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Medical Disclaimer
The Low Carb Food Company Limited does not offer medical advice and nothing in this document
whatsoever is to be construed as such. The company offers a service to those following, or considering
following, a restricted carbohydrate diet in the form of information, goods and services. Any person
contemplating a change in their dietary regime or lifestyle should consult their Doctor or other qualified
Health Practitioner before making any such changes.

Risk Disclosure
The shares you are considering buying are to be issued by an unlisted company which has no trading
history. Please do not invest any more than you can afford to lose. Please be aware that the value of
shares and investments and the income derived from them can go down as well as up.

Legal Notice
This investment memorandum is prepared solely for the purpose of raising capital and is a confidential
document. This investment may not be suitable for all recipients and so before making a decision,
prospective investors are advised to consult with specialist professional advisers.
The content of this document has not been approved by an authorised person within the meaning of the
Financial Services and Market Act 2000.
This document contains forward-looking statements, including without limitation the words “believes”,
“anticipates”, “expects” and similar expressions. Such forward-looking statements involve known and
unknown risks, uncertainties and other factors which may cause the actual results, finance condition,
performance or achievements of the Company, or industry results, to be materially different from any
future results, performance or achievements, expressed or otherwise by such forward looking statements.
Given these uncertainties, the reader is cautioned not to place any undue reliance on such
forward-looking statements. Neither the Directors nor the Company undertake any obligation to update
the investment memorandum whether as a result of new information or otherwise.
This memorandum is exempt from the general restriction in section 21 of the Financial Services and
Markets Act 2000 on the communication of invitations or inducements to engage in investment activity on
the grounds that it is made to Certified High Net Worth Individuals or Sophisticated Investors only.
A Certified High Net Worth Individual is defined by the Financial Services and Markets Act 2000
(Financial Promotions) Order 2005 as an individual who:
1. has signed within the period of 12 months ending with the date on which the communication is
made a statement pursuant to section 48(2) of the Financial Promotions (Order) 2005); and
2. has:
a. had during the financial year immediately preceding the date on which the certificate is
signed, an annual income to the value of £100,000 or more; or
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b. held, throughout the financial year immediately preceding the date on which the
certificate is signed, net assets to the value of £250,000 or more. Net assets for this
purpose do not include:
i.

the property which is such persons primary residence or any loan secured on
that residence; or

ii.

any rights under a qualifying contract of insurance within the meaning of the
Financial Services and Markets Act 2000 (Regulated Activities) Order 2001; or

iii.

any benefits (in the form of pensions or otherwise) which are payable on the
termination of service or on death or retirement and to which such person is (or
his/her dependents) are, or may be, entitled.

Any prospective investor should consider carefully whether an investment in the Company is suitable for
themselves in the light of personal circumstances.
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Executive Summary
Mission Statement
We want to make it easier for people to adopt a low-carb lifestyle; curbing the effects of diabetes and
minimising the need for medication, enabling weight loss without feeling hungry, and promoting general
good health with low-carb staple foods.

Vision
Building upon first-hand experience of successfully implementing a low-carb lifestyle to combat type 2
diabetes, The Low-Carb Food Company aims to become a thriving online marketplace; a trustworthy
source of products, knowledge, recipes, services and ingredients for anyone interested in reaping the
benefits of a low-carb lifestyle.
We will build up a following of loyal customers to support their low-carb lifestyle for the long term. The
low-carb lifestyle has been proven to be very effective at bringing diabetes and other chronic conditions
into remission, aiding significant and sustainable weight loss and restoring good health and vitality.
However, the lifestyle needs to be maintained to ensure the continuing benefits. The Low Carb Food
Company seeks to help people with the practicalities of adopting and maintaining their life-changing
regime.

