BAGONG PILIPINAS

Republic of the Philippines
Leyte Normal University

P. Paterno St., Tacloban City, Leyte, Philippines
COLLEGE OF MANAGEMENT AND ENTREPRENEURSHIP

Business Plan
In Partial Fulfillment of the Course

ENTREP 197— Business Plan Preparation
2" Semester 2025-2026

Prepared by:
Atolle, Philip Jhon A.
Laure, Angelyn C.
Libay, Denicole
Lim, Rhea C.
Macabinquil, John Lester

Mejico, Axell Rose

2026

Tt
i



TITLE PAGE

TABLE OF CONTENTS

LIST OF TABLES

Executive Summary

Company Description
Business Overview
Vision Statement
Mission Statement
Core Values
Business Objectives
Legal Structure
Business Location
Ownership Structure

Startup Framework

Business Model Description

Business Model Canvas
Lean Canvas
Product/Service
Product or Service Description
Product Concept
Product Features
Customer Benefits
Innovation or Uniqueness

Product Development Stage

Table of Contents

ii

iii

10

11

11

13



Packaging / Design

Prototype or Product Mockup

Market Analysis

Industry and Environmental Analysis

Industry Overview
Industry Trends
Market Growth

PESTLE Analysis

Market Analysis

Target Market Description
Market Segmentation
Customer Persona

Customer Needs / Problem Identification

Competitive Strategy

Competitive Analysis

Identification of Competitors

Competitor Comparison Table

Competitive Advantage

SWOT Analysis

Business Strategy

Marketing Plan

Marketing Strategy

Marketing Objectives

15

16

17

18

19

20

21

21

22

22

24

25

25

26

26

27



Branding Strategy
Pricing Strategy
Distribution Channels
Promotion Strategy

Digital Marketing Strategy

Operations

Operations Plan

Production Process
Supply Chain

Suppliers

Equipment and Facilities
Inventory Management

Workflow Process

Management

Organizational and Management Plan

Organizational Structure
Organizational Chart
Key Personnel

Human Resource Plan

Financial Feasibility

Financial Plan

Startup Costs

Sales Forecast (3 years)

27

27

27

28

28

28

29

29

30

30

30

31

32

32

33

34

34



Projected Income Statement
Cash Flow Projection
Break-even Analysis

Funding Requirements

Risk Management

Risk Analysis

Social and Environmental Impact

Sustainability and Social Impact

Supporting Documents

Appendices
Appendix A — Survey Questionnaires
Appendix B — Market Research Data
Appendix C — Product Photos
Appendix D — Financial Spreadsheets

Appendix E — Startup Pitch Deck

35

35

35

36

36

37

38

39

40

41

43



3. Executive Summary

Gabikery is a partnership bakery business that focuses on producing and selling
innovative and affordable bread products using locally sourced ingredients. The business
aims to offer something different from the usual bread available in the market while still
meeting the daily needs of consumers. One of its main products is Taro Verde, a
taro-based bread made using taro leaves and root, which gives it a natural green color,

distinct flavor, and added nutritional value.

The business responds to a common issue in the bakery industry where most products
have similar and repetitive flavors. Although taro is widely available in the Philippines, it
is not often used in bakery products. This creates an opportunity for Gabikery to
introduce a more creative and value-added product. By using taro as a key ingredient, the
business is able to offer bread that is not only visually appealing but also different from

traditional options.

Gabikery targets a broad group of customers, including students, working individuals,
families, and regular bread consumers. Since bread is a commonly consumed food, there
is a steady demand in the market. In addition, many consumers today are open to trying
new flavors, especially if they are affordable and made from natural ingredients. This

makes Taro Verde suitable for a wide range of customers.

The business stands out because of its unique product concept, use of locally sourced
taro, and natural appearance without artificial coloring. These factors help create a strong
identity for the product while keeping it affordable and accessible. At the same time, the
business supports the use of local agricultural products, which adds value to its overall

concept.

To begin operations, Gabikery requires initial capital for baking equipment, raw
materials, packaging, rental space, and marketing activities. These resources are
necessary to ensure smooth production and maintain consistent product quality. The
business plans to operate in areas with high customer traftic, such as school canteens and

nearby communities.



With its unique product offering and steady demand for bread, Gabikery is expected to
generate consistent sales. As the business grows and gains more customer recognition, it
has the potential to expand its market reach and establish itself as a reliable and

innovative bakery in the local community.

4. Company Description

Gabikery is a bakery business that produces and sells innovative bread products using
locally sourced ingredients, particularly taro. The business was developed to address the
limited variety of bread products in the market and to offer a more creative and appealing
option to consumers. Its main product, Taro Verde, is a taro-based bread that uses taro
leaves and root to create a naturally colored and flavorful product. This allows the
business to provide a unique alternative to traditional bread while also adding nutritional

value through the use of natural ingredients.

The business operates within the bakery industry and positions itself as an affordable and
innovative brand that focuses on both product quality and creativity. Unlike traditional
bakeries that offer common flavors, Gabikery introduces a product that stands out
because of its use of local ingredients and its distinct appearance and taste. This
positioning helps the business attract customers who are interested in trying something

new while still looking for budget-friendly options.

Gabikery follows a direct selling business model, where income is generated through the
daily sale of its bread products. The business plans to distribute its products in accessible
and high-traffic areas such as school canteens and nearby community stores. This
approach allows the business to reach a wide range of customers and maintain consistent
sales. By combining innovation, affordability, and the use of locally available resources,

Gabikery aims to establish a strong presence in the local bakery market.
4.2. Vision Statement

To become a leading local bakery that promotes Filipino agricultural products through

innovative and affordable bread.



4.3. Mission Statement

To produce and offer affordable and high-quality bread using locally sourced ingredients,

while serving the daily needs of consumers and supporting local farmers.

4.4. Core Values

Creativity — We create unique and innovative bread products that offer something

different from the usual options in the market.

Authenticity — We use natural and locally sourced ingredients to keep our products

original and true to their source.

Consistency — We ensure that every product maintains the same quality, taste, and

appearance every time.

Accessibility — We offer products that are affordable and easy for customers to buy in

their daily lives.

Responsiveness — We listen to customer feedback and adjust our products based on their

needs and preferences.

4.5. Business Objectives

* To introduce Taro Verde as a unique bread product in the local market
* To achieve consistent daily sales through accessible selling locations
* To promote taro as a value-added ingredient in bakery products

* To maintain high product quality and customer satisfaction



* To expand the business and reach more customers in the future

4.6. Legal Structure and Registration Process

Gabikery is a partnership business formed by our group, where we share responsibilities
in managing the operations, production, and marketing of the bakery. We chose
partnership because we believe that combining our ideas, skills, and resources will help

us manage the business more effectively.

Step 1: Choosing and Verifying the Business Name

We first thought of a business name and made sure that it is unique and not yet registered.
After brainstorming, we decided to use the name Gabikery. We checked its availability to

avoid duplication.

Step 2: Registering with the SEC

SEC Form BP-FCLC
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After confirming our business name, we proceeded to register Gabikery with the
Securities and Exchange Commission (SEC) as a partnership. We prepared the necessary
documents, including our Partnership Agreement, where we stated our roles,
responsibilities, and profit-sharing. After submission, we secured our Certificate of

Registration.

Step 3: Registering with the BIR

Next, we registered our business with the Bureau of Internal Revenue (BIR). We applied
for a Tax Identification Number (TIN) for Gabikery, registered our books of accounts,

and secured the authority to print official receipts to properly record our transactions.



Step 4: Securing Barangay Clearance

We then went to our local barangay to obtain a Barangay Clearance. This confirms that

our business is allowed to operate in the chosen location.

Step 5: Applying for Mayor’s Business Permit
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After securing the barangay clearance, we applied for a Mayor’s Business Permit from
the local government unit. This ensures that our business complies with local rules, safety

standards, and zoning requirements.
Step 6: Ensuring Health and Sanitation Compliance

Since Gabikery is a food business, we made sure to follow proper health and sanitation
practices. We maintained cleanliness in our production area and ensured proper handling

and storage of ingredients.
Step 7: Registering with Government Agencies (if hiring employees)

If we hire employees in the future, we plan to register with SSS, PhilHealth, and
Pag-IBIG to provide the required benefits and contributions.



Through these steps, we were able to legally establish Gabikery as a registered
partnership business. This process helps us operate responsibly, comply with government

requirements, and build trust with our customers.

4.7. Business Location

Gabikery will operate within the vicinity of Leyte Normal University, particularly in or
near the campus canteen area and nearby community stores. This location was chosen
due to the steady flow of potential customers such as students, faculty members, and

nearby residents who regularly purchase affordable and convenient food items like bread.

The area is considered strategic because it is easily accessible and has a consistent
demand for ready-to-eat products. Being situated close to the canteen allows the business
to attract customers during peak hours, such as breaks and after classes. In addition, the

surrounding community provides an extended market beyond the school environment.

The selected location is also suitable for the nature of the business, as it allows proper
display, storage, and handling of products while maintaining cleanliness and quality. As
Gabikery continues to grow and achieve success, the business plans to expand to other
schools, commercial areas, and local communities to reach a wider customer base and

increase its market presence.
4.8. Ownership Structure

Gabikery is a partnership business owned by a group of individuals who work together to
manage and operate the bakery. Each partner contributes financial resources, ideas, and
effort to support the growth and development of the business. This shared ownership
allows the partners to participate in decision-making and ensures that responsibilities are

properly managed.

In a partnership, profits, responsibilities, and risks are shared among the members based

on their agreement. This setup encourages cooperation and accountability, as each partner



1s involved in the success of the business. It also allows the business to benefit from the

combined skills and perspectives of the partners.

Through this collaborative approach, Gabikery is able to operate more effectively and
maintain a stable foundation. Working as a team helps the partners handle challenges,

improve operations, and achieve the long-term goals of the business.

4.9 Business Model Description

Taro Verde uses a direct selling model to distribute its taro-based bread. The product is
sell to students, faculty members, staffs, and local residents. The bread is unique because
it uses taro leaves in the dough and taro root as the filling, making it different from
common bread flavors. The business sources taro from local farmers and vendors,
supporting local agriculture. Revenue is through by the sale of Taro Verde bread, while
maintaining affordable prices for students. This model allows the product to reach more

consumers while promoting a nutritious and locally inspired food product.

4.10 Business Model Canvas

- Taro leaves and taro
root

- Baking ingredients
- Baking tools and
equipment

- Packaging materials

Key Partners Key Activities Value Proposition Customer
- Local taro - Preparing taro - Unique and Relationship
farmers ingredients nutritious bread made | - Friendly service
- Ingredient - Baking bread from taro (gabi) - Students-friendly
suppliers - Packaging products - inspired product pricing
- Selling and - Feedback from
promotion customer
Key Resources Channel

- School Canteen
- Local Bakeries
- Direct selling in
school

Custome
Segment
- S

- S

- F:

- L
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Cost Structure Revenue Stream

- Buying taro and baking ingredients - Sales of Taro Verde Bread
- Packaging materials - Bulk orders from canteens
- Transportation - Daily bread sales

Figure 1: Business Model Canvas

5. Product or Service Description

5.1 Product Concept

Taro Verde is the flagship bakery product of Gabikery, a partnership bakery business that
focuses on producing innovative bread using locally available agricultural resources. The
product is a taro-based bread developed to combine nutritional value, product innovation,
and local identity into a single bakery item that can respond to changing consumer

preferences for healthier and more distinctive food options.

The concept of Taro Verde centers on the use of taro (Colocasia esculenta) as the primary
ingredient in both the bread dough and filling. The dough incorporates processed taro
leaves, which naturally provide a green color and contribute additional nutrients, while
the filling is made from mashed taro root to create a soft texture and mildly sweet flavor.
This approach gives the product a strong visual identity while avoiding dependence on

artificial food coloring and conventional synthetic flavoring.

Taro was selected because it remains one of the underutilized root crops in many local
markets despite its nutritional potential and agricultural availability in the Philippines.
According to Food and Agriculture Organization, taro is a valuable root crop that

provides carbohydrates, dietary fiber, and potassium, while taro leaves contain significant
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amounts of calcium, iron, and vitamin A, making both parts of the crop suitable for

value-added food applications.

The product also addresses an important market gap in the bakery sector where many
breads available to students and daily consumers still rely on repetitive flavors such as
cheese, chocolate, ube, and pandan. By introducing taro as a major ingredient, Gabikery
offers a bakery product that provides novelty while maintaining familiarity in taste and

affordability.

