 XXXX USD / kg

Bulk Packs (Food Service)

FOB: XXXX 3 XXXX USD / kg or per pail

These placeholders make the sample safe and ensure clients must purchase the full plan to see the detailed pricing.

{  8.5 Tiered Pricing System (Encourages Higher Volume Orders)

The Company uses a 3-tier pricing model:

Tier 1 4 Trial MOQ

50031,000 units
Highest FOB price (XXXX)

Tier 2 4 Commercial MOQ

2,00035,000 units
Mid-level FOB (discounted)

Tier 3 4 Bulk Volume Orders

10,000350,000 units or FCL
Best pricing (lowest FOB)

This system encourages buyers to scale gradually and improves repeat orders.

{  8.6 Pricing Strategy by Buyer Type

Buyer Type Characteristics Pricing Approach

Food Import Distributors Very price-sensitive
Large orders (LCL/FCL)

Expect competitive FOB
15330% margin requirement

Asian Supermarkets Medium pricing sensitivity
Require attractive retail packaging

20340% margin

Online Grocery Retailers Least sensitive
Strong margin category

Bundle packs & meal kits
40370% margin

Restaurant Suppliers Bulk packaging
Competitive price per kg/litre

Lower margin, higher volume

Private Label (OEM) 
Buyers

Highest profit for the Company
Accept custom pricing

Pay extra for recipe development, label 
design, small batch production, packaging 
customization

{  8.7 Competitive Pricing Positioning (Country Comparison)

Country FOB Price Authenticity Shelf Life Buyer Preference

China Low Low Good Low

Vietnam Low-Medium Medium Good Medium

Malaysia Medium-High High Good Medium

India Low Low Good Low

Thailand Medium Very High Excellent Best

Thailand's authenticity and premium perception allow competitive value-based pricing 4 higher than Vietnam, but lower 
than Malaysian/Korean premium brands.

{  8.8 OEM/Private Label Pricing Structure (Highest Margin Segment)

OEM pricing includes:

Base product cost

Packaging customization charge

Label design fee (XXXX)

Nutritional panel service (XXXX)

MOQ premium (XXXX)

Palletisation

FOB margin

Private label buyers often purchase:

10312 SKUs per brand

2,00035,000 units per SKU

Repeat orders every 233 months

This is the most profitable category for the Company.

{  8.9 Pricing Stability & Buyer Confidence

UK importers highly value:

7  Predictable annual pricing 7  No sudden cost changes 7  Stable supply 7  Transparent communication 7  Fixed MOQ

The Company maintains stable annual pricing except in cases of:

Raw material cost volatility

Forex fluctuations

Packaging price changes

Freight rate surges

Even in these cases, buyers receive 30-day notice.

{  8.10 Pricing Summary

The Company's pricing approach achieves:

Strong competitiveness

Premium product positioning

Attractive margins for UK partners

Support for both small and large buyers

Easy entry via trial MOQs

High profitability through OEM

This pricing system is optimized for fast UK market entry and long-term scalability.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete paid business plan, this section includes:

7  Actual SKU-by-SKU FOB price table 7  Margin simulation for UK distributors & retailers 7  Competitor pricing 

analysis (real examples) 7  Full cost breakdown (ingredients, packaging, QC) 7  Detailed OEM pricing matrix 7  

Tier discount table (real numbers) 7  Retail vs wholesale pricing models 7  UK online price comparison 
(Amazon, Ocado, Tesco) 7  Sensitivity analysis for raw materials & freight

This sample only provides the structure. The full version provides complete financial data.



UK MARKET ENTRY STRATEGY (6-PHASE MODEL)
A successful UK market entry requires structured execution, compliance preparation, targeted outreach, and phased 
expansion. The Company will follow a 6-phase strategy, allowing smooth entry, risk-free testing, and long-term scalability.

This model is specifically tailored for Thai food products and UK buyer behaviour.

1PHASE 1

Market Readiness & Documentation Preparation

(Foundation Phase)

2 PHASE 2

Product Selection & UK Positioning Strategy

(Choosing the right SKUs for UK demand)
3PHASE 3

Targeted Buyer Outreach

(Multi-Channel System)
4 PHASE 4

Sampling, Label Approval & Trial Orders

(The conversion phase)
5PHASE 5

First Commercial Shipment & Market Penetration

(Starting real business)
6 PHASE 6

Expansion, Scaling & Partnership Development

(Long-term market success)

{  PHASE 1 4 Market Readiness & Documentation Preparation

(Foundation Phase)

Before approaching UK buyers, the Company must ensure all products and documentation are ready for export.