Background
In 2009, Eryl Vaughan was diagnosed with type 2 diabetes and set about to restrict his diet and to cut out
all consumption of sugar. Having a family history of diabetes, including the early death of his father, he
was motivated to make an effort, and even with a very busy lifestyle, was able to lose five stone in body
weight over the following six years. Unfortunately, this did nothing to mitigate the development of the
disease and he reached a crisis point in December 2015 when he became seriously debilitated and was
no longer able to work.
With the help of his GP, a diabetes specialist and an NHS nutritionist, it became clear that he had made a
simple error regarding the nature of food—all carbohydrates metabolise into glucose in the blood. In order
to avoid sugar, he had increased his consumption of pasta, rice, bread and potatoes and this had actually
raised his HbA1c (which is an indication of historical glucose levels in the blood) to a dangerous level of
over 90 mmol/mol (normal is below 42). The advice was to cut down on all carbohydrates, which he did
straight away. Further research, led him to a low-carb high-fat diet (LCHF). The overall result was to
reduce his HbA1c to 42 within 18 months and to give him a new lease of life.
Continuing on his path of discovery, in June 2017, he attended The Public Health Collaboration (PHC)
Annual Conference and gained further insight into the detrimental effects of sugar and carbohydrates in
our diet and that restricting carbohydrates was part of a much larger movement for lifestyle medicine.The
PHC healthy eating guidelines and weight loss advice for the United Kingdom recommend that
carbohydrates should be from real foods with a carbohydrate-density of less than 25% (i.e. less than 25g
carbs per 100g of food). For weight loss, it recommends less than a total of 130g carbs per day, including
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30g of fibre. It even suggests an option of a very-low-carb diet of less than 50g carbs per day. He became
convinced that this would become a major issue for food policy of the future and that the subsequent
change in emphasis from carbohydrates to healthy fats in our diets would offer some major opportunities
for food producers in due course.
Eryl also found that he was not alone in experiencing the significant practical issues which made it hard to
follow the LCHF lifestyle sustainably. For instance, lack of ability or time to cook or not able to give up
bread or other typical foods which are high carb. He then came across a low-carb high-fibre flour which
meant he could again eat bread. More than that, he was also able to eat pizza and cake with minimal
changes to his postprandial blood sugar levels.
The fundamental vision of The Low-Carb Food Company (TLCFC) was born.

Business Model
TLCFC will operate online through a website with distribution of products direct to customers via next day
courier throughout the UK. This direct sales model will ensure that the business is cash-positive. Not only
will working capital requirements be funded from cash flow as we grow, but the business will also be
building up recurring revenue and value from a loyal base of customers, who know they need to maintain
the low-carb lifestyle in order to keep well.

Products and Services
Our key focus during the initial phase is to establish a core product range, comprising baked goods, full
fat meat and low carb ready meals, that will provide customers with enough choice through a one-stop
online shop to allow them to follow a LCHF diet “on the go”. The range will then be expanded and refined,
driven by customer feedback and expert nutritional and medical advice.

Baked Goods
Our baked goods are based on a specially developed low-carb, high-fibre flour. By substituting harmful
high-glycemic carbohydrates with fibre, we accomplish two interrelated health goals: making a significant
reduction in carbs (to less than 10%) and increasing fibre, which is remarkably beneficial but chronically
deficient in the Western diet. As a comparison, typical “low-carb” breads such as “Hi-Lo Bread” currently
available in UK supermarkets contain around 15% carbs.
The low-carb, high-fibre flour contains nine different sources of fibre (40% fibre in total), protein and
phytonutrients (including lignans, beta-glucans and polyphenols) but only 16% starches. In contrast,
whole-wheat flour comprises around only 10% fibre but 70+% high-glycemic carbs. Whilst low-carb,
high-fibre flour is not unique, it and products like it, are rare. We intend to take advantage of being an
early-market entrant.
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Full-Fat Meat and Meat Products
Working with farmers and butchers producing full-fat meat, meat products and utilising traditional breeds
of free-range sheep, cattle, pigs and poultry, we will supply customers directly with nutritious meat
produced by age-old, non-intensive methods.

Low-Carb Ready Meals
Understanding the need for utility and convenience, we will work with relevant suppliers to provide a wide
range of high-quality, low-carb ready meals containing less than 25g of carbs per serving.