From a product development perspective, Taro Verde offers opportunities for line
extension in the future. Once market acceptance is established, the same taro-based
concept may be expanded into new bakery variants such as taro buns, taro loaf bread,
cheese-filled taro bread, and premium pastry versions. This ensures that the product
concept is not limited to a single item but can serve as the foundation for a broader brand

identity under Gabikery.

5.2 Product Feature

Taro Verde is a specialized bakery product developed to combine local agricultural
resources, product innovation, and consumer appeal in one marketable bread item. Its
physical appearance, ingredient composition, and nutritional characteristics are designed

to differentiate it from ordinary bakery products commonly available in the market.

The most distinctive feature of Taro Verde is its naturally green bread exterior, which is
achieved through the incorporation of processed taro leaves into the dough. Unlike many
commercial bakery products that rely on artificial coloring to create visual appeal, Taro
Verde uses real taro leaves as a natural coloring agent. This gives the bread a fresh green
appearance while also contributing nutrients such as calcium, iron, and vitamin A, which
are naturally present in taro leaves. This feature strengthens the product’s identity as a

more natural and health-oriented bakery option.
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Another defining feature of the product is its soft taro root filling, placed inside the bread
as its core flavor component. The filling is made from mashed taro root, producing a
creamy texture and mild natural sweetness that complements the softness of the bread.
Taro root is known for its smooth consistency when cooked, making it highly suitable for
bakery fillings. Its mild flavor also allows the product to appeal to a wide range of
consumers, including students and families who prefer balanced sweetness rather than

overly sugary bread products.

The bread itself is designed with a soft and uniform texture, which is important in bakery
products intended for daily consumption. The dough structure is prepared to maintain
softness while supporting the moisture from the taro filling. This gives Taro Verde a

pleasant mouthfeel that makes it suitable as a snack, breakfast item, or light meal.

The product’s visual identity also creates a strong competitive advantage. The
combination of green bread and purple taro filling creates a natural color contrast that
immediately attracts attention, which is important in influencing first-time purchase

decisions, especially among younger consumers and students.

5.3 Customer Benefits

Taro Verde offers several important benefits to customers by combining affordability,
nutritional value, convenience, and product uniqueness in one bakery item. As a bread
product designed for regular consumption, it responds to consumer demand for food that

is both satisfying and different from commonly available bakery choices.

One of the primary benefits of Taro Verde is its nutritional advantage compared with
ordinary flavored bread products. Because the bread uses real taro leaves and taro root,
customers gain added nutrients from natural ingredients. Taro root contains dietary fiber,

potassium, and essential carbohydrates that help provide energy, while taro leaves contain
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vitamins and minerals such as calcium, iron, and vitamin A that contribute to overall
nutritional intake. This gives consumers a bakery option that not only satisfies hunger but

also offers additional nutritional value through locally sourced ingredients.

The product also offers affordability, which is essential for the target market of students,
families, and daily bread consumers. Although it contains innovative ingredients, the
business concept is designed to maintain pricing that remains accessible for regular
purchase. This allows customers to enjoy a distinctive bakery product without paying

premium bakery prices.

A further benefit is the product’s contribution to supporting local agriculture. Customers
who purchase Taro Verde indirectly support the use of locally available taro, helping
promote agricultural sustainability and encouraging the value-added use of Filipino
crops. For many consumers, this creates additional positive perception because the

product reflects local innovation and community-based food development.
5.4 Innovation and Uniqueness

Taro Verde demonstrates innovation through the transformation of taro, a locally
available but often underutilized agricultural crop, into a value-added bakery product that
offers both nutritional and commercial potential. While taro is commonly used in
traditional Filipino dishes and root crop preparations, its application in bread production
remains limited in the local bakery market. This creates an opportunity for Gabikery to
introduce a product that combines familiar local ingredients with a modern bakery

concept.

A unique aspect of Taro Verde is its natural visual identity. The green bread exterior
immediately creates product recognition because it differs from the appearance of
ordinary bread products sold in school canteens and local bakeries. The visual
presentation becomes an important innovation factor because product appearance
strongly influences consumer curiosity and first-time purchase decisions, especially

among students and younger consumers.
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The product also reflects innovation through its alignment with current food industry
trends that emphasize natural ingredients, local sourcing, and healthier alternatives. Many
bakery products rely heavily on synthetic additives for color and flavor enhancement,
while Taro Verde uses actual plant-based ingredients to achieve both function and
appearance. This strengthens the product’s position as a more natural bakery choice for

consumers who increasingly value ingredient transparency.

Another element of uniqueness is its integration of local agricultural sustainability into
bakery production. By using taro as a major ingredient, Gabikery supports the
value-added use of a crop that is widely available in the Philippines but still limited in
commercial bakery applications. This creates a stronger local product identity and

promotes agricultural resource utilization beyond traditional consumption patterns.

5.5 Product Development Stage
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Stage Key Deliverable | Owner Time Success
Activities Frame Metric
Idea screening Discussed Final All 1 week | Clear
different chosen partners product
product product idea agreed
ideas  and [ idea (Taro by the
selected Verde) group
Taro Verde
based on
demand,
affordability,
and
uniqueness
Concept Developed | Product Marketing | 1 week | Positive
development and [the concept | concept Head & feedback
testing of and initial | General from at
Taro-flavore | feedback Manager least  70%
d bread and of
gathered respondent
feedback S
from
classmates
and potential
customers
Prototype Prepared Initial Productio |2 weeks | Acceptable
development sample product n Manager taste,
batches of | prototype |[& texture, and
Taro Verde Operation appearance
and  tested Lead

different
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recipes and
appearance
Testing and | Improved Final Productio | 1-2 Improved
refinement the product | version of [n Team & | weeks product
1-2 weeks based on | the product | Quality quality and
feedback by Control customer
adjusting satisfaction
ingredients,
size, and
presentation
Commercializatio | Prepared Ready-to-s | General 1 week | Product
n readiness packaging, ell product | Manager ready for
pricing, and | with & selling and
selling packaging | Marketing display
strategy; Head
ensured
materials
and process
are ready for
selling
Post-launch Collected Sales All Ongoing | Increase in
evaluation feedback record and | partners (after sales and
from customer launch) | positive
customers feedback customer
and report feedback
monitored
sales
performance

after selling
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5.6 Packaging / Design

B,

-
#

The packaging of Taro Verde is designed to provide product protection, visual appeal,
and brand recognition while maintaining practicality for retail selling and distribution.
The product uses a transparent plastic packaging material, allowing consumers to

immediately see the actual bread inside, which helps build trust by clearly presenting the

product’s appearance, quantity, and quality before purchase.

The transparent packaging highlights one of Taro Verde’s strongest visual features, which
is its naturally green bread color produced from real taro leaves. Because the bread itself
already has a distinctive appearance, clear packaging becomes an effective way to attract
customer attention without requiring excessive decorative elements. This allows the
product to communicate freshness and authenticity directly through visibility of the

actual bread.

The packaging is designed in a sealed pouch form, which helps maintain cleanliness,
protects the bread from external contamination, and supports easier handling during
storage, transport, and selling. The sealed structure also improves convenience for
consumers because the product can be carried easily for school snacks, take-home

purchases, or daily consumption.
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The packaging also includes the statement “Made with real taro leaves &amp; root,”
which serves as an important informational feature for consumers. This statement
communicates ingredient authenticity and emphasizes that the product uses actual
agricultural ingredients rather than artificial flavoring or coloring. Including this message
supports consumer confidence, especially among buyers who value natural food

ingredients.

From a business perspective, the packaging design supports affordability because
transparent plastic material is cost-efficient while still functional for bakery products. It
also allows easier packaging in multiple units, making it suitable for both individual

selling and small-batch retail display.

5.7 Prototype and Product Mockup

The prototype and product mockup of Taro Verde were developed to visually represent
the proposed bakery product and demonstrate how it will appear once produced and
introduced to the market. Since the business is currently in the planning stage, the
prototype serves as a conceptual representation of the final product’s appearance,

structure, and packaging design.



18

The product prototype presents Taro Verde as a round-shaped bread with a naturally
green exterior, which is achieved through the incorporation of taro leaves into the dough.
The green color highlights the product’s natural ingredient composition and distinguishes
it from typical bread products available in the market. The bread is designed to have a

soft texture and uniform size to ensure consistency in portion and presentation.

Inside the bread, the prototype shows a creamy taro root filling, which serves as the main
flavor component of the product. The filling is made from mashed taro root to create a
smooth and slightly sweet texture that complements the softness of the bread. This filling
provides the product with a unique flavor identity while maintaining familiarity for

consumers who are already accustomed to root crop—based foods.

The product mockup also includes the visual packaging design, which demonstrates how
the product will be presented to consumers. The packaging uses a transparent plastic
pouch that allows the bread to be clearly visible. This design choice helps emphasize the
natural green color of the bread and allows consumers to see the actual product before

purchasing.

The prototype and mockup images were created to provide a realistic visualization of the
product’s final presentation. These materials are important for the business plan because
they help demonstrate the feasibility of the product concept, the expected appearance of

the bread, and the intended packaging format that will be used once production begins.

6. Industry and Environmental Analysis

6.1 Industry Overview

Gabikery belongs to the bakery and food manufacturing industry, specifically under the
local bread and snack production sector in the Philippines. This industry is considered
one of the most stable and in-demand sectors because bread is a common and affordable
food item regularly consumed by students, families, workers, and community members.
Since bread is often eaten as a breakfast item, snack, or light meal, the bakery industry

continues to have strong daily demand.
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In the Philippines, the bakery industry is highly competitive because many small bakeries
and local food businesses offer traditional bread products. However, most products in the
market still focus on common flavors and ingredients, creating an opportunity for
innovation. Consumers are now becoming more interested in unique, healthier, and
visually appealing food products, especially those made from natural and locally sourced
ingredients. This trend supports the growth of businesses like Gabikery, which offers a
creative alternative through Taro Verde, a taro-based bread made with taro leaves and taro

root.

Additionally, there is increasing support for businesses that promote Filipino agricultural
products and create value-added goods from local crops. Since taro is widely available
yet underutilized in bakery products, Gabikery can take advantage of this gap in the
market. By combining affordability, innovation, nutrition, and local identity, the business
is well-positioned within the growing bakery industry and can attract students, faculty,
staff, and local community consumers looking for something different from regular bread

products.
6.2 Industry Trends

The bakery industry in the Philippines continues to evolve as consumers increasingly
look for products that are not only affordable, but also healthier, more innovative, and
visually appealing. One major trend is the growing demand for specialty breads and
unique bakery flavors rather than only traditional bread varieties. This creates a strong
opportunity for Gabikery, because Taro Verde offers a distinctive product that combines
local flavor, natural color, and nutritional value. Instead of competing solely with
ordinary bread, Gabikery can position itself as a bakery that offers something new while

still appealing to Filipino taste preferences.

There is also a strong trend toward supporting local agriculture and value-added food
products. Government programs and MSME initiatives in the Philippines continue to
promote local producers, food processors, and agricultural-based businesses. The
Department of Trade and Industry (DTI) has recently supported MSMEs through

programs such as Kadiwa ng Pangulo, and food processing support, which reflects a
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favorable environment for small food businesses that transform local crops into
marketable products. This trend benefits Gabikery because it uses taro, a locally available

crop, and turns it into an innovative bakery item with higher market value.

At the same time, Filipino consumers continue to show a strong preference for familiar
and accessible bread products, especially items commonly sold in neighborhood bakeries
such as pandesal, monay, and other everyday breads. This proves that bread remains a
culturally strong and consistent market in the Philippines. A clear example of this is the
continued popularity of malunggay cheese pandesal, which has become a trending bakery
product in many areas because it combines the familiarity of pandesal with the perceived
health benefits of malunggay and the added appeal of cheese. Online community
discussions in early 2026 show that malunggay pandesal and cheese-filled variants
remain widely noticed and actively compared by Filipino consumers, reflecting strong

interest in healthier and upgraded versions of traditional bread.

