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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 traffic, such as school canteens and 

nearby communities. 
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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. 
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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 
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• 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 
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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. 
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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 

 

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. 
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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 
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is 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 

Key Partners 
- Local taro 
farmers 
- Ingredient 
suppliers 
 
 
 
 
 
 

Key Activities 
- Preparing taro 
ingredients 
- Baking bread 
- Packaging products 
- Selling and 
promotion 
 

Value Proposition 
- Unique and 
nutritious bread made 
from taro (gabi) 
- inspired product 
 

Customer 
Relationship 
- Friendly service 
- Students-friendly 
pricing 
- Feedback from 
customer 
 

Custome
Segment 

-​ St
-​  S
-​ Fa
-​ Lo

re
 

Key Resources 
- Taro leaves and taro 
root 
- Baking ingredients 
- Baking tools and 
equipment 
- Packaging materials 
 

Channel 
- School Canteen 
- Local Bakeries 
- Direct selling in 
school 
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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 

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

Activities 

Deliverable Owner Time 

Frame 

Success 

Metric 

Idea screening Discussed 

different 

product 

ideas and 

selected 

Taro Verde 

based on 

demand, 

affordability, 

and 

uniqueness 

Final 

chosen 

product 

idea (Taro 

Verde) 

All 

partners 

1 week Clear 

product 

idea agreed 

by the 

group 

Concept 

development and 

testing 

Developed 

the concept 

of 

Taro-flavore

d bread and 

gathered 

feedback 

from 

classmates 

and potential 

customers 

Product 

concept 

and initial 

feedback 

Marketing 

Head & 

General 

Manager 

1 week Positive 

feedback 

from at 

least 70% 

of 

respondent

s 

Prototype 

development 

Prepared 

sample 

batches of 

Taro Verde 

and tested 

different 

Initial 

product 

prototype 

Productio

n Manager 

& 

Operation 

Lead 

2 weeks Acceptable 

taste, 

texture, and 

appearance 
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recipes and 

appearance 

Testing and 

refinement 

1–2 weeks 

Improved 

the product 

based on 

feedback by 

adjusting 

ingredients, 

size, and 

presentation 

Final 

version of 

the product 

Productio

n Team & 

Quality 

Control 

1–2 

weeks 

Improved 

product 

quality and 

customer 

satisfaction 

Commercializatio

n readiness 

Prepared 

packaging, 

pricing, and 

selling 

strategy; 

ensured 

materials 

and process 

are ready for 

selling 

Ready-to-s

ell product 

with 

packaging 

General 

Manager 

& 

Marketing 

Head 

1 week Product 

ready for 

selling and 

display 

Post-launch 

evaluation 

Collected 

feedback 

from 

customers 

and 

monitored 

sales 

performance 

after selling 

Sales 

record and 

customer 

feedback 

report 

All 

partners 

Ongoing 

(after 

launch) 

Increase in 

sales and 

positive 

customer 

feedback 
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5.6 Packaging / Design 

 

 

 

 

 

 

 

 

 

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. 
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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 / 
Change 

 

Evidence / 
Source 

 

Opportunity 
or Threat 

 

Impact on Your 
Venture 

 

Strategic 
Response 
(What you 

will do) 
 

Time 
Horizo

n 
 

Political 
 

Government 
support for 

local 
agriculture 
and small 
businesses 

 

Local 
agriculture 

programs and 
small business 

support 
 

Opportunity 
 

Can help 
promote taro as 
a local product 

 

Support and 
promote 

local 
farmers and 

use local 
ingredients 

 

Long-te
rm 

 

Economic 
 

Rising food 
prices but 

strong 
demand for 
affordable 

snacks 
 

Increasing 
prices of 

ingredients 
 

Threat 
 

Production 
costs may 
increase 

 

Control 
costs and 
keep the 
product 

affordable 
for customer 

 

Short-te
rm 

 

Social 
 

Consumers 
are becoming 

more 
interested in 
healthy and 
local foods 

 

Trend toward 
healthier eating 

 

Opportunity 
 

Customers may 
prefer natural 
and nutritious 

bread 
 

Promote the 
nutritional 
benefits of 
Taro Verde 

 

Long-te
rm 

 

Technological 
 

Use of social 
media for 
marketing 
and small 

food 
businesses 

Social media 
platforms like 

Facebook, 
Instagram, and 

etc. 

Opportunity 
 

Easier and 
cheaper 

promotion 
 

Use social 
media to 
promote 

Taro Verde 

Short-te
rm 

 

Legal 
 

Food safety 
regulations 
and permits 
required for 

food 
businesses 

 

Food safety 
standards and 
local permits 

 

Threat 
 

Must follow 
food safety 

requirements 
 

Ensure 
proper food 
preparation 
and obtain 
permits if 

needed 
 

Long-te
rm 

 

Environmental 
 

Increasing 
awareness of 
sustainable 
and local 

ingredients 
 

Environmental 
awareness in 
communities 

 

Opportunity 
 

Using local 
taro reduces 

transportation 
and supports 
sustainability 

 

Use local 
taro and 

eco-friendly 
packaging if 

possible 
 

Long-te
rm 
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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: 

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

Psychographic Segmentation 



24 
 

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) 

●​ 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) 
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●​ 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) 

●​ 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, 

wide variety 

Limited to 

common 

flavors 

₱10–₱30 Established 

Sari-sari Stores Affordable, 

highly 

accessible 

Limited 

variety, not 

specialized 

₱5–₱15 Budget-friendly 

Online Sellers Convenient, 

trendy 

offerings 

Higher prices, 

delivery fees 

₱20–₱60 Modern/Online 

Market 
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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 

●​ Unique taro-based product 

●​ Innovative use of ingredients 

●​ Affordable pricing 

●​ Limited capital 

●​ New in the market 

●​ Limited production capacity 
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Opportunities Threats 

●​ Growing demand for unique 

snacks  

●​ Expansion through social media 

●​ Product innovation opportunities 

●​ Strong competition 

●​ Changing customer preferences 

●​ Price competition 

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 

 

 

 

 

 

​  
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11.3 Key Personnel  

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 

Sales  

Monthly Sales  Annual 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 

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 Monthly Amount 

Revenue 900,000 

Total Cost 619,910 

Net Income 289,080 

Item Amount 

Marketing Materials 600 
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12.5 

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 

Permits 2,500 

Equipment 3,000 

Labor 2,000 

Total Fixed Cost 8,100 
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Supply chain 

disruption (Lack of 

Taro supply) 

Medium High Build relationships 

with multiple local 

taro suppliers and 

keep backup 

sources. 

Strong competition 

from existing bread 

products 

High Medium Differentiate 

product by 

highlighting unique 

taro flavor and 

health benefits. 

Regulatory changes 

(Permits issues) 

Low Medium Secure necessary 

permits and comply 

with food 

regulations. 

Increase in 

ingredients costs 

High Medium Control expenses, 

buy in bulk, and 

adjust pricing if 

needed. 

Food safety and 

quality 

Low High Follow proper food 

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.​ 10–20 B. 21–30 C. 31–70  
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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 
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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 
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                                             Startup Pitch Deck  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                   Description                        Amount  
                   Total cost                        1,884 
                   Total sales              1,250 
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