Services
We will also support our customers with relevant services to help them on their journey to a sustainable
low-carb lifestyle, and to maintain it, covering aspects such as:
●

The science: books, websites, videos and lectures and conferences providing wider knowledge
about diabetes, the low-carb lifestyle and related areas

●

LCHF food: books, websites, recipes, videos, courses, lectures, conferences and support groups

●

Lifestyle: exercise, sport and movement

●

Customer services and helpdesk: information about all the above

Market
Metabolic disease (diabetes and obesity) is a major—and growing—problem in the UK and across the
world. In the UK, the treatment of diabetes and its complications already accounts for 10% of the annual
NHS budget and is set to increase dramatically as the disease progresses within the general population.
In total, an estimated £14 billion is spent every year on treating diabetes and its complications.
Our overall target market is people in the UK who would benefit from the LCHF approach:
●

People with, or at risk of, diabetes (3.7m currently diagnosed, forecast to be 5m by 2025;
7m–12.3m “at risk”). 90% of diabetics are type 2.

●

People with a BMI (Body Mass Index) greater than 25 (66.7% of UK population: 44m).

●

People who are conscious of the wider health benefits of limiting carbohydrate intake.

To start with, we will focus on those who are already aware of the benefits of LCHF and are part of
existing online communities, patient support groups and weight loss networks.

Competition
There are a limited number of players already active in the low-carb marketplace. Relevant ones for
baked goods are Lo-Dough Ltd, which supplies dough for pizza bases and wraps, operating online only,
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and CarbZone (Swedish-based company), selling bread, tortilla and pasta products direct, also through
others including Amazon, Morrisons and Ketosource. TLCFC products will be premium priced, but
offering superior value and quality to these existing products.
There are websites supplying information and advice, such as dietdoctor.com and diabetes.co.uk, but
they do not sell any food products.
There is currently no company that we’re aware of providing practical support to people wanting to follow
the low-carb lifestyle.

Route to Market
LCHF lifestyles have emerged and gained popularity around the world in recent years mainly due to
disparate individuals sharing their knowledge and experience online. As a consequence, adherents of this
new way of thinking are almost all engaging with websites and social media profiles that reflect their
common interest. As such, they form an easily-contactable market base that will become the basis of our
online marketing operations.
Our digital marketing campaign will use social media platforms to promote our website and to make initial
contact with individuals, medical practitioners and support groups to introduce them to our products and
services. A network of commissioned sales agents will support the sales effort throughout the UK and
referral commissions and incentives will be in place. All sales and administration will be automated via our
website and back office functions.
In parallel, we will work with existing diabetes support groups, weight loss groups and self help groups
and encourage the formation of new groups to build our customer base. We will be available to address
group meetings and organise tasting sessions.
TLCFC will focus on establishing recurring revenue in the form of repeat orders from a loyal customer
base and regular subscriptions.

Qualitative Market Research
Events such as the Public Health Collaboration Conferences, the Eisteddfod and Lifestyle Medicine
Conferences have been used in parallel with social media (Twitter and Facebook) to build contacts and
get feedback on samples when possible.
For instance, the Lifestyle Medicine Conference at Leeds Trinity University (2018) was attended by over
200 doctors. We had giveaway samples which included bread, cookies, ‘bara brith’, pitta bread and
biscuits and we were very busy during breaks in the conference programme. 55 people took our leaflet,
23 filled in contact forms and nine expressed an interest in our share issue.
Most recently, we had a large stand at Real Food Rocks food festival. The total attendance at the event
was estimated at around 350, and we gave samples of our ready-made curries to 321 people. Of 172
completed questionnaires, 33 people expressed an interest in the share offer, 12 in group referral
schemes and nine in becoming sales agents. We also made contact with 24 support groups based all
around the UK and Ireland. We had universally positive feedback on our baked goods and sold over 50kg
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of bread on the day with retail pricing based on £1 per 100g of bread. We subsequently had a number of
positive posts on social media.

Our stand at the Real Food Rocks food festival in July 2019

The Team
John Gardner Chairman and Finance Director
Until recently a partner in one of the largest accountancy practices in North Wales. He built a strong
reputation working closely with clients to help develop their businesses. John was regularly involved
with clients in business expansion plans and the acquisition and disposal of businesses. Over recent
years, he was involved in corporate transactions worth in excess of £32 million.

Eryl Vaughan Managing Director and Sales Director (North UK)
After an early career in sales, successfully built significant ventures in telecoms, renewables and charity
fundraising. Diagnosed with type 2 diabetes and has first-hand experience of dealing with the disease
with a low-carb lifestyle.