These industry trends show that the Philippine bakery market is moving toward healthier,
more innovative, and locally inspired products. The popularity of products like
malunggay cheese pandesal proves that consumers are willing to embrace bakery items

that combine familiarity with nutrition and uniqueness.
6.3 Market Growth

The bakery industry in the Philippines continues to show steady market growth because
bread remains one of the most affordable and commonly consumed food products in the
country. As population increases, urbanization expands, and consumer lifestyles become
busier, the demand for convenient and ready-to-eat food such as bread and baked snacks
also continues to rise. This creates a strong opportunity for small bakery businesses like

Gabikery to enter and grow within a stable market environment.

For Gabikery specifically, market growth is further strengthened by the rising interest in
value-added local agricultural products. Since Taro Verde uses taro, a locally available
but underutilized crop, the product can benefit from both the growth of the bakery market
and the growing demand for foods made from natural and Filipino ingredients. As more

consumers look for healthier alternatives and unique flavors, Gabikery has the
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opportunity to build a strong niche in the market. This means that as the bakery industry
grows, the business can also expand its customer base among students, faculty, staff, and

local community consumers who are searching for affordable but different bread options.

Overall, the market outlook for Gabikery is positive. The continuous growth of the
bakery industry, combined with changing consumer preferences and stronger support for
innovative local food products, indicates that Gabikery has good potential for sustainable
sales and future expansion. With proper product quality, pricing, and promotion, the
business can take advantage of the growing bakery market and establish itself as a

competitive small-scale bakery brand in its target area

6.4 PESTLE Analysis

Figure 2: Pestle Analysis
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PESTLE Factor Trend / Evidence / Opportunity | Impact on Your | Strategic Time
Change Source or Threat Venture Response Horizo
(What you n
will do)
Political Government Local Opportunity Can help Support and | Long-te
support for agriculture promote taro as promote rm
local programs and a local product local
agriculture small business farmers and
and small support use local
businesses ingredients
Economic Rising food Increasing Threat Production Control Short-te
prices but prices of costs may costs and m
strong ingredients increase keep the
demand for product
affordable affordable
snacks for customer
Social Consumers Trend toward | Opportunity | Customers may | Promote the | Long-te
are becoming | healthier eating prefer natural nutritional m
more and nutritious benefits of
interested in bread Taro Verde
healthy and
local foods
Technological | Use of social Social media Opportunity Easier and Use social | Short-te
media for platforms like cheaper media to m
marketing Facebook, promotion promote
and small Instagram, and Taro Verde
food etc.
businesses
Legal Food safety Food safety Threat Must follow Ensure Long-te
regulations standards and food safety proper food rm
and permits local permits requirements | preparation
required for and obtain
food permits if
businesses needed
Environmental Increasing Environmental | Opportunity Using local Use local | Long-te
awareness of | awareness in taro reduces taro and rm
sustainable communities transportation | eco-friendly
and local and supports | packaging if
ingredients sustainability possible
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The table above shows that PESTLE analysis affects Taro Verde by influencing its costs,
production, and customer demand. Support for local agriculture and the trend toward
healthy, local food create opportunities for the product, while rising ingredient costs and
food safety regulations may pose challenges. Technology, especially social media, helps
promote the product easily to students and local buyers. Overall, these factors guide the
business in improving its product, pricing, and marketing strategies.

7. Market Analysis

7.1 Target Market Description

Taro Verde targets business customers such as students, faculty, staff, and local residents
in the community. These businesses need affordable, unique, and easy-to-sell bread
products that can attract customers and increase their daily sales. By offering a different

flavor using taro, Taro Verde helps these businesses stand out.

7.2 Market Segmentation

Demographic Segmentation

Age: 10 to 70 years old. (Broad range, but the core focus is 16-35).
Gender: Male and Female (All genders).

Occupation: Students, Faculty Members, School Staff, and Local Residents.
Income Level: Middle to Lower-Middle income bracket

Family Size: Singles, Couples, and Families.

Geographic Segmentation

Target Area: The LNU Young Field Campus premises and its immediate surrounding
areas.

Specific Locations:

e The LNU Dormitory (primary residential hub).
e (Canteen within the Young Field campus.
e Student lounges and common areas within college buildings.

Psychographic Segmentation
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Lifestyle: Health-conscious individuals who are busy (students/staff) and need quick
snack options.

Personality: Curious & Adventurous, open to trying new flavors beyond the usual ube,
chocolate, or cheese.

Practical: Looks for value for money.
Culturally Aware: Appreciates products made from local ingredients (Filipino pride).

Values: Values natural ingredients (no artificial coloring). Supports sustainability and
local agriculture (using the whole taro plant).

Behavioral Segmentation

Usage Rate: Regular bread buyers (daily or 3-4 times a week, as per survey).
Health: Seeking a nutritious alternative with fiber and vitamins.
Convenience: Easy snack to eat between classes or work breaks.

User Status: Potential first-time buyers (innovators/early adopters) who are willing to try
new bakery items.

Occasion: Snack, light meals, or breakfast.

Loyalty Status: Currently non-loyal (shifting from common flavors like Malunggay to
try something new).

7.3 Customer Persona

Customer Persona: Student Buyer (Primary Market)
Name: Andrea Cruz

Age: 19

Gender: Female

Occupations: College Student

Location: Leyte Normal University (Young Field Campus)

Demographics:
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Andrea is a college student who spends most of her time on campus attending classes and
studying.

Psychographics:

She prefers affordable and convenient food options. She is also curious and open to
trying new and unique food products, especially those that are visually appealing and
healthy.

Behavioral:

She regularly buys snacks from the school canteen or nearby kiosks, usually 3—4 times a
week. She is influenced by trends and often chooses food that is “Instagrammable.”

Needs/Problems:
. Needs affordable snacks within her budget
. Limited healthy and unique food choices in school

. Wants convenient, ready-to-eat food between classes

7.4 Market Size
TAM (Total Addressable Market)

e All bread-selling businesses in the local area (canteens, bakeries, small stores).

Statements:

The TAM of Taro Verde includes all bread-selling businesses in Tacloban City and
nearby areas, such as school canteens, local bakeries, and small stores that offer bread
products to students, faculties, staffs and local consumers. Since bread is a commonly

purchased food item, this represents a large and continuous business market.

SAM (Serviceable Available Market)



26

e Businesses that Taro Verde can serve based on its target location and customer

focus.

Statement:

The SAM of Taro Verde includes businesses located near and inside the universities and
local communities where students, faculties, staffs and local consumers are the main
customers that regularly serve. These businesses are more likely to sell affordable and

unique bread products like Taro Verde.
SOM (Serviceable Obtainable Market)

e A small portion of nearby canteens, local bakeries and small stores that Taro

Verde can realistically supply during the start of the business.

Statement:

The SOM of Taro Verde includes a selected number of nearby school canteens, local
bakeries, and small store that the business can supply during its initial stage. Due to
limited production capacity, the focus will be on building partnerships with a few local
businesses before expanding to a larger market.

7.5 Customer Needs / Problem Identification

Business customers need affordable, unique, and fast-selling products to attract more
buyers and increase profit. Most bread options are common and do not stand out, making
it harder to increase sales. Taro Verde solves this problem by offering a new and locally
inspired bread flavor that can catch attention, is easy to sell, and fits the budget of

students, faculties, and staffs.

8. Competitive Analysis

8.1 Identification of Competitors
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Gabikery operates in a competitive market where various businesses offer similar baked
products such as bread and snack items. These competitors include local bakeries,
sari-sari stores, and online food sellers. Local bakeries are well-established and offer a
wide variety of bread and pastries, making them strong competitors in terms of product
availability and customer familiarity. Sari-sari stores, on the other hand, provide
affordable and easily accessible snack options, which attract budget-conscious

consumers.

In addition, online sellers have become increasingly popular due to their convenience and
ability to offer trendy and customizable products. Despite this strong competition, most
of these businesses focus on traditional or commonly available flavors. This creates an
opportunity for Gabikery to introduce Taro Verde as a unique and differentiated product

in the market.

8.2 Competitor Comparison Table

Competitor Strengths Weaknesses Price Range Market
Position
Local Bakeries | Fresh products, | Limited to [ P10-P30 Established
wide variety common
flavors
Sari-sari Stores | Affordable, Limited P5-PI15 Budget-friendly
highly variety, not
accessible specialized
Online Sellers | Convenient, Higher prices, | P20-P60 Modern/Online
trendy delivery fees Market
offerings
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The table above shows that while competitors have strengths in accessibility, variety, and
convenience, they also have limitations, particularly in product innovation. This allows

Gabikery to position Taro Verde as a unique alternative.
8.3 Competitive Advantage

Gabikery’s competitive advantage lies in offering a highly differentiated product, Taro
Verde, which uses taro as its primary ingredient rather than simply as an added flavor.
Unlike conventional bread products, Taro Verde integrates both taro leaves and taro root

into its composition, making it more innovative and nutritionally enriched.

This unique approach enables Gabikery to stand out in the market by offering something
new and distinct. In addition, the business ensures that its products are fresh, affordable,
and appealing to its target customers, further strengthening its position against

competitors.

USP (Unique Selling Proposition): Gabikery offers Taro Verde, a unique taro-based bread
where taro is used as the core ingredient, making it different from typical flavored bread

products in the market.

UVP (Unique Value Proposition): Customers are provided with a nutritious, innovative,
and affordable snack that delivers both quality and a unique flavor experience not

commonly found in other baked goods.

8.4 SWOT Analysis

Strengths Weaknesses
e Unique taro-based product e Limited capital
e [nnovative use of ingredients e New in the market

e Affordable pricing e Limited production capacity
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Opportunities Threats
e Growing demand for unique e Strong competition
snacks e Changing customer preferences
e Expansion through social media e Price competition
e Product innovation opportunities

This SWOT analysis shows that while Gabikery has strong innovative potential, it must

strategically manage its limitations and external challenges to remain competitive.

9. Marketing Plan
9.1 Marketing Strategy (4ps)

Gabikery’s marketing strategy focuses on effectively positioning Taro Verde as a unique

and affordable snack product in the market.

Product: Taro Verde is a taro-based bread that combines innovation, flavor, and
nutritional value. Its use of both taro leaves and root makes it distinct from other bread

products.

Price: The product is priced affordably to ensure accessibility, particularly for students

and budget-conscious consumers, while still maintaining quality.

Place: The product is distributed within the local community through direct selling and

online platforms, ensuring convenience for customer.

Promotion: Gabikery promotes its product through social media, word-of-mouth, and

visually appealing presentations to attract customer interest.

9.2 Marketing Objectives
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Gabikery aims to increase brand awareness and establish Taro Verde as a recognized
product in the local market. The business also seeks to achieve steady sales growth and
build long-term customer loyalty by consistently delivering quality products and

satisfying customer needs.
9.3 Branding Strategy

Gabikery will develop a strong brand identity that highlights the uniqueness of Taro
Verde. The brand will use visually appealing elements, particularly colors associated with
taro such as purple, to create a memorable image. This branding approach helps
customers easily recognize the product and associate it with quality, innovation, and

affordability. A consistent brand image will also strengthen customer trust and loyalty.
9.4 Pricing Strategy

Gabikery adopts a competitive pricing strategy by offering Taro Verde at an affordable
price while maintaining product quality. This approach allows the business to compete

effectively with both low-cost and premium competitors.

By balancing affordability and quality, Gabikery ensures that its product remains

attractive to its target market while still generating profit.
9.5 Distribution Channels

Gabikery distributes Taro Verde through direct selling, meet-ups, and online ordering.
This multi-channel approach allows the business to reach more customers and provide

convenience in purchasing.

Customers can easily place orders and receive products through accessible and efficient

distribution methods.

9.6 Promotion Strategy
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Gabikery promotes Taro Verde through a combination of social media marketing,
word-of-mouth, and promotional offers such as discounts and bundle deals. These

strategies help attract new customers while encouraging repeat purchases.

Engaging and visually appealing content is also used to highlight the uniqueness of the

product and capture customer interest.

9.7 Digital Marketing Strategy

Gabikery utilizes digital platforms such as Facebook, Instagram and Tiktok to promote
Taro Verde, communicate with customers, and manage orders. These platforms allow the
business to reach a wider audience, interact directly with customers, and build strong

relationships.

Regular posting, prompt responses, and active engagement are essential strategies to

increase visibility and maintain customer interest in the product.