Key Actions:

7  Finalise UK-compliant labels 7  Prepare HACCP, GMP, FDA documents 7  Create allergen & ingredient sheets 7  

Standardise nutritional panels (UK format) 7  Ensure packaging meets UK standards 7  Prepare sample packs for export 

7  Create SKU catalogue & product sheets 7  Confirm shelf-life documentation

Outcome: Complete export-ready documentation set for UK buyers.

Why It Matters: UK buyers reject suppliers without proper compliance; preparation builds immediate trust.

{  PHASE 2 4 Product Selection & UK Positioning Strategy

(Choosing the right SKUs for UK demand)

Not all products are equally suited for UK launch.

Recommended UK Entry SKUs:

Green Curry Paste

Red Curry Paste

Pad Thai Sauce

Coconut Milk (Premium & Regular)

Rice Noodles

RTE Thai Curries (retort pack)

Dehydrated herbs

Selection Criteria:

7  High demand 7  Good shelf stability 7  Attractive retail packaging 7  High repeat order rate 7  Wide usage in 
restaurants & home cooking

Outcome: A focused, high-potential UK launch portfolio.

{  PHASE 3 4 Targeted Buyer Outreach (Multi-Channel System)

(Strategic sales development)

UK importers respond best when approached through a structured outreach plan.

Outreach Channels:

Direct email outreach to importers1.

Lead generation via LinkedIn2.

Outreach to Amazon sellers & online stores3.

Proposals to Asian supermarket groups4.

Introductions to private-label brands5.

Contacting restaurant supply wholesalers6.

Participation in UK food exhibitions (optional)7.

Outbound Documentation Prepared:

7  Company Profile 7  Export Catalogue 7  HACCP/GMP certifications 7  Sample FOB pricing (XXXX) 7  Product photos 

7  Private label brochure

Outcome: Direct engagement with verified UK buyers.

{  PHASE 4 4 Sampling, Label Approval & Trial Orders

(The conversion phase 4 where the first order happens)

UK buyers almost always request samples.

The Company will:

7  Dispatch sample kits via courier 7  Support label modifications 7  Adjust recipes if required 7  Assist with UK 

nutritional panel compliance 7  Provide updated quotations 7  Prepare trial MOQ for first order

Buyer Expectations:

Fast response

Professional documentation

Ability to modify packaging

Transparent pricing

Outcome: Trial order confirmed, usually: 7  20031,000 units per SKU (online sellers) 7  132 pallets (Asian supermarkets) 
7  Mixed pallet (importers)

This step is critical for trust building.

{  PHASE 5 4 First Commercial Shipment & Market Penetration

(Starting real business)

Upon trial success, the Company prepares for the first commercial shipment.

Actions Include:

7  Production planning 7  Quality check & lab tests 7  Carton & pallet labelling 7  Photographic documentation 7  

Export customs clearance 7  Sea freight arrangement (FOB ³ CIF if required)

Distributor Activities:

Buyers begin selling products into:

Asian supermarkets

Online stores

Restaurant wholesalers

E-commerce channels

Outcome: Products officially enter the UK market.

{  PHASE 6 4 Expansion, Scaling & Partnership Development

(Long-term market success)

Once products gain traction, the Company will focus on expanding reach.

Expansion Strategies:

7  Introduce additional SKUs 7  Launch OEM/private-label lines 7  Create UK-exclusive products 7  Co-branding with UK 

distributors 7  Improve retail packaging for supermarkets 7  Increase RTE product range

Scaling Channels:

Large Chinese wholesalers

Cash & carry networks

Amazon FBA buyers

Restaurants & hotels

Long-Term Target: Mainstream supermarket chains (Tesco, ASDA, Sainsbury's) 4 usually in year 233.

Outcome: Strong repeat orders, stable monthly demand, and UK brand presence.

{  9.7 Why This 6-Phase Model Works

7  Starts small ³ builds trust ³ scales safely 7  Matches real UK buyer behaviour 7  Reduces compliance risk 7  

Supports multi-channel growth 7  Creates long-term distribution partnerships 7  Ideal for both retail & food service SKUs 
7  Optimised for Thai food categories

This model has been used successfully by multiple Asian exporters across the UK.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete paid plan, Section 9 includes:

7  12-month UK action plan with timeline 7  Detailed outreach templates (email + LinkedIn) 7  SKU-by-SKU 

launch recommendations 7  Full sales funnel workflow 7  Market testing procedures 7  UK distributor 

onboarding process 7  Label & recipe approval workflow 7  Commercial negotiation & pricing tactics 7  
Packaging optimisation strategy 7  Private label expansion framework

This sample only includes the high-level framework. The full version gives the exact tools needed for market 
entry.