Hilary Briggs Operations Director and Sales Director (South UK)
Initial career in the auto industry, followed by scaling SMEs with many entrepreneurs, including leading
a company through a successful sale and growth phase. Experienced communicator and leader of
voluntary groups in Toastmasters International.
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Gruff Vaughan Digital Marketing Director
Managing Director of Storm And Shelter Ltd, and has 15 years of experience in digital marketing,
commercial media production, web development, graphic design and copywriting.

Massimo Bishop-Scotti Product Development Director
Massimo is an award-winning Chef, expert developer of new food products and a specialist in baked
goods, gluten-free products and desserts. Head of Production and Innovation at Prima Foods UK
Limited.

The Investment
The share offer is made in accordance with Enterprise Investment Scheme (EIS), which offers up-front
and longer-term tax incentives to investors in qualifying companies. EIS facilitates a 30% tax refund on
your investment and offers full capital gains tax relief on exit at the end of a qualifying period.
We are in the process of obtaining advance assurance by HMRC for this investment opportunity.
Target fund raise

£250,000

Percentage of equity for sale

25%

Number of shares for sale

250,000

Price per share

£1

Class of shares

Ordinary

Minimum investment

£1,000

EIS relief (30% income tax relief)

Eligible

The Investment Objective
The aim of the Company following this fundraising will be to generate annual turnover of £20m with an
EBITDA of £2m in the 5th year following the investment. The funding will enable the Company to:
●

Fully develop its website

●

Establish packaging and distribution centre

●

To develop strong supplier relationships

●

To create and develop a community for site users not just through online participation but through
the physical presence at interest groups across the UK to offer peer support to those who have
chosen to follow a low-carb lifestyle.
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Financial Forecasts

Sales Volume

Year 1

Year 2

Year 3

Year 4

Year 5

No.

No.

No.

No.

No.

2,610

24,880

57,630

100,510

121,650

£

£

£

£

£

Total Turnover

921,957

4,246,553

8,478,626

14,108,114 19,707,904

Cost of Sales

753,489

3,356,542

6,591,405

10,815,306 14,862,216

Gross Profit

168,468

890,011

1,887,221

3,292,808

4,845,688

18%

21%

22%

23%

25%

Overheads

295,438

722,498

1,384,117

2,233,223

2,998,595

Operating Profit

-126,970

167,514

503,104

1,059,585

1,847,093

n/a

3.94%

5.93%

7.51%

9.37%

17,933

20,120

20,120

20,120

20,120

-109,036

187,634

523,224

1,079,705

1,867,213

%

%
Depreciation
EBITDA
EBITDA (% of Turnover)

n/a

4%

6%

8%

9%

EBITDA (% of Gross Profit)

n/a

21%

28%

33%

39%
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Background
The Low-Carbohydrate High-Fat Diet
During Eryl’s path of discovery, he became aware of the low-carb high-fat (LCHF) diet. This was
prompted by seeing a BBC Wales documentary, Fats v Carbs, and correspondence with some of the
experts who contributed to the programme,
Over the last ten years, a number of clinicians, scientists and nutritionists have begun to question the
efficacy of medication to control blood glucose levels, and have been advocating the restriction of
carbohydrates in the diet as an alternative control method. All carbohydrates metabolise into glucose in
the blood. As Dr David Unwin asks in the book, Diabetes Unpacked, “If Type 2 Diabates is largely about
sugar, why should people with diabetes take in ‘concentrated sugar’ that is in starchy foods such as
bread, pasta or rice?”
The LCHF diet seriously reduces the amount of carbohydrate in the diet, typically by avoiding the
consumption of high glycemic index foods—mainly bread and baked products, sugar, rice, grains and
cereals, potatoes and starchy root vegetables. Adherents are also advised to avoid all processed foods
and to concentrate their inputs on healthy fats and protein.
The vanguard of the LCHF movement in the UK is the Public Health Collaboration (PHC), a charity
supported by clinicians, nurses, dietitians and LCHF enthusiasts. They have an annual conference which
is attended by several hundred delegates and viewed by tens of thousands of people live online. The
organisation’s Healthy Eating Guidelines is a full exposition of the benefits of a LCHF diet. The PHC is
supported by a number of businesses and institutions including Diabetes.co.uk, X-Pert Health and
Dietdoctor.com.
The challenge for those wanting to pursue a LCHF lifestyle is manifold, as carbohydrates and sugar are
the mainstay (47.4%) of all food consumed in the UK and to pursue the diet effectively requires learning
the basics about food and how to prepare it. In an era where there has been a huge increase in
dependence on high-carb, pre-prepared food and takeaway food, maintaining the LCHF diet in practice
means preparing everything from scratch in order to be certain of the contents. The absence of bread and
baked goods in LCHF is particularly challenging, as the dependence on the convenience of sandwiches is
ingrained into our food culture in the UK, as well as bread being a basic staple food.
As part of his research, Eryl discovered that some work had already been carried out to develop a
low-carb, high-fibre flour substitute with a low glycemic load, which has proven to be a versatile stand-in
for high-carb grains and whose products have a negligible effect on postprandial blood glucose levels.