10. Operation Plan

10.1 Production Process

The production of Taro Verde is rooted in a commitment to freshness, natural ingredients,
and artisanal craftsmanship. The process begins with the careful preparation of raw
ingredients, prioritizing quality at every step. We start by thoroughly washing and
processing fresh taro leaves to create a natural green extract. This extract is incorporated
directly into the dough, serving a dual purpose: it provides the bread’s signature natural
color eliminating the need for artificial food coloring and infuses the dough with
additional nutrients, including dietary fiber and antioxidants. Concurrently, we prepare
the filling by boiling and mashing premium taro roots until smooth, then combining them
with a controlled amount of sweetener to create a rich, fiber-dense paste that balances
natural earthiness with a delicate sweetness. Once the components are ready, the dough is
manually kneaded to achieve the ideal texture soft yet structured enough to hold the

filling. Each piece is portioned by hand, filled with the taro paste, and shaped to ensure
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consistency. To preserve quality, we bake in small batches, allowing for close monitoring
of oven temperature and baking time. This small-scale, hands-on approach enables us to
maintain the bread’s signature softness, ensure even cooking, and replicate the care and
authenticity of homemade baking in every batch. By limiting production volume per

cycle, we also reduce waste and respond flexibly to daily demand.
10.2 Supply Chain

We operate on a localized, lean supply chain designed to balance cost efficiency,
freshness, and operational simplicity. Our core ingredients taro leaves and roots—are
sourced directly from farmers and market vendors within the Tacloban area. By procuring
locally, we minimize the time between harvest and production, often processing
ingredients within 24 hours of purchase. This not only preserves the natural flavor and
nutritional value of the taro but also reduces spoilage and dependency on long-haul
logistics. For non-perishable baking essentials such as flour, sugar, yeast, and dairy
products, we partner with established wholesalers located within the city. These suppliers
offer reliable inventory levels and flexible reorder schedules, allowing us to maintain lean
stock levels without risking shortages. By consolidating procurement within Tacloban,
we significantly cut transportation costs, reduce our carbon footprint, and avoid the
delays often associated with external supply chains. Additionally, this localized model
supports the regional economy and builds goodwill within the community that sustains

our business.
10.3 Suppliers

Our supplier network is built on close collaboration and mutual reliability. For our
primary raw materials taro roots and leaves we work directly with a small group of local
farmers and agricultural vendors in the outskirts of Tacloban. We prioritize these
relationships not only for quality assurance but also for consistency; regular
communication allows us to align harvest schedules with our production needs. This
direct sourcing model also gives us access to premium harvests at fair, stable prices,
insulating us from market fluctuations common in retail channels. For secondary

ingredients and operational supplies, we rely on well-established local baking supply
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stores. These suppliers provide everything from high-gluten flour and instant yeast to
eco-friendly packaging materials, such as plastic wraps and paper bags suitable for
on-the-go consumption. By maintaining multiple vendor options for secondary goods, we
ensure that temporary stockouts from one supplier do not disrupt production. This layered
sourcing strategy gives us both flexibility and resilience, allowing us to scale up or adjust

recipes without overhauling our supply base.

10.4 Equipment and Facilities

Our operations are housed in a compact, purpose-built kitchen space located within close
proximity to the Leyte Normal University (LNU) campus, strategically positioning us
near our primary target market. As a startup, we intentionally avoid heavy-duty industrial
machinery in favor of standard commercial kitchen equipment that aligns with our
small-batch, hands-on production model. Our core equipment includes multi-rack
convection ovens that ensure even heat distribution, heavy-duty stand mixers for dough
preparation, and precision handheld tools for filling and shaping. This equipment
selection allows us to maintain tight control over product quality while keeping initial
capital expenditures low. The workspace is organized into dedicated zones for ingredient
preparation, dough processing, baking, and packaging to maintain workflow efficiency
and uphold food safety standards. Prep tables are constructed from food-grade stainless
steel to ensure hygiene and ease of cleaning. For cold storage, we utilize
commercial-grade refrigerators and freezers to store raw taro roots, pre-made fillings, and
other perishable ingredients at optimal temperatures. Regular temperature monitoring and
scheduled cleaning routines help us maintain compliance with food safety regulations and

ensure that every product leaving our facility is fresh and safe for consumption.
10.6 Workflow Process

Our daily workflow is structured to align production with peak consumer demand,
ensuring that customers always receive freshly baked products. Operations begin in the
early morning with the preparation of ingredients taro roots are boiled and mashed, while

the dough is mixed and allowed to undergo controlled fermentation to develop flavor and
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texture. This initial phase is timed so that the first batch of Taro Verde is baked and ready
for display by mid-morning, coinciding with the breakfast and morning snack period for
students and faculty. Once baking is complete, each item undergoes a quality check
where we inspect for uniformity in size, color, and structural integrity. Products that meet
our standards are then individually wrapped in food-safe plastic packaging to preserve
moisture and freshness. Wrapped items are arranged in portable display trays for direct
selling. We sell our products on-site from a designated counter, allowing for direct
interaction with customers and immediate turnover of inventory. This direct-to-consumer
model minimizes handling, reduces the need for intermediary storage, and ensures that
any unsold items can be accounted for quickly, supporting accurate production planning

for the following day.

11. Organizational and Management Plan

11.1 Organizational Structure

The organizational structure of Gabikery's Taro Verde is led by General Manager Philip
John Atolle, who oversees the overall business strategy and growth while approving
major budgets and ensuring alignment with the business mission. Directly supporting the
executive level are the Finance Officer and the Marketing Head. Finance Officer Angelyn
Laure is responsible for tracking revenue and expenses, managing financial reporting,
and overseeing payroll and performance incentives. Meanwhile, Marketing Head Axell
Rose Mejico focuses on developing marketing campaigns, analyzing customer feedback
to improve sales, and managing social media and promotional events. On the operational
side, the hierarchy flows from the Production Manager down to specific quality
oversight. Production Manager Rhea Lim directs the day-to-day workflow and staff
schedules while optimizing production processes and the supply chain. Reporting to
production is the Operation Lead, John Lester Macabinquil, who oversees daily activities
and manages resource efficiency in coordination with other teams. Finally, Denicole

Libay serves as Quality Control, ensuring the product meets all standards by inspecting
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for consistency, reporting non-conformances, and monitoring equipment sanitation and

waste reduction.

11.2 Organizational Chart

GENERAL MANAGER
Phllip John Atolle

<

Rhea Lim MARKETING HEAD FINANCE OFFICER

Axell Rose Mejico Angelyn Laure

OPERATIONS LEAD
John Lester

Macabinquil

L




QUALITY CONTROL
Denicole Libay

11.3 Key Personnel
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Position Name Responsibilities

General Manager Philip John Atolle Oversees entire operations,
strategy, and  overall
business growth.

Production Manager Rhea Lim Manages  the  baking
process, recipe,
consistency and kitchen
safety.

Marketing Head Axell Rose Mejico Handles social media,
promotions, and customer
relations.

Finance officer Angelyn Laure Manages budgeting daily

sales tracking, and

financial reporting.

Operation Lead

John Lester Macabinquil

Coordinates supply chain,
inventory and equipment

maintenance.

Quality Control

Denicole Libay

Ensures product standard

and food safety, and

packaging quality.

11.4 Human Resources Plan

Our staffing strategy focuses on recruiting individuals who are deeply passionate about

local innovation and food safety, ensuring that our team reflects the community-driven
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values of Tacloban. To maintain operational agility, each team member undergoes
comprehensive cross training across various departments from production and quality
control to direct sales and customer service allowing the business to pivot seamlessly
during high-traffic campus events or sudden shifts in demand. Beyond technical skills,
we prioritize a culture of continuous learning and professional development, offering
regular workshops on food hygiene, entrepreneurship, and customer engagement to
empower our staff. In terms of compensation, we provide a competitive base salary that
strictly adheres to or exceeds the current Tacloban City wage standards, ensuring our
employees feel valued and financially secure. To drive motivation and a sense of
ownership, we implement a performance-based incentive program where staff can earn
daily or weekly bonuses for exceeding sales targets or maintaining high efficiency and
zero-waste benchmarks. This financial package is supplemented by a supportive benefits
structure, including meal allowances during shifts, flexible scheduling for
student-workers, and clear pathways for internal promotion as the business scales,

fostering long-term loyalty and a high-energy work environment.

12. Financial Plan

12.1 Production Cost Per Batch

Item Estimated Cost
Ingredients 136.00
Packaging Materials 47.60
Electricity 20.00
Total cost 230.60
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The production cost of Gabikery is 230.60 pesos. This amount will be used to purchase
initial ingredients, and packaging materials. These are enough to start small-scale

operations and begin selling Taro Verde.

12.2 Sales Forecast (3 Years)

Year Estimated  Daily [ Monthly Sales Annual Sales
Sales
Year 1 900 610,920 2289,080
Year 2 990 671,00 319,00
Year 3 1,089 738,500 350,500

The sales forecast shows a gradual increase over the next three years. In the first year,
sales are expected to be stable as the business is still starting. As more customers become

familiar with the product, sales are expected to grow in the following years.

12.3 Projected Income Statement

Item Monthly Amount
Revenue 900,000
Total Cost 619,910
Net Income 289,080

Based on the projection, revenue is 900,000 with total cost of 619, 910, resulting in a net
income of 289,080 pesos. This shows that the business has the potential to be profitable

even at the early stage of operation.

12.4 Fixed Cost

Item Amount

Marketing Materials 600
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Permits 2,500
Equipment 3,000
Labor 2,000
Total Fixed Cost 8,100

Break-even Analysis

Description Amount
Fixed Cost 8,100
Selling Price 25,00
Cost Per Piece 16.97
Profit Per Piece 8.03
Break-even Point 1,009

12.6 Funding Requirements

Gabikery requires an initial investment of about £10,000 to start the business. This

amount will be used for equipment, raw materials, permits, and another startup needs.

The capital will be contributed by the partners of the business.

If needed, additional funds may come from personal savings or small loans. With proper

budgeting and consistent sales, the business is expected to recover its initial investment

within a reasonable period of time.

13. Risk Analysis

Risk

Likelihood

Impact

Mitigation
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Supply chain Medium High Build relationships
disruption (Lack of with multiple local
Taro supply) taro suppliers and
keep backup
sources.
Strong competition | High Medium Differentiate
from existing bread product by
products highlighting unique
taro flavor and
health benefits.
Regulatory changes | Low Medium Secure necessary
(Permits issues) permits and comply
with food
regulations.
Increase in High Medium Control expenses,
ingredients costs buy in bulk, and

adjust pricing if

needed.
Food safety and Low High Follow proper food
quality preparation and

hygiene standards.

14. Sustainability and Social Impact

The sustainability and social impact of our bread, Taro Verde, are built into every part of how we
made it. For environmental sustainability, we use the whole taro plant nothing goes to waste. The
leaves go into the dough to give it a natural green color, and the root becomes the filling, which
adds good flavor and nutrients. This way, we do not need to use any artificial coloring or
flavoring, which is better for the environment. By using a local crop that is often overlooked in
bakeries, we also help reduce the need for ingredients that have to be shipped from far away, and
we support our local farmers. When it comes to waste reduction, our approach of using both the

leaves and the root means we get more out of one crop, so there is less waste in the production
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process. For community impact, our bread is made for students, and school staff. We offer an
affordable and healthier snack that feels familiar but also brings something new. It gives people in
the community a tasty option that is made from local ingredients they know. Lastly, our bread
connects well with the United Nations Sustainable Development Goals, also called SDGs. Our
bread supports SDG 3, which is about good health and well-being, because we use natural
ingredients with no artificial additives. It also supports SDG 12, which focuses on responsible
consumption and production, by making the most out of one crop and reducing waste. In addition,
our bread helps with SDG 2, which is about zero hunger, and SDG 8, which is about decent work
and economic growth, because we promote the use of local root crops and help support local
farmers and the community economy. All of these reasons show that our bread is not just about

great taste it is also about taking care of people, our community, and the environment.

Survey Questionnaire for TaroVerde

1.What is your age?

A. 10-20B.21-30 C. 31-70



2. What is your occupation?

A. Student B. Faculties C. Staff

3. What bread flavors do you usually buy?

A. Cheese B. Chocolate C. Malunggay Others:

4. How often do you eat bread for snack or light meals?

A. Daily B. 3—4 times a week C. Once a week

5. Are you interested to buying bread made with taro (gabi)?

B. A.Very interested B. Interested C. Neutral D. Not interested

Market Research Data

42
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1. Half of the respondents eat bread daily for snacks or light meals, while the other
half eat it less frequently (25% eat it 3-4 times a week, 25% once a week). No one
eats bread less than once a week. This suggests bread is a common snack choice

among this student population.