BUYER OUTREACH & CONVERSION SYSTEM
Entering the UK market requires a structured sales system that identifies the right buyers, engages them professionally, 
positions the Company as a trustworthy manufacturer, and leads them through a predictable conversion process.

The Company will implement a 7-step Export Buyer Conversion System, tailored specifically for Thai food export categories 
(sauces, curry pastes, coconut milk, noodles, RTE meals).

{  10.1 Overview of the Export Sales Funnel

The Company's sales funnel is designed as:

1
Lead Generation

2
Qualification

3
Presentation

4
Sampling

5
Negotiation

6
Trial Order

7
Repeat Orders

Each stage has defined documents, scripts, and SOPs to maintain a professional export standard.

{  10.2 Step 1 4 Buyer Identification & Lead Generation

The Company will source UK buyers from multiple channels:

Food Importers & Distributors 
(Primary Target)

UK ethnic food importers, Pan-Asian 
distributors, Specialty grocery 
distributors, Restaurant supply 
importers

Retailers & Supermarket Buyers

Asian supermarket chains, 
Independent grocery groups

E-Commerce Buyers

Amazon FBA sellers, UK ethnic online 
stores, Meal kit subscription brands

Private Label (OEM) Brands

Startups launching their own 
sauce/curry line, Online shops wanting 
exclusive SKUs

Restaurant Supply Chains

Thai, Asian, fusion restaurants, 
Takeaway shops, Catering companies

Lead Sources Include:

7  LinkedIn searches (import managers, procurement heads) 7  UK trade directories 7  Exporter/importer databases 7  

Food exhibitions (IFE London, Speciality Fine Food) 7  Amazon brand lists 7  Wholesaler websites 7  Import company 
websites

Goal: Create a targeted list of XXXX UK buyers in Phase 1.

{  10.3 Step 2 4 Buyer Qualification (Filtering Serious Buyers)

Not every buyer is suitable. The Company will qualify buyers using a 5-point filter:

Qualification Criteria:

7  Monthly or seasonal buying capacity 7  Demand for Thai food categories 7  MOQ expectations 7  Whether they 

import directly 7  Whether they require OEM services

High-Priority Buyers:

Those requesting samples

Those with retail distribution

Those already selling Asian products

Those with e-commerce presence

Low-Priority Buyers:

Buyers demanding unrealistic MOQ

Buyers with no Thai category demand

Non-serious "price collectors"

Outcome: Only the top ~20330% move forward.

{  10.4 Step 3 4 Professional Introduction & Company Presentation

The Company sends:

Company Profile

Product Catalogue

HACCP/GMP certificates

Export-ready product photos

Sample FOB price range (XXXX)

Private label brochure

Compliance assurance sheet

Communication Style:

7  polite 7  concise 7  professional 7  export-standard English

First Email Focus:

Highlight authenticity

Emphasize compliance

Position flexible MOQ

Offer samples

Offer private label option

Goal: Impress the buyer in first contact.

{  10.5 Step 4 4 Sample Dispatch & Product Evaluation Process

Once buyers show interest:

The Company sends:

7  Samples of 6310 SKUs 7  Product brochures 7  Compliance documents 7  Shelf-life certificates 7  Label mockups

Buyer Tests Samples For:

Taste

Packaging

Consistency

UK-compliant labeling

Retail demand potential

Shelf life

Typical Outcome:

Buyers shortlist SKUs and request:

7  Price negotiation 7  MOQ information 7  Label modification 7  OEM/private label options

Sampling is the strongest conversion stage.

{  10.6 Step 5 4 Pricing, MOQ & Label Approval Negotiation

Buyers expect:

Transparency

Professional negotiation

Accurate documentation

Clear MOQ structure

The Company provides:

7  FOB price (XXXX) 7  Tiered MOQ pricing 7  OEM cost (if required) 7  Lead time details 7  Payment terms (XXXX) 7  

Packaging dimensions & weight 7  Final label design (if OEM)

Buyer Decision Factors:

7  Price competitiveness 7  Packaging quality 7  MOQ flexibility 7  Shelf life 7  Compliance readiness

Once aligned ³ trial order confirmed.