2. All respondents are students. The survey results reflect only the views of students,

not faculty or staff.

3. Malunggay is the most frequently chosen flavor (50% of all flavor selections),
followed closely by chocolate (40%). Cheese is far less popular. Since total selections
(10) exceed the number of respondents (8), many students buy more than one

flavor. Malunggay bread appears to be a strong favorite.

4. Among 8 respondents, half eat bread daily for snacks or light meals. Another 25%
eat it 3-4 times a week, and the remaining 25% eat it once a week. No one eats
bread less than once a week, indicating bread is a regular, frequent snack option for

this group.

5. All respondents express at least some interest in taro bread, with exactly half
“Very Interested” and half “Interested.” There is no disinterest. This indicates strong

potential demand for taro-flavored bread among these students
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Product Photos
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Financial Spreadsheet

éFINANCIAL MODEL OVERVIEW | | | | | | ] .
I t

Total Startup Cost Year 1 Revenue

Year 1 Net Income Break-Even Units

$10,000 £900,000 P284,580 1,009
Financial Highlights Table 1 |
Metric / Particulars Year 1 Year 2 Year 3
Pieces Sold Per Day 100 10 121 |
Annual Revenue P900,000.00 P990.000.00  P1,089,000.00
Estimated Net Income" P284,580.00 P313,038.00  P344,342.00
“Note: Year 2 and Year 3 Net Income are pro-forma estimates based on Year 1 margins.
. 100
o
a £900,000. |
£ 00 {
s |
£
Year 1 Year 2 Year 3
Year ,
TOTAL STARTUP COST & FUNDING REQUIREMENTS
Startup Cost Breakdown Funding Requirements
Funding Source Amount ___Equity %
Marketing Materials £600.00 Partners' Contribution #10,000.00 100.0%
Permits £2 500.00 Total Funding £10,000.00 100.0%
Equipment 3,000.00
Labor 2,000.00
Contingency Buffer 1,900.00
| Total Startup Cost | £10,000.00]

3-YEAR SALES FORECAST

Pieces Sold Per Da

Year 1 100
Year 2 110
Year 3 121

Pieces Per Pack

Price Per Piece
£25.00
P25.00
£25.00

Daily Revenue Monthl

Revenue Annual Revenue
£900,000.00
£990,000.00

£1,089,000.00

£2,500.00 $75,000.00
P2,750.00 £82,500.00
#3,025.00 #90,750.00
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PROJECTED INCOME STATEMENT (YEAR 1)

Particulars Amount
Sales Revenue £900,000.00
Less: Cost of Goods Sold
Cost of Production $610,920.00
Total COGS £610,920.00
|Gross Profit | $289,080.00 |
Operating Expenses
Marketing Expense £600.00
Labor Expense £2,000.00
Miscellaneous Expense #1,900.00
Total Operating Expense P4,500.00
Net Income P£284,580.00

CASH FLOW PROJECTION (YEAR 1)

Particulars Amount
Cash Inflows

Sales Revenue £900,000.00
| Total Cash Inflows | £900,000.00|
Cash Outflows

Cost of Production £610,920.00

Marketing Expense £600.00

Labor Expense £2,000.00

Miscellaneous Expense £1,900.00

Startup Cost £10,000.00
| Total Cash Outflows | $625,420.00 |
[Net Cash Flow [ P274,580.00 |

BREAK-EVEN ANALYSIS

Description Value

Total Fixed Cost £8,100.00
Selling Price per Piece P25.00
Variable Cost per Piece P16.97
Contribution Margin per Piece #8.03

| Total Break-even Units 1,009




Startup Pitch Deck

Description Amount
Total cost 1,884
Total sales 1,250
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TARO VERDE - 12 ~ Month Promotional Calendar

Month Campuign Theme ;rwmuoul Sample Activity
trutegy
January Bagong Taon, Sume Cravings Relutuble Messaging | Post: “Aminin - mo. hindi
nawawila caravings mo
+ PLO off promio
February May Jowa o Wala, May Taro ka Humor + Bundles Buy 2 discounted bundle
March Init? Turo Muna Simple Postioning | Refreshing product
highlight
April Muin Charscter Snuck Trend - Based | Shont Tikwok/Reels
Content Content
May Pura Kay Nanay Emotional Hook Discount  for  customers
with moms
June Deserve Ko ‘To Impulse Buying Flush sale promo
July Ulan + Taro = Perfect Combo Situational Ramy day themed captions
Murketing
| August Student Survival Snack Budget Appeal Student combo meals
September | Hindi Pa Pasko. Pero Pwede Na Testing Eatly promo posts
October Trick or Tur? Fun Promo Froe smullbie for buyers
W 1] :
December | Pamasko Mo Na "To Gifting + Emotion | Gift bundles
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IPOPHL Form 300

Intelleciuval Property Office of the Philippines Pod IFOMHL Uie Ofvy
28 Upper McKinley Rd, Fort Bonitacio, Taguig City 1634 PH
m 4463 (2] 7238-6300 | B ask@ipophi.gov.ph Application No.
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L
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Last Name Fint Name Middie Name

Address (Camplete ttreal info, vilage, subdivition, barangay|

Tawn | City Province / State Hp Coce Couniy of Reudence
Contacl No. Emall Address (Required) Nalionality
Ageiil of guthotied represenialive mut! rifar the gtlice gf gy changel in he niae ! nfmlics
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IPOPHL Form 300

This opplication contans the number of theefy

This appiication as liled (s accomponied by ihe ilems checked below

Cseparate notarized power of attorney
O Copy ol general power of allorney
CIPrierity document/s (see Priodty Claim|

1. Request _sheals
2. Descriplion sheeals
3, Claims sheals
4. Drawing/s _sheats | ODeed of asignment
OCheques for the payment of lees
TOTAL 0 __ sheaols

Os5tatemant of compliance 1o requiremeants of Free and Prior
Intormed Consent of Indigenaus Cultural Cammunity

For Divisional Applicalions
COCertifind true copy of the parent application. if applicable

OOther aocument/s (please specily) :

Fgure number
Total Number of Design Embodiments |

It the Application is granted, choose the delvery mathod lor the Cerlificale of Registration:
OMall 1o Agent / Autharized Represenialive

OPickup at IPOPHL O Mall to Applicant
Mallings may be subjec! to additional malliing fees,

ADDITIONAL INFORMATION

I, The subject matter of the application consists of, or relates to, fraditional knowledge. (RA 10055)
It yes, please specily the nature and source of arigin of the traditional knowledge.

of the drawing (It any) is suggested to occompany the abstrac! for publication

OYes ONo

2. The subjec! matter of the application consists of, or relates 1o, Indiganous Knowledge Systemi and Praoclices, (RA

10055; IPOPHIL-NCIP JAO.No, 1.2014) OYes ONo

It yes, please specily tha nature and source of origin of the indigenous knowledge systemi and proclices.

IPOPHL PRIVACY STATEMENT AS PER RA 10173 ALSO KNOWN AS "DATA PRIVACY ACT OF 2012" AND SIGNATURE

OAgree ODsagree

By ticking the AGREE bax and alfiking my signoture 1o the right, |
undersiand thal | am giving consenl! 10 the callecfion, storoge.,
sharing and other necessary processing of the personal
information contained in this opplication, freely and voluntarily,
to the Intellectual Property Office of the Philippines (IPOPHL) and
its pariners, in ihe exercise of its mandate as the lead
povemment agency lor the pratection of IP rights ond in
campliance with the provisions of RA 10173, alko knawn as, the
Data Mrivacy Act ol 2012

| declore that all the Infermaltion provided obove
are hue ond comec! 10 the best ol my knowleage.

SIGNATURE OVER PRINTED NAME

i ha prwsent KFeguest bom 3 sgred on hebal of iy aegecond By on
sl powed Of 0 Money ODDorbrg Me agen | ani
WA e i R SO 1T COeed ¥ ke L
wr 0 UMy (L GEtec s Ine Frtedec fuul Progety

el O e psroe
e y ha
of 0 el o
Lftewl o copy W (0 roual e genached) i i e

NOTE! Jubyndision of this Appic ofion Farm and Fayment ol ihe Fiing Fees 00 nol mean thol [he oppicabon proced il awady compomie. The appic ofion

Mevidhw Drocet) nvolved leverdl Baget and IPOFML may meguei! OONBONo Supportin
o the peeroas peicd 1O e pubke ation peescribecd, © ony i e I Coor ona infemol

¥ tresartien 1o which The Fhilipgoene i) 0 sgnolory. An appic

documenh. o needed, chng sald doges. This apgdcalion i sulyec!

otion vhal

be dpdmed compieled only upon compiehan Oof ol itogel ond egurements. ond paymen! of ol requied leel

e acickvets ilalédd in Hhiie foema hal be uied Mo Fenang Noticed ond Groken n cares e wilh BLA

POML R 300 - Pt Deag’ Seguamanon s PO & o s

Bt ] v e
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. Bureau of Copyright and Related Rights BCAR FORM 2025-1
Butiranson Type

[0 nmctronnc ting torm b sutimission)
[0 Treonyn 980 (Pegion
[ thwangn 1180 om0y

Copyright Registry Enrollment Form

INSTRUCTIONS

1. Fill out ihe form completedy and legiily. Do not leave any Beld blank. € ol bermia. veq and lees e indicatnd o e beck of Iis foom for relerence
Use (N/A) for et thal aee not applicable For Salde with boxes. une & chackmark () 10 choons the applicable box

2 To check an suthor, of other copyvight halder already has an |SNI number sesech 100 sald name using this wabsie 1or free
Neps An orgpagessearch-datal nee/

TYPE OF APPLICATION (flased on F 1o works & be rogatensd and retonailly TYPE OF APPLICANT | Tha appskoston m Sod by)

of papyrght amre

[ (2] Autter Crmatseintmind ttighin Maider  [] Lcornes ] Emptoyw ] Howes

O o oy Mo ot ik e ol 10 ke of e senm dees and [ Cepmrut Ownaeinavgres DMW [ omm
Ty P AT SO o)

TYPE OF APPLICATION (Hasad o thw Jomicils of 5 copynight o | DMWWM-MMM

[ ocaibmny [ meernationm Pang ASSET SZE OF COPYRIONT OWNER: ] sl et meswocing 100M Pesos) [ g jescmeding 1000 Pesons

HARD COPY OF COPYRIGHT CERTIICATE REGUESTEDT (Addtins oo woly)
Cne [Jves ary

IHT OWNER INFORMATION

FOR|

- FOR INDIVIDUAL COI ER USE

Yok Ade

Idormias Nty (IBH1) N sppaaring i BOPHLY Copyrght S earh

I I I_U Origmat Niames [7] Asorspmans [7] Fasusonym (Passs indeatu P amurn & AN Nurtor I
A CartSuuts of Mg Mo O of e

Maturadty 1Pl WA 0 ot g e (YYYFAMOD) o Civil Bn

Ia e copysagh awrm s ha v [0 veu e At Crmamar artomes nioorrssonn baisw) (] ta (18 cut AuorCrogton Pertammer infunmiston tews)

ONLY

rmarrana oy athon

[ noputasnd st 011 [] Magissernd win sic
m ™ O o

AUTHOR/CREATORPERFORMER INFORMATION

- | —— | —
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Copyright Registry Enroliment Form BCAR FORM 2025-1
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IPOPHIL Form 110

Intallecival Property Otlice of the Philippirned
2 Upper McKiniey Ra, Fart Bonllacio, tagulg City | 434 PH
® +43 (2) 72384300 | B ok ®ipaphil gov.ph

SUPPLEMENTAL SHEET

FERSONAL INFO

ORGANITATION INFO

Type Qindividual O Company/Cop. Qschon DGaveimean! | Role O Auokcan! Olnvenior OMoked O Designel O Aulhor
Name of Compaony / Corporation /| Governmen! Agency / School Entiry

(9] B b s [0 ) ey v -
Position [T

Omowe Ofemcie
Last Name First Name Middie Nome

Addreas (Compiete iheal ifo. vilage wbdiinon borangay

Towr / Cify Frovince / thite I Corle County of Nesciencs

Contact No. Emall Addres

PERSONAL INFO / ORGANIZIATION INFO
.M_OIIclm-lml O( .r"r'l.-u.:rl..r{','cﬂ: 0.'-. ol Ol.wﬁrﬂ‘m-l