{  10.7 Step 6 4 Trial Order Conversion (Critical Step)

Trial orders include:

Retail buyers: 50032,000 units

Importers: 132 pallets

Online sellers: Mixed carton orders

Restaurants: Bulk packaging

Company Actions:

7  Confirm production schedule 7  Conduct QC tests 7  Take factory images/videos (trust-building) 7  Share 
palletization plan 7  Prepare export documents

Buyer Trust Gained When:

Communication is smooth

Documentation is accurate

Production quality is strong

Packaging looks professional

This step creates long-term partnerships.

{  10.8 Step 7 4 Post-Shipment Follow-Up & Repeat Order System

Success comes from repeat orders, not just one shipment.

Company Support Includes:

7  Tracking shipment 7  Providing filling/shelf-life proofs 7  Gathering buyer feedback 7  Suggesting new SKUs 7  
Supporting marketing images 7  Maintaining monthly communication

Repeat Order Timeline:

Online sellers reorder in 45360 days

Importers reorder in 903120 days

Restaurants reorder monthly (bulk packs)

OEM buyers reorder every 233 months

A strong follow-up process boosts repeat sales significantly.

{  10.9 UK Buyer Communication SOP (Very Important)

To outperform competitors, the Company will follow SOPs:

7  Respond to emails within 12 hours 7  Share complete documents on first request 7  Provide clear carton/pallet details 

7  Offer optional video calls 7  Give professional quotation templates 7  Never delay label approvals

This makes the Company appear premium and trustworthy.

{  10.10 Why This System Works

7  Matches how UK importers make decisions 7  Builds credibility from the first message 7  Uses sampling to drive trust 

7  Employs professional negotiation steps 7  Creates a structured onboarding experience 7  Delivers strong post-sale 
support

This system is proven effective for Asian food exporters entering Western markets.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete paid version, this section includes:

7  Buyer outreach email templates (8 versions) 7  LinkedIn outreach scripts 7  UK buyer qualification checklist 

7  Sample dispatch SOP 7  Negotiation scripts (price, MOQ, OEM) 7  Full CRM buyer tracking sheet 7  Follow-

up automation templates 7  12-week conversion cycle roadmap 7  Successful conversion case studies 7  
Freight, incoterms, and logistics advisory

This sample includes only the structural preview. The full version provides complete tools for buyer acquisition.



SALES PROCESS & COMMERCIAL WORKFLOW
A well-defined commercial workflow is essential for building trust with UK buyers and ensuring smooth operations from 
inquiry to repeat orders. This section outlines a complete end-to-end process, covering communication, production 
planning, quality control, documentation, shipping, and after-sales support.

The workflow reflects international export standards and gives UK importers confidence in the Company's ability to deliver 
reliably and professionally.

{  11.1 Overview of the Export Commercial Workflow

The Company follows a 10-step structured commercial workflow:

01

Buyer Inquiry

02

Product & Price Presentation

03

Sample Dispatch

04

Technical & Label Approval

05

Commercial Negotiation

06

Purchase Order Confirmation

07

Production & Quality Control

08

Packing & Palletisation

09

Export Documentation & Shipping

10

Post-Shipment Follow-Up & Repeat Orders

Each step is detailed below.

{  11.2 Step 1 4 Buyer Inquiry (Initial Contact)

Buyers typically contact via:

Email

LinkedIn

Website form

WhatsApp/Line (Asian buyers)

Exhibition meetings

Company Actions:

7  Respond within 12 hours 7  Share initial documents: 3 Company Profile 3 Product Catalogue 3 HACCP/GMP 
certificates 3 Sample FOB pricing (XXXX) 7  Ask for buyer requirements: 3 Target SKUs 3 Estimated volume 3 Packaging 
format 3 Preferred label style 3 Delivery incoterms

Goal: Show professionalism immediately and gather complete requirement details.

{  11.3 Step 2 4 Product & Price Presentation

The Company sends:

Detailed product specification sheets

High-resolution product photos

Ingredient & allergen list

Packaging dimensions

Shelf-life details

MOQ & FOB price (XXXX)

OEM/private label options

Buyer Evaluation Points:

7  Taste expectations 7  Packaging durability 7  Label format 7  Pricing competitiveness 7  MOQ suitability

Goal: Present a clear, export-ready value proposition.

{  11.4 Step 3 4 Sample Dispatch Process

Sampling is a critical conversion step.

Company Responsibilities:

7  Prepare sample kits (6310 SKUs)

7  Include product brochures

7  Include compliance documents

7  Ensure correct labelling
7  Ship via courier (DHL/FedEx)

7  Share tracking number

Buyer Responsibilities:

7  Product evaluation

7  Provide tasting feedback

7  Confirm packaging/label approval

7  Indicate target SKUs

Goal: Move buyer to trial order stage.

{  11.5 Step 4 4 Technical Review & Label Approval

Buyers evaluate:

Taste profile

Consistency

Spiciness level

Packaging texture

Allergen format

Nutrition panel layout

Barcode placement

Shelf-life clarity

Company Support Includes:

7  Adjusting recipes (if required) 7  Modifying labels for UK regulatory compliance 7  Providing nutritional panels 7  

Providing allergen statements 7  Designing OEM labels (if requested)

Outcome: Final label artwork sent for approval.

{  11.6 Step 5 4 Commercial Negotiation & Terms Finalization

Negotiation covers:

MOQ

FOB price (XXXX)

Incoterms (FOB/CIF/DDP)

Payment terms (XXXX)

Lead time

Packaging details

Pallet configuration

Company Standards:

7  Transparent pricing 7  Professional quotation documents 7  Clear carton/pallet details 7  No hidden charges

Outcome: Buyer issues Purchase Order (PO).

{  11.7 Step 6 4 Purchase Order Confirmation

Order is confirmed when:

Buyer issues PO

Proforma Invoice (PI) is shared

Advance payment terms are met (XXXX)

Production slot is allocated

Company Sends:

7  PI with itemized details 7  Production timeline 7  Packing plan 7  QC checklist

Outcome: Production begins.

{  11.8 Step 7 4 Production & Quality Control Workflow

Production follows a structured quality assurance process:

Raw Material Inspection

7  Herbs, spices, coconut, etc. 
checked 7  Tested for moisture, 
freshness, purity

In-Process QC

7  Batch sampling 7  
Microbiological testing (if required) 

7  pH testing (for sauces & RTE)

Final QC & Approval

7  Seal integrity check 7  Weight 
accuracy 7  Label accuracy 7  

Print quality 7  Shelf-life stamping

Photos/videos of production are shared with buyers for transparency.

{  11.9 Step 8 4 Packing, Palletisation & Export Preparation

Packing Process:

7  Products are packed into export cartons 7  Cartons sealed & labeled 7  Pallets shrink-wrapped 7  Pallet labels applied 

7  Heat-treated pallets used for UK standards

Company Provides:

7  Packing List 7  Carton/pallet photos 7  Weight sheets 7  Batch numbers 7  Export compliance documents

Goal: Ensure perfect export readiness.

{  11.10 Step 9 4 Export Documentation & Shipping

The Company prepares:

Commercial Invoice

Packing List

Certificate of Origin (Form XXXX)

HACCP/GMP certificates

Ingredient & allergen sheets

Laboratory reports (for RTE meals)

Bill of Lading

Export declaration

Freight arranged as per buyer's terms:

FOB: Buyer handles freight

CIF: Company handles freight up to UK

DDP: Only for micro-orders

Goal: Smooth UK customs clearance.

{  11.11 Step 10 4 Post-Shipment Support & Repeat Orders

After shipment, the Company:

7  Tracks shipment 7  Provides arrival advisory 7  Collects performance feedback 7  Suggests new SKUs 7  Supports 

marketing materials 7  Ensures long-term communication 7  Schedules repeat orders

Typical Repeat Cycle:

Restaurants: Every month

Online sellers: 45360 days

Importers: 903120 days

OEM brands: 60390 days

This stage builds long-term partnerships and consistent revenue.

{  11.12 Why This Workflow Works

7  Clear, predictable structure 7  Professional export documentation 7  Strong QC systems 7  Transparent 
communication 7  Buyer-focused approach 7  Minimizes risk 7  Builds long-term trust 7  Supports scaling and repeat 
business

This workflow mirrors the operating style of major food exporters worldwide.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete paid plan, this section includes:

7  Full 10-step export workflow (expanded to 25+ pages) 7  QC checklists for every SKU 7  Production SOPs 

7  Label approval workflow diagrams 7  Export documentation templates 7  BRC/IFS compliance advisory 7  

Freight & logistics strategy 7  Risk control measures 7  Communication SOP manual 7  CRM templates for 
tracking every buyer

This sample shows only the structure. The full version includes the complete export operations guide.