Role O Avupscan! Dinvenior OMoked O Desigrer O Aulher

Name of Compony / Corporalion / Govemman! Agency / $chool Entiry

[«] P (o 110 T e —
Position fox

OMoe  ©Qfemae
Last Name Virst Name Middle Name
Address (Compiehs tves ] inhd, villoge. Wbk, Domngoy]
rr_l‘w- f Clity Frovance ) Sote T Corw Counky of Peugencs
Contact No. Emall Addresn Nationality

PERSONAL INFO

ORGANIIATION INFO

Type Qindvidual Q€ OMEany /Gy schaol Q Goveirmant Role Oﬂnp\‘. anl Qlrwenios  Q Makes O{'m!utm Q Auhx
Name ol Compony / Corporation | Govemmaen! Agency / School Enlity

O B s (o ] -
Pasllion lox

Omoe Olemas
Last Name Hrst Name Middle Name
Addiess (Compieh ives | . YO, Wb On, ooy
fown / City Hrovinee / Siote o Corm Cauniy o Nescoence
Contact No. Emall Addren Nationality

PERSONAL INFO

ORGANIIATION INFD

ype Qindwidual Q Comgany/Cap. O Schaal O Goverman! Role O Appican! Qinv ol OMorer O Cangne O AuIno
Name ol Compony / Corporafion /| Govemmaen! Agency / School Entity

o] T N = § e
Fosllion Sox

Omtcie  Ofarmcile
Last Name Hirst Name Middle Name
Addres (Compiehs ives! R YOQE. Wb, Doy
fown / Cliy Provings ) Shole I Cocle Cougibry of Mewdencs
Conlaci No. tmail Addies Notionailty

"o L L
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- FERSONAL INFO

ORGANIIATION INFO

fype Ondivdua O Company/Can Odchaa O Govmmment

Role O Apphean Olnvenicer OMaker © Caugne O Auligr
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IFQPHL Form 110

FERSONAL INFMO

ORGANI

IATION INFO
type Qundiviua O Corpany/Comp O Schan Q Coveument

Role O Aupicunl © wwenlod QO Mok O el

Name ol Company / Corpotalion / Govemmaenl Agency / School Entity

[ ] 15— Ca] [ [ p————
Position Sox

O Mole O Female
Last Name fust Name Middle Name
Addions (Complete |hewl i Boge LD Berangy)
Town 7 Uity Froviee [ State Mo oo ountry of Beucwnce
Contact No. Emall Addien Nalionality

- OA-II'\‘

FERSONAL INMO

ORGANI

IATION INTO
Type QOindividua O Campany/Com. O Schaol O Govrmen

Role O Avpicanl Qlvweniod QMoke O Designes O Authex

Name ol Company / Corpotation / Govemmaen! Agency / School Entity

[o] [ ire— Lo ]2 7 ([ p———
Position tox

O Mol OVwmcie
Last Name first Name Middie Name
Addirenn (Compiele Ihesl Mo «lage LUk 0. Beranoy
w4 Uity Fraviewm / Shate Hi Coce oty of Reucnce
Contact No. Imall Addies Nalionality

FERSONAL INFO

ORGANIZATION INFQ

Type O individug O Compuany/Coip. 0 Sohan ) Guvei i)

Role O Appicun! Qlnvenior O Mok O Csignes 0 Autlr

Name ol Compony / Corporafion / Govemmen! Agency / $chool Entity

© Iif s s Lo 1)) e pepes—pyre.
Position Sox

O mue  Oremaie
Lasl Name tirst Name Middle Name
Addieas |Complete el i vilage ubelilion Bomngory)
Fawr § Tty Fravinee / Shate i Code s onmivy of Beuchnce
Conlact No. Imall Addiess Nallonality

Name of Company / Corporafion / Govemmen! Agency / School £niity
e [+ L] QU iy s
Position Sox
Omae  Qremale
Layt Name Hust Name Middle Name
Addreas (Camplete (keel info vilkage bebviion boroy)
Towr / City Frovinca / Ikie TR iy oF Nesdence
Contact No. Imall Addiesn Nallonality
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IFOPHL Formm 100
e Inteliecival Property Office of the Phllippines P O ke (oY
= 3 28 Uppar McKiniay R, Fort Bonitagio, Toguig City | 634 PH
| 1 ™ 443 (2] 7238-4300 | B2 onkllipaphil gov.ph Appiic ation No.
- Date Recalved
- 1‘ PATENT APPLICATION REQUEST

Dale Malled
[ Direct CIPCT L Divisional Clw/ Claim of Priotity P3O / TS0 Code

NILE OF INVENTION

DIVISIONAL INFORMATION

Parent Application M Parent Apglicafion Fing Dote jvryyimmiod

FCTINFORMATION

nlainationol Appic aton Numiber Iinterra tional Fling Date pywvvrrmrmyda

Intarnational Putiicalion Numbe Infarnational Pubdcalion Dale |ywyykmm/sd

Priar Foragn Appiicotion Numtier /s Foralgn Filng Date fyvyy/mm/od) Countiy Ceililea Copy altachsdl
Ovei ON
0 s O My
O e O

T ) svienin iowd b, e i, IPCIPS Foerm (5 Tupplementol Pioly Forn
APPLICANT INFORMATION

Type of Applicanl O indwidunl O Comparny / Corparaton O lehoal O Cermmmant

=
it
=
== | Name ol Compony / Coporalion / Govemmanl Agancy / Schoal Enlity
| Ogig - . O tmoll o b i
E Position Sox
 p OMols  OQlwmdile
Lost Name Firnt Name Middle Name The Applicant s
-~ - s o Wovaridey
E Addietn (Cumpiete ihanl mfe. siboge UDUVILION DOy
Mwry / Oty Frowwe | Site i Code J unify of Kewcence
Contact No. Emall Address Nationality
—
P AL el dwwe Apcoed W varaoiney Thie caopdio card wilti ¢ rggwe  ar O M iCskdesld omgmen aenlclbva il ief ot e e e oF (me Chongens i he conkie
Last Name First Name Middie Name Seox
Or.un- OIrn---m-
Addions |Cumpiete ihee! @il cilloge ol By i DOrgry
rawn I Provinca { Shile M Cocle Fitry < Dasictis e @
Contact No. Emall Address Nationality
U A ] mEwkay . IO IV v O FRECTNe e TN OO 10 l ' mu..‘
RESIDENY AGENT / AUTHORIZED REPRESENTATIVE
Agent Number 2 oot Compony Name [ L e 3§ apps atie)
Fosition Sex
{! Mo Farrracyle
Lot Name First Name Middie Name

Addrent [Complem treal info, wiloge uDaviton, DORVQTY

fown 7 Cily Frownsca / Shole o Cooe Counly of Nesdernce

Contac! No. Emall Addiess Natlenality

Baaaei il oo (f O T 11 M R 1P 2T i 1710 ¥ T [P > £ Crw [ hanoe s )
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IPOPFHL Form 100

I'nis appleation cantaing the number of sheatfs This application as filed i accompaned by the lemi checked balow:,

1. Reques! snoaty | O Separate notarazsa power of anomey

2 Descriptior heals | O Caopy of general powet of aftormey

3 Claims sheoly | O Micdty gocumeant/s [see Priodly Claim|

4. Absiract shoals | D Desd of cssignment

5, Dreswingy/s eals | CCheques lor the payment of hees

& Sequence Lilling O Physical dalo canler conlaining Seguence Lisling in POF OCR
Qprint.aun snoaly | CStatement of complionce 1o requiements of Free and Priot
OEecironic copy (PDF) heals Informeda Consent &f Indigenaus Cultural Community

For PCT Applications

TOTAL @i __wheats | CJAmendmenty

O uraer PCT Aicle |9
D Undes PCT Articlo 34
O intermnational fearch Report
O intermotional Prabminory Examinatian
CPOA [ ARA
QPCT/IB0A, it applcoble

For Divisionol Applicolions
O Cerlitisd Wue copy of the poren! opplication. I applcabie

B Oner aocument/s [please spacily)

figure number of the drawing (i any] s suggesied to cccompany the apsiract for pubhcation
Total Number of Clalms

It the Application lor Patant is granied, Cedificale of Registration 1o ba
O fickup af IPOPHL  OMall to Applicont  OMail 1o Agent / Authorized Represenialive

Maliings may be subject 10 agditional maliing feas

Tha sublec! malter of the application conalils of, o mialed o biological maletiali and/or genalic rmwowces, [RA
10055: E0 247) OYes ONo
I yos, phecse spacity the nature and ource of arlgin of the blokagical matenials ond/or genshic resolrcey

The subiect matier of Ihe applicalion constils af, or raiate 10, roditlonal knaowledpe. (RA 10055) OYmi ONc
I you, plecie specily tha nature ond taurce of arigin of the tradilional knawladga

IFOFHL PRIVACY STATEMENT AS PER RA 10173 ALSOQ J AS "DATA PRIVACY ACT OF 20 AND SIGNATURE

O Agres  ODhogree | daciare ihat all the inlormation provided above

The subyect matter of the applicalion consists of, or 1elales to. Indigenous Knowledge Syslerm anag Practices. [RA
| G055; IPOPHILNCIP JLAO No. 1,2014) OYe: ONo
It yas, plecsa spacity tha nature and source of arigin of the ndigenows knawledge systams and proctices

ama hue and cotrec! to tha betl of my knawledge.

By licking the AGREE bax anad affixing my tignatuie 1o the nght. |
unaerstana hat | am giving content 1o the collechon. staroge,
thaving ond other naeceassary processing of the penonal
Information contained in 'his application. resly and voluntanly
1o he Inldlectuol Property Office af the Philippines (IPOPHL) and
Its pariners, in the axsicise of i1y mandate os he lead
govarmment agency for the pratechion of IF rights ana in
complignce with the provisiom of RA 10173, olio known ay, the SIGNATURE OVER PRINTED MAME
Data Privacy Act of 2012

N Jutvnaion of This Apgaic alion Ponm and Paymend o e Wng Peed oa sal e hal e QREIC 0N EROCwil i 0wty Somarle.  The O g Olion
PV DT S vl Uopees sl ORI Micky s ! OOVTONGY Sapmadrfig GO0 a1 1L S raeeimgd, L s Lhiagaes.  THR de OO ) subsey !
10 I S0 DROF 10 1 UDICONON DICrDect ¥ ony. ¢ (e W Coom and INemoiOonot Meatiey 1D wieh Me FRROOME | L0 BEn0tory. AN SD0SCONN hos
DO O SOt o] Ofdy LDOA COMEMOoN of il OQed ONKT FeGuMeEiL Na awnent of of reaured beed

Mher cacpames 1fhius o) (hersey Tourens Wl Dar wasecd Fon pandinng rnodin e cvad oo v Cuisen Taeg wlllh @A

Oy e (O o A - FCFm 8 o 1=, - ' - r o
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IPOPHL Form 400

Addiest (Complele 1heel info

viloge. wibakvikon. borangun ]

— intelleciual Propenty Office of the Philippines Tor IFCIPHL wu oy
- ‘\ 28 Upper MEKinltsy B, Fort Bonitacia, Taguig City 1634 PH
215 m +43 (7] 7238.4300 | 5 asllipaphilgov.ph Applicaton No.
{r:.é TRADEMARK APPLICATION Date Malled
IPSO / I130 Code
el TRADEMARK INFORMATION
= Title of the Mark
! Claim of Colot/y
Tramlation / Tramiteralion
Disclaimer
— Type
[ — Q Word Mok O Rgurative Mok Q FNourative w/ Woed Mok
lg Tteees i e 1 ory Callat e Motk
I
| Mior Formgn Appkcaion Number/s Foreign Fling Dae [yyyy/mm/ad) Cauntry
| —
!'_' APPLIC I ATIC
!!u of lnnkﬂﬂl O individial O Compony / Corparafion O Schotl O Govel renen!
| Name of Company / Corporation | Gov | Agency / School Enfity
Oy - PR o 1 VUL PR e rp—
= Position Sox
= O.F.'l-hu Oi'nmiN"
E Loyt Name First Name Middie Nome
_
|
—_—

RESIDENT AGENT
Agent Numbaer (/o ovotie

AUTHORIZED REPRESENTATIVE

fown J City Frovince / 1iole ™ L outthy of Fesclencs
Contact No. Email Addren Nalionality

* Al iwon) e ACECon! i inoviony Ihe GDOACOnt with A0 OOV o UL INoed redws bl albes muil o e office of 0w Chonge » Ie confoct
P Py 13 gacid | s SO Oy e OLe Lie IR Foes |

Compony Name The kaw i, # oppécobive)

P Sox
Omage Olemom
Losl Name fint Name Middie Name
Addren (Camgiete iveel bt vilage mitsdeelion. Borongory
fown J Cily Mrovnce f 2o N Cooe Wiy of Rendence
Comntac! No. Emall Address Nottonality

G0y | Uke ocdionol ihee! /s I nece swory




Q001 PR U0 (0 T

Punvant to Jection 124 2 and Sechon 145 of LA EI7] and e Nodemark Beguiohon:

QAges Oluages

By fChing e AGRED Das ond 0sng my SQnalum B0 Ihe SgM |
UNGatang Mt | O g CONnMd A0 e ColecSon JAoroQe
Ancping and ot necetyy procoming of e perone
infermahon contaned I Ik opgicakor. heey and oMo
ey M Wiisiachay Nope Ty OMcn of e Pdoeensy (SCPHL ang
ity perirawy 1 N awmerfed O Iy oG e gy e o)

Q0 v Y
COmMplame s «fh T provssorn oF BA 10071 oD g s e
Oohes Pwocy ACY oF 2012
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IPOPrML Farm 400

Thet ppRcOn o e regar ot 1ol tee DRCLARATION OF ACTRAL USE (DAV) of To murt = o vidence bo ot
altec! oy prescriied Dy e Feguactors witten ®yew Y| v bom he g gote of opoecution Diterwas he
appeaten e Do RIFYIED o e man inct Do TRROVED o e Pegiior Dy e Drecior

A corficOte Of IeQaRahcn Tl e # trce 107 ton | 1] veor crovded Mt the regaon! tholl e ¢ DAN o
it affect or ihal 1how volks recporm borpecd On e asitenc 9 of ofiociel X0 W vl N crecTrbed] Dy the
Baguiatcont withe ore | ot B te AW (LT rrrearnyy oF e o be of rpibution, ofireraise e Mo
! e REMOVED ko he Kogster Oy e OMce

A Ranewd DAY mut! Do Ned witin One ||| vee o 11 S0te Of enew Of ITe MgINNhon. OMerale. Ne
Mt WOl e ey 2 o B Beghier

M P Aot ravded Qlove
) Iha Dol of my dnowied Qe

agency lor tha prolechon of IF ight arvdd i
POAATURT OvIN P TED MasE

L B - /TR Aggials S e et B e F e ey Peen e w0 e Pl [ IR W g i Ty o T
g e @y e g 0 B e A R et vy et ol g g —— - - P - i Pa—— e g A
o p I ] o e ety el D ] L ey e e e Oy S e W e
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Republic of the Phil) #28 Upper MoKiniey A4 . Fort Bomslaco

" mmnnp-t?:ﬂ;ommwm "‘.:,:,;',‘,’,',;‘,‘,’?.‘;

.. Bureau of Copyright and Related Rights S S
| BcAR FoRm 2025-2

Supplemental Form

for Additional Author/Creator/Copyright Owner/Licensee/Mortgagee

1. This form must ba used for a single copyright work only with more than one author, copyTight owne, bcanses of
2. Put (N/A) in the fislds which are not applicable  For fiekis with boxes. use a checkmark () o choose the applicable box
3 Use additional BCRA FORM 2025-2 s needed

i hrtes (RN Parin appesnng i IPOPW S Copwighl Seeh

| | [ ) oot name [0 Aoy [7] ooy (raans s Pumadanym b 1SN Humber |
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IPOPHL Form 200

CHECKLIST

Thia ppplcation confaing the number of sheels: this opplicafion o liled is occomponied by Ihe lerm checked balow;

I. Reques| sheels | Cseparatle nolarzed power ol allomey

2. Description sheats | OCopy of general power of altorney

3, Claims sheels | Ofilarity document/s [see Pricedty Claim|

4. Atstract sheels | ODeed of asignment

5. Drawing/s sheats | O Cheques for the payment of loes

6. Sequence Listings: DOPhysical data carrier containing Sequence Listing in PDF OCR
Crdnt-aut sheels | OStatement of compliance 1o requirements of Free and Prior
QElectronic copy (POF) shealy Informed Consant of indigenous Cultural Community

For PCT Applications

TOTAL 0 sheols | DAmendments

Cunder PCT Article 19

Ounder PCT Arficle 34
Ointernational Search Report
Dinternational Preliminary Examination
CPOA 7 ARA
OrC1/iB/304, it apphcabie

For Divisional Applications
QCeritied true copy of the parent application, If applicable

O Oher document/s (please specity)

Figure number of the drawing (It any) is suggested ta occompany the abstroc! for publicalion,
Total Number of Claims

It the Application lor Ullity Madel is granted, Ceflificale of Regisiration 1o be;
OPickup af IPOPHL  OMall to Applicant O Mail to Agent / Autherized Representalive

ADDIMONAL INFORMATION

|.  The subjec! malier of the applicalion consists of, or relates to, biological malterials and/or genelic resources, (RA
10055: ED 247) OYes ONo
It yos, please specily tha nature and source ol arigin of the biological materials and/or genelic resources

2. The subject matter of the opplication consists of, or relales to, fraditional knowledge. (RA 10055] OYes ONo
It yos, please specily the nature and source of origin of the traditional knowledge

3. The subject matter of the application consists of, o relates to, Indigenous Knowledge Systems and Practices, (RA
10055; IPOPMIL-NCIP JAO.No, 1,2014) OYes ONo
If yas. pleose specify the nalure and source of orgin of the indigenous knowledge systems and proctices,

IFOPHL PRIVACY STATEMENT AS PER RA 10173 ALSO KNOWN AS "DATA PRIVACY ACT OF 2012" AND SIGNATURE

OAgree ODisogree | declare ihat all the infarmation provided abave

By ticking the AGREE bax and alfixing my signature to the right, | ore irue and camec to Ihe best of my knowledge.

underntand thal | om giving consent 10 the collection, storoge.
sharing ond other necessary processing of the personal
informatian contained in this application, frealy and voluniarily,
to the Inteliectual Property Office ol the Philippines (IPOPHL) ond
its pariners, in the exercise of ity mandate os the lead
governmen! agency lor the prateciion of IP rights and in
campliance with tha pravisions of RA 10173, also knoawn as, the B SIC-N-MURE OVE'Fi PIRHHIED HAMF.”
Dato Privacy Act of 2012

MNOTE Sutrmason of tha Appicalion Farm and Payment of the ing Feea 0o nol mean thol The appication procen h aready compisle. The appilic afion
review proCel Nyoives weverol ihagel ond INOPHL may equel! ooNsona wppRoing documenty o neaced, dwing woid iages. This oppscation i iubjec!
ha he DenGd) poicd 10 he publc alon piscnbed. f ony, in The ' Cooe ond nlemationol Featwd 10 whiCh he FRapdine s I o sgnaton:. An apge ollon tholl
e Qeemed compleled Ondy upon complelon Of O oged and regumenty. and paymen! of of mogured heel

he aadreds stated in ihese fomms shall De Lued for senaing NOKC e and orden in coses Med wih LA

FOMN P JO0 UMy Myt Bagh ot Basy | POV W O X 14 G C et (st ey Page 2003
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IPOPHL Form 200

—0 Intelleciuval Propetty Office of the Philippines Fer IPCIPML uts Cndy
A 28 Upper McKinley Rd, Fort Bonifacio, Taguig City 1434 PH
\ ™ +43 (2] 7238-6300 | (=) osk@ipophil.gov.ph Appiicalion No.
Dale Recelved
UTILITY MODEL REGISTRATION REQUEST
Date Mailed

[l oirect [EIPCT  [ODivisional [Cw/ Claim of Priority 1PSO / ITSO Code

TTLE OF UTILITY MODEL

DIVISIONAL INFORMATION
Paren! Application No Paren! Application Filing Date (yyyy/mm/dd|

PCT INFORMATION
International Application Numbear international Filing Dale (yyyy/mm/de)

Intarnational Publicalion Humber intarnational Publication Dale jyyyy/mmiad)

[LT0NY 17 ACDTNTORTTT TRT AUARTMD YTy [Nl TR I

Pricr Foreign Application Numbes /s Faraign Filing Dale (ywyy/mmjaal Country Certiieg Copy attoched?
OYms Oh
'
O OMNo
| QOYss OMNo

Ter el Prne (fenly CIERrms) FReon ULe (RCIPSe frgmn 17 Supplementol Pricrity Form

APPLICANT INFORMATION )
Type of Applicant QO individual  Q Company / Copatation  Q Schoo O Gaverrmen!

" Name ol Company / Corporafion /| Govemmenl Agency / School gmty o
I g " b e Smol " R T
| Position Sex
OMata O lemole
Lagt Name First Name Middie Name The Applicant ls

Blaho the Mok

Addren (Complete 1ireal info, vilage, wbdkvition, borangay)

fawn / City Province / Shole Lip Code Country af Rescence

Contact No., Emall Address Natlonality

Al ! ONE ADYWNICON W MOy | The ODOBCant with 7

nfommoton | 10 ood move aopicants, Dheaie ule FOPML Foin

agen! of ouNoed repmiantaliyd mull Ao e office of any Changel N e contac!

Last Name Middle Name Sox

O Mals O lermale

Addren [Complete 1vee! mfa, vilage, ubcviion, bBarangay)

fown / City Pravince [/ Siole Jp Code Country of Rescence

Contact No. Emall Address Nationality

* Al MeCil! O

MORB () mandatory | 1o ookt mone mokery, it

ive, POPYIL Foem 110 pplemental hes!

RESIDENT AGENT / AUTHORIZED REPRESENTATIVE
Agenl Number (1 aveilabile) Company Name [1he low fim, i appicable)
Position Sex
OMale  QFemole
Last Name First Name Middie Name

Address (Compiote ives! hla, vikage, ubckviion. bBarangay)

Town / City Province / Siale o Code Country of Rewgence
Contacl No. Emall Address Nationality
Ageit JutNovized) Fegw@as i alve musl) ydorm e GHiCs oF oy Chogei v ine ntoc ! e
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IPOPHL Form 200

CHECKLIST

Thia ppplcation confaing the number of sheels: this opplicafion o liled is occomponied by Ihe lerm checked balow;

I. Reques| sheels | Cseparatle nolarzed power ol allomey

2. Description sheats | OCopy of general power of altorney

3, Claims sheels | Ofilarity document/s [see Pricedty Claim|

4. Atstract sheels | ODeed of asignment

5. Drawing/s sheats | O Cheques for the payment of loes

6. Sequence Listings: DOPhysical data carrier containing Sequence Listing in PDF OCR
Crdnt-aut sheels | OStatement of compliance 1o requirements of Free and Prior
QElectronic copy (POF) shealy Informed Consant of indigenous Cultural Community

For PCT Applications

TOTAL 0 sheols | DAmendments

Cunder PCT Article 19

Ounder PCT Arficle 34
Ointernational Search Report
Dinternational Preliminary Examination
CPOA 7 ARA
OrC1/iB/304, it apphcabie

For Divisional Applications
QCeritied true copy of the parent application, If applicable

O Oher document/s (please specity)

Figure number of the drawing (It any) is suggested ta occompany the abstroc! for publicalion,
Total Number of Claims

It the Application lor Ullity Madel is granted, Ceflificale of Regisiration 1o be;
OPickup af IPOPHL  OMall to Applicant O Mail to Agent / Autherized Representalive

ADDIMONAL INFORMATION

|.  The subjec! malier of the applicalion consists of, or relates to, biological malterials and/or genelic resources, (RA
10055: ED 247) OYes ONo
It yos, please specily tha nature and source ol arigin of the biological materials and/or genelic resources

2. The subject matter of the opplication consists of, or relales to, fraditional knowledge. (RA 10055] OYes ONo
It yos, please specily the nature and source of origin of the traditional knowledge

3. The subject matter of the application consists of, o relates to, Indigenous Knowledge Systems and Practices, (RA
10055; IPOPMIL-NCIP JAO.No, 1,2014) OYes ONo
If yas. pleose specify the nalure and source of orgin of the indigenous knowledge systems and proctices,