RISK ASSESSMENT & MITIGATION
Exporting food products to the United Kingdom involves operational, regulatory, logistical, and commercial risks. A strong 
risk management framework ensures uninterrupted supply, high product quality, and long-term buyer confidence.

This section outlines the main risks associated with UK food export and the Company's structured mitigation strategies.

{  12.1 Overview of Risk Categories

The Company assesses risks across six major categories:

Regulatory & Compliance Risk Quality & Food Safety Risk

Supply Chain & Operational Risk Pricing & Cost Fluctuation Risk

Market & Demand Risk Logistics, Shipping & External Risk

Each category is analysed below in detail.

{  12.2 Regulatory & Compliance Risk

Risk Description: The UK has strict rules regarding food labeling, allergens, hygiene, and imported food compliance. Any 
mistake may lead to shipment rejection or border delays.

Examples of Risks:

o  Incorrect allergen declaration o  Wrong nutritional table format o  Missing batch number or date code o  Incomplete 

ingredient list o  Label not in English o  Packaging non-compliance

Mitigation Strategies:

7  Full UK label compliance audit for every SKU 7  Final label approval with the buyer 7  Dedicated compliance manager 

7  Allergen matrix for each product 7  Batch traceability documentation 7  HACCP/GMP certifications maintained 7  
Pre-shipment label checks by QC

Result: Near-zero risk of UK customs issues.

{  12.3 Quality & Food Safety Risk

Risk Description: Food products must maintain consistent taste, appearance, texture, and safety throughout production 
and long-distance shipping.

Quality Risks Include:

o  Variation in spice levels o  Inconsistent viscosity o  Flavor deviation o  Microbiological contamination o  Packaging 
leakage

Mitigation Strategies:

7  Raw material inspection 7  In-process QC sampling 7  Final batch quality control 7  Microbiological testing (for RTE 

meals) 7  Retort validation (for ready meals) 7  Sealing & leak testing 7  Shelf-life stability tests

Result: Guaranteed product consistency for UK buyers.

{  12.4 Supply Chain & Operational Risk

Risk Description: Production delays, raw material shortages, or machine downtime can disrupt export timelines.

Operational Risks:

o  Seasonal ingredient shortages o  Machinery breakdown o  Workforce availability o  Supplier delays

Mitigation Strategies:

7  Multi-supplier sourcing for key ingredients 7  Preventive maintenance schedule 7  Backup production lines 7  Safety 

stock of packaging materials 7  Forecast planning with buyers 7  Production buffer days

Result: Reliable, uninterrupted supply to UK partners.

{  12.5 Pricing & Cost Fluctuation Risk

Risk Description: Pricing may be affected by fluctuations in:

Raw material cost

Packaging material prices

Exchange rates (THB/USD/GBP)

Freight costs

Mitigation Strategies:

7  Annual pricing review system 7  Raw material contracts with suppliers 7  Use of cost buffers in bulk pricing 7  
Transparent communication with buyers 7  Margin protection for OEM projects 7  Cost simulations (full version)

Result: Stable, predictable pricing for UK buyers.

{  12.6 Market & Demand Risk

Risk Description: Market demand may fluctuate due to:

Seasonal trends

Buyer financial issues

Competition

Economic slowdown

Mitigation Strategies:

7  Multi-channel distribution (retail, wholesale, online, OEM) 7  Expansion into multiple buyer types 7  Offering broad SKU 
range 7  Close relationship management 7  New product development to match trends

Result: Reduced dependence on any single buyer or product.

{  12.7 Logistics, Shipping & External Risk

Risk Description: Food exports face risks beyond the Company's control:

Global freight delays

Port congestion

Container shortages

Weather disruptions

Customs delays

Brexit-related port checks

Mitigation Strategies:

7  Working with reliable freight agents 7  Early booking of containers 7  Palletisation with shrink-wrap 7  UK-compliant 
carton labeling 7  Extra buffer time in production timeline 7  Sharing full shipping documents early

Result: Smooth and predictable delivery of shipments.

{  12.8 Risk Matrix (Premium Consulting Format)

Risk Category Likelihood Impact Overall Risk Mitigation Summary

Regulatory/Compliance Medium High High Label audits, HACCP/GMP, QA 
checks

Quality/Food Safety Low High Medium QC testing, batch controls

Supply Chain Medium Medium Medium Multi-sourcing, preventive 
maintenance

Pricing/Cost High Medium Medium Annual pricing review, cost 
buffers

Market Demand Medium Medium Medium Multi-channel strategy

Logistics/Shipping Medium High High Reliable freight agents, early 
booking

This table shows buyers that the Company manages risk professionally and proactively.

{  12.9 Overall Risk Summary

The Company is positioned strongly due to:

7  Strong compliance & documentation control 7  HACCP/GMP certifications 7  Shelf-stable formulation 7  Flexible 
production capabilities 7  Multi-channel UK expansion strategy 7  Strong logistics preparation

Conclusion: While risk exists in all international food exports, the Company's structured mitigation framework ensures 
stable, safe, and reliable operations required for the UK market.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete premium plan, this section includes:

7  20-page detailed risk analysis 7  Supply chain contingency planning 7  Financial risk simulations 7  

Ingredient volatility analysis 7  Brexit-related compliance guide 7  End-to-end logistics risk map 7  Product 

recall SOP 7  Insurance recommendations (cargo, liability) 7  Corrective action templates (CAPA)

This sample provides only the high-level structure. The full version includes complete risk management 
documentation.



6-MONTH UK MARKET LAUNCH ROADMAP
The Company will implement a 6-month strategic roadmap to enter the UK food market, beginning with compliance 
preparation and culminating in commercial shipments and market penetration.

This roadmap allows phased execution, low-risk entry, and strong buyer confidence.

MONTH 1

Preparation & Compliance Setup

MONTH 2

Buyer Identification & Outreach Launch

MONTH 3

Sample Dispatch & Product Testing Stage

MONTH 4

Negotiation, Label Finalisation & Trial Order 
Conversion

MONTH 5

Production & Quality Control Implementation

MONTH 6

UK Market Penetration & Scaling

{  MONTH 1 4 Preparation & Compliance Setup

Week 132: Product & Document Finalisation

7  Finalise UK-compliant label templates 7  Complete allergen matrix for all SKUs 7  Confirm nutritional panels (per 100g 

+ per serving) 7  Final proof of ingredient lists 7  Shelf-life verification (documents prepared)

Week 233: Marketing Material Creation

7  Export product catalogue 7  OEM/private label brochure 7  Company profile 7  Packaging photos 7  Technical 
specification sheets

Week 334: Internal Systems Setup

7  UK buyer CRM sheet 7  Sample dispatch SOP 7  QC checklists 7  Pricing sheet (XXXX values hidden)

Outcome: Full export-ready documentation & materials prepared.

{  MONTH 2 4 Buyer Identification & Outreach Launch

Week 132: Buyer Database Creation

7  Identify XXXX UK distributors 7  Build list of Asian supermarket chains 7  Collect data of Amazon FBA & online sellers 

7  Identify private-label brands 7  List out restaurant supply wholesalers

Week 234: Outreach Begins

7  Send introduction emails (template-based) 7  Connect with buyers on LinkedIn 7  Attach catalogue + profile + 

certificates 7  Offer sample dispatch 7  Provide initial FOB ranges (XXXX)

Outcome: 25340% buyers respond with interest or sample request.

{  MONTH 3 4 Sample Dispatch & Product Testing Stage

Week 132: Sample Preparation

7  Prepare sample packs for 15325 buyers 7  Include brochures, certifications 7  Print UK-compliant temporary labels 7  
Share tracking numbers

Week 234: Buyer Testing Period

Buyers evaluate: 7  Taste & aroma 7  Spiciness level 7  Packaging quality 7  Label format 7  Texture & consistency 7  
Retail readiness

Outcome: Buyers shortlist SKUs and request label changes or price negotiation.

{  MONTH 4 4 Negotiation, Label Finalisation & Trial Order Conversion

Week 132: Commercial Negotiations

7  Confirm MOQ (XXXX) 7  Provide FOB pricing (XXXX) 7  Share pallet layout 7  Discuss OEM options 7  Finalise 
payment terms (XXXX)

Week 234: Label Approval & PO Issuance

7  Adjust UK label layout 7  Provide final artwork 7  Approve barcode/EAN 7  Buyer issues Purchase Order (PO) 7  
Proforma Invoice shared

Outcome: Trial orders confirmed from 336 buyers.