IFOPHL PRIVACY STATEMENT AS PER RA 10173 ALSO KNOWN AS "DATA PRIVACY ACT OF 2012" AND SIGNATURE

OAgree ODisogree | declare ihat all the infarmation provided abave

By ticking the AGREE bax and alfixing my signature to the right, | ore irue and camec to Ihe best of my knowledge.

underntand thal | om giving consent 10 the collection, storoge.
sharing ond other necessary processing of the personal
informatian contained in this application, frealy and voluniarily,
to the Inteliectual Property Office ol the Philippines (IPOPHL) ond
its pariners, in the exercise of ity mandate os the lead
governmen! agency lor the prateciion of IP rights and in
campliance with tha pravisions of RA 10173, also knoawn as, the B SIC-N-MURE OVE'Fi PIRHHIED HAMF.”
Dato Privacy Act of 2012

MNOTE Sutrmason of tha Appicalion Farm and Payment of the ing Feea 0o nol mean thol The appication procen h aready compisle. The appilic afion
review proCel Nyoives weverol ihagel ond INOPHL may equel! ooNsona wppRoing documenty o neaced, dwing woid iages. This oppscation i iubjec!
ha he DenGd) poicd 10 he publc alon piscnbed. f ony, in The ' Cooe ond nlemationol Featwd 10 whiCh he FRapdine s I o sgnaton:. An apge ollon tholl
e Qeemed compleled Ondy upon complelon Of O oged and regumenty. and paymen! of of mogured heel

he aadreds stated in ihese fomms shall De Lued for senaing NOKC e and orden in coses Med wih LA

FOMN P JO0 UMy Myt Bagh ot Basy | POV W O X 14 G C et (st ey Page 2003
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o S500 v
Date FHEEHEHHAEE | HHHRHHEEE | HEHEHEREE | R | RN | TR | TR | SRR | TR | PR | R | SRR | R
Day Thursday Monday Tuesday | Thursday | Monday Tuesday | Thursday | Monday Tuesday | Thursday | Monday Tuesday | Thursday
Theme | Trick or Taro Spooky Halloween Horror Monday Limited |Engagemen Cozy Product Halloween | Spooky Promo Halloween
Graphic Halloween | product Photo| Promo Snack Meme Graphic | Interactive | Theme Product Graphic _|Halloween Poster Graphic
Link
Caption “Trick or “Start your | “Buy2Taro | “Perfect “October “Limited “Tag your “Rainy Verde = “Halloween |“Scary movie| “Flash promo} October sweeter with Tar
Hashtags o] ck #Gabikery| Promo |#MovieNigh| avings d Deals Snack ked Countdown nday vings #Gabikery
Status
Date 01-Sep-26 03-Sep-26 07-Sep-26 08-Sep-26 10-Sep-26 14-Sep-26 15-Sep-26 17-Sep-26 21-Sep-26 22-Sep-26 24-Sep-26 28-Sep-26 29-Sep-26
Day Tuesday Thursday Monday Tuesday Thursday Monday Tuesday Thursday Monday Tuesday Thursday Monday Tuesday
Theme Hello Septembe Thursday Monday Texture Check Cravings Solved | Campus Favorite | Guess the Filling | Thursday Treat |Fresh Start Monday | Why choose Taro Merienda Time Support Local Ending
Link
Caption New month, | Yourthursday | Fuel your Soft, Creamy and One bread is Perfect for busy Can you guess gl bite, big satisfac| Start your week Unique, Creamy, | Perect for Thank you Ending the
Hashtags | #SeptemberFe | #SnackMood |#MondayBoo| #TextureCheck | #CravingsSolved | #CampusSnack | #CreamySurprise |ursdayTreat #GabikFreshStart #TaroVerd #WhyChooseUs | #MeriendaTi |#Supportloca| #GoodbyeSe
Status Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning
| — o
s . evew 1 wowsber 9, 2026 |December 1
A B C D E F G H ] K L M N T B
ednesday Thursd
ey
Date | 03-Aug-26 04-Aug-26 06-Aug-26 10-Aug-26 11-Aug-26 13-Aug-26 17-Aug-26 18-Aug-26 20-Aug-25 WAz | 25Aug2 27-hug-26 31-Aug-26 Disyembren
Day Monday Tuesday Thursday Monday Tuesday Thursday Monday Tuesday Thursday Friday Tuesday Thursday Monday
Theme  jck to School Snd What makes Taro | Thursday Cravings |Monday Motivation Didyouknow? | BarkadaSnack Time fresh from the HeaverCreamy Filling Reveal| Study Break Treat | Green Monday| Made withTaro | Weekend is near | Thank you August
Graphic
thk sreadl
Caption Start the Not your ordinary | Onebiteandyour | A fresh week Taroislocally | MasMasarap kapag |Freshly Baked made [t outside, Creamy Inspke a Bite and recharg  Start your Turning local You made it Thank you forf E
Hashtags |#BackToSchool | #innovativeBread | #ThursdayCravings | #MondayMood #BarkadaSnack #freshlyBaked  feamyfFilling #BreadgcptudyBreak #TaroVerd#GreenMonday| #Locallnnovation | #WeekendTreat jupportlocal #Gabikery Planni
Status Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning
Date Posted
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November 18, 2026 | November 19, 2026

A B C D £ F G
Date | November 4, 2026| November 5, 2026 | November 6, 2026 | November 9, 2026 | November 10, 2026 | November 11, 2026| November 12, 2026 | November 13, 2026 November 16, 2026 November 17,2026
Day \Wednes day Thursday Friday Monday Tuesday Wednesday Thursday Friday Monday Tuesday Wednesday Thurs day
Theme | AlSours Day | ‘BreadLovers | ‘BreadLovers TaroVerde “Breaking Bread TaroVerde Lang | "A10SabiMo?  |'Masarap na Sama-sama” Kain sa TaroVer "Mainit Pa Bili Na* TaroVerde lang Malakas ' TaroVerde, Samahin
Graphic
Link
Caption
Hashtags| Return TaroVerde  {#Customeris Real|  #Take All s caring #Laban Tanggap namin #Masaya ang Lahat #Busog ang Sarap #Huwag iwanan
Status Planning Planning Planning Planning Planning Planning Planning Planning Planning Planning
Date
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FGEROOK . I
Date | Februaryt, | February2, |February3,2027|Februaryd, 2027 February5, 2027 | February§, 2025 | February 3, 2027 | February 10, 2027 | February 11, 2027 | Fehruary 12, 2027 | Fet
Day Monday Tugsday Wednesday Thursday Friday Monday Tuesday Wednesday Thursday Friday
Theme | 'Product  |'HeatthyBread" | ‘'Behindthe | "StudentSnack' | "FunFact' "Customer | "Affordable Snack” | "Product Benefts” |"Meetthe Team® | "Friday Promo”  |'Lo
Graphic | "Taro Verde | "Bread closed- | "Baking Process” | "Students eating | "Taro leaves and | photolreview’ | "Bread wih Price” | Graphics” "Team Photo” | "Proma Poster | 'L

fitps: . facebo faceboo
Ltk keom/neonle/Gahike ok.comipeople/Ga
iery/6157232872 | Kery/6157230972 |yl 1572328725579 | rf61572329725578 | pikery 615723207
5578/ 3578 ! / 25574/ 25579/ J 6157230875579 | 61572309725579) | G1571309725579) | 6

Caption | “Try the unique | "Made wihreal | 'Freshiy baked | 'Perfectsnack | 'Didyouknow | "Customerslove | "Affordable and |'Natural Inredients, "Meet the Gabikery |"Buy 2, get discount| 'S

Hashtags| #Gabikery | #tealtyBread | sGabikery #Gabikery | #Supporilocal | #TanVerde | #TaroVerde #Gahikery #Gabikery #Gabikery
Status | Schedued | Scheduled | TSchedued | TSchedued | TScheduled | TScheduled | TSchedued | TSchedued | TSchedued | T Schedued |
Date

FACEBOOK qd
Date | January 4, 2027 | January 5, 2027 | January 7,2027 | January 11,2027 | January 12, 2027 | January 14,2027 | January 18,2027 | January 19,2027
Day Monday Tuesday Thursday Monday Tuesday Thursday Monday Tuesday
Theme | Bagong Taon, | P10OffPromo |  Customer  |Monday Cravings| FBPromoPost | SnackBreak | NewWeek Promo | Student Snack
Graphic |New Year Pomat| Promo Poster | Relatable Graphic | Cravings Meme | Facebook Promo Poster Siudent Theme
Link
Caption | ‘Bagongtaon | “Startyourweek | ‘Amirinmo... hini| “Mondayfeels | “Folowouwr page | “Perfect srack for | “Newweek, new |"Affordable snack for
Hashtags #SnackTime #TaroBread #Followls #TaroVerde #0abikery #Gabikery
_‘December 16,2026 December 17,2026 | December 18, 2026 | December 21, 2026 | December 22, 2026 | Dec
Wednesday Thursday Friday Monday Tuesday )
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March 16, 2027 March 17,2027 March 18, 2027 March 19, 2027 Marc
Tuesday Wednesday Thursday Friday A
"Taro Facts" "Product Display" |"Student Life" "Friday Sale" "Prodt
"Taro Infographics” |"Bread Display" "Campus Setup" "Sale poster" "Prof
com/people/GabiKery/ | com/people/GabiKery/ | com/people/GabiKery/ | com/people/GabiKery/ | com/pe:
"Taroisrichin | "Freshand readyto | "Snack break made | "Special friday "Exp
#TaroVerde #TaroVerde #TaroVerde #TaroVerde #(

% Scheduied % Scheduled % Scheduled % Scheduied ¢

Date | March1,2027 | March2,2027 | March3.2027 | March4 2027 | March5,2027 | March8, 2027

Day Monday Tuesday Wednesday Thursday Friday Monday
Theme |"MarchWelcome" "Fresh "Product Story"  |"Studerts Favorite”|  "Promo Day' | "Women's Day"
Graphic | "Welcome |"Taro Ingredients”| "Product Photo” | "Student Buyer' | "Promo Poster" layoui"

Link | ook.com/people/Ga| https://wwiv.faceb | k.com/people/Gabi | k.com/people/Gabi |https://www.faceboo | hitps: fwww faceb |n
Caption | with Taro Verde" | "Made from fresh | "A bread inspired | "Studerts love pur day special “Celebrafing
fashtags| #WelcomeMarch #Freshngredierts| #TaoVerde | #TaroVerde |  #Gabikery #Gabikery

Status Shedued Scheded Schedued 7 Schedued | 7 Scheduled 7 Scheduled

Rada
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May 15, 2026 May 16, 2026 May 17, 2026 May 18, 2026 May 19, 2026 May 20, 2028
Saturday Sunday Monday Tuesday Wednesday Thursday
) Activity No Activity Behind Scenes | Customer Love No Activity Food Feature
- - Poster Poster - Poster
- hitps - samplelink.com
rscheduled post. |No scheduled post. |Grab exciting discoun Grab exciting discouiNo scheduled post. (Meet our hardworkinP
- - #PromoDeals #PromoDeals - #FoodLover
No Activity No Activity Scheduled Scheduled No Activity Scheduled

1-May-26| 02-May-26 03-May-26 May 4, 2026 May 5, 2026 May 6, 20
aturday|  Sunday Monday Tuesday Wednesday Thursday
No Mo Activity Snack Time Quick Tips No Activity Fresh Pic
. . Snack Time | Quick Tips Poster Fresh Pic

o . m/mayd
No | Noscheduled | Meetour |Seehowwemake| Noscheduled Enjoy ou
. . #FreshFood | #SupportLocal #5upporLe
No No Activity Sehaduled Crhad lad Ny & rtivity Qrhad o
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th real taro leaves & root

Good for you,

Narox

Solution

« Unique taro-based bread 4
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Taroy. . /
PP,

Target Market

e Students
* Faculties
* Staffs

r.1 S, o \—-—_I"" ,—_I:L—'—'—r-'\- {
i ;,"L" nesidents

Business Model

» Direct selling to customers (B2C)
* Target: students and bread Jovers
* Sell P25 per piece / 95 per pack
* Reasonable and student-friendly
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TARO VERDE
) sourcing ncrepienTs (] PREPARING & MIXING PRODI.E:TION PLAN
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Taro
vnerdg
=y
Funding Ask
Category Amount |
Start-Up Capital P8, 100
Contingency Buffer P1,o00
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