{  MONTH 5 4 Production & Quality Control Implementation

Week 132: Trial Order Production

7  Raw material quality inspection 7  Batch preparation 7  Microbiological tests for RTE meals 7  Allergen cross-checks 

7  Label printing & verification

Week 233: Final QC & Packing

7  Seal tests 7  Weight verification 7  Carton labeling 7  Palletisation 7  Export carton photography

Week 4: Documentation & Freight Preparation

7  Commercial Invoice 7  Packing List 7  Certificate of Origin (Form XXXX) 7  HACCP/GMP certificates 7  Bill of Lading 
(post-shipment)

Outcome: First commercial shipment ready for dispatch.

{  MONTH 6 4 UK Market Penetration & Scaling

Week 132: Shipment Arrival & Local Distribution

7  Buyers receive shipment 7  Products placed in stores / online channels 7  Restaurants begin using bulk products 7  
Private-label SKUs go live on Amazon UK

Week 234: Follow-Up & Expansion

7  Collect buyer feedback 7  Suggest new SKUs 7  Plan 2nd shipment based on sales 7  Begin outreach to additional 

buyers 7  Explore supermarket buyers (optional long-term) 7  Propose product exclusivity agreements

Outcome: Repeat orders begin; brand presence established.

{  13.1 Summary of 6-Month UK Entry Path

MONTH 1 ³ Preparation

Documentation, labels, catalogues, compliance.

MONTH 2 ³ Buyer Outreach

Connect, introduce, offer samples.

MONTH 3 ³ Sampling Phase

Buyers test taste, packaging, labels.

MONTH 4 ³ Negotiation & PO

Label approval, MOQ, FOB pricing.

MONTH 5 ³ Production

QC, tests, packing, documentation.

MONTH 6 ³ Market Penetration

Products reach UK, repeat orders start.

This roadmap provides a realistic, actionable export launch plan.

{  ¹  FULL BUSINESS PLAN VERSION 4 WHAT YOU GET

In the complete premium plan, this section includes:

7  Detailed 24-week Gantt chart 7  Weekly internal task lists 7  Buyer communication scripts 7  Production 

scheduling templates 7  Sample dispatch calendar 7  Freight booking advisory 7  12-month expansion 

roadmap 7  Private label launch timeline 7  Cost & resource planning 7  KPI dashboard for export operations

This sample provides only the structural preview. The full plan contains complete execution tools.



CONCLUSION
The United Kingdom represents a high-value, sustainable, and strategically important export destination for authentic Thai 
food products. With rising consumer demand for Asian cuisine, strong growth in online grocery channels, and increasing 
acceptance of Thai flavors across mainstream retail and restaurant sectors, the UK offers significant long-term 
opportunity.

The Company is uniquely positioned to capture this demand due to its:

7  Authentic Thai flavor and product formulation 7  HACCP/GMP-compliant manufacturing standards

7  Strong UK labeling & regulatory readiness 7  Wide, export-friendly product portfolio

7  Long shelf life suitable for global shipping 7  Flexible MOQs for different buyer segments

7  OEM/private-label experience 7  Professional communication and export systems

The 6-phase UK market entry strategy outlined in this plan ensures a low-risk, structured pathway to establish presence, 
convert buyers, secure trial orders, and scale repeat business. Through targeted outreach, professional sampling programs, 
consistent quality control, and strong post-shipment support, the Company can build long-term partnerships in distribution, 
retail, online commerce, and restaurant supply networks.

The Company's ability to support both retail-ready products and bulk food service solutions, combined with OEM 
capabilities, makes it attractive to distributors, supermarkets, online sellers, meal kit brands, and restaurant supply chains 
across the UK.

As global demand for authentic, convenient, and clean-label Thai food continues to rise, the Company is positioned to 
become a reliable and preferred supplier for UK buyers. The operational foundation, production quality, compliance 
standards, and strategic roadmap presented in this plan provide a clear path to successful expansion.

With disciplined execution and strong buyer relationships, the Company can achieve sustainable growth, increase export 
volumes, develop private-label partnerships, and strengthen its international footprint4starting with the United Kingdom.

{  ¹  FULL BUSINESS PLAN 4 COMPLETE VERSION INCLUDES:

7  40360 pages of detailed strategies
7  Verified UK market data & import statistics

7  Competitor analysis + pricing intelligence

7  SKU-level recommendations

7  Packaging optimization for UK retail

7  Full outreach templates (email + LinkedIn)
7  Buyer CRM system

7  Compliance documents & label templates
7  Detailed cost breakdown & FOB pricing

7  Risk management manuals

7  12-month expansion plan

7  Private label launch strategy

7  Complete operational SOPs

This document is only a sample preview designed to illustrate the structure, quality, and depth of the full plan.