A Simple Solution
The very promising results obtained by LCHF lifestyle changes in combating the complications of the
disease are becoming much better known, spearheaded by websites such as diabetes.co.uk, with over
400,000 users registered for their online Low Carb Program, and dietdoctor.com, a Swedish site with over
500,000 subscribers worldwide.
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In terms of efficacy and cost, LCHF is a game changer that enables the majority of sufferers to take
charge of their own condition, control their blood sugar levels by diet restriction and dramatically reduce
the cost of medication and medical complications that would otherwise be inevitable. As an example, a
GP practice run by Dr David Unwin (RCGP clinical expert in diabetes, and NHS Innovator of the Year
2016) has pioneered offering patients the lower carb diet as an option to starting lifelong medication for
type 2 diabetes. This resulted in improved HbA1c levels, other health benefits and significant savings in
drug spend.
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Products and Services
Our key focus during the initial phase is to establish a core product range, comprising baked goods, full
fat meat and low carb ready meals, that will provide customers with enough choice through a one-stop
online shop to allow them to follow a LCHF diet “on the go”, without creating undue product complexity.
The range will then be expanded and refined, driven by customer feedback and expert nutritional and
medical advice.
The target carbohydrate content of baked goods will be below 10%.

Baked Goods
Our proposed initial range to establish our presence in the marketplace will include a number of varieties
of bread, cakes, biscuits, pasta and pizza.

The range of baked goods that were on sale at our first event, Real Food Rocks, in July 2019

Development work will include resolving all regulatory requirements, packaging, dispatch and logistics
and to lay the foundation for rapid growth over the next few years. During the initial stages we anticipate
working closely with the Welsh Government through the Business Innovation Centre and the NutriWales
cluster, which aims to support companies who aspire to develop world class expertise in food science,
technology and nutrition. It provides tailored support, collaborative R&D (more than one beneficiary),
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alongside effective commercialisation support to ambitious Welsh-based food businesses to help them
develop healthy, market-creating products targeted at UK and international markets.
Our baked goods are based on a specially developed low-carb high-fibre flour. By substituting harmful
high-glycemic carbohydrates with fibre, we accomplish two interrelated health goals: making a significant
reduction in carbs (to less than 10%) and increasing fibre, which is remarkably beneficial but chronically
deficient in the Western diet. As a comparison, typical “low-carb” breads such as “Hi-Lo Bread” currently
available in UK supermarkets contain around 15% carbs. The threshold for the requirements of LCHF and
Ketogenic diets is 10% carbs because of the direct effects on blood glucose and being compliant to this
requirement is highly significant.
The low-carb, high-fibre flour contains nine different sources of fibre (40% fibre in total), protein and
phytonutrients (including lignans, beta-glucans and polyphenols) but only 16% starches. In contrast,
whole-wheat flour comprises around only 10% fibre but 70%+ high-glycemic carbs. Whilst low-carb,
high-fibre flour is not unique, it and products like it, are rare. We intend to take advantage of being an
early-market entrant with credible, quality products that meet exacting standards of carbohydrate
contents.
Breads are a perfect vehicle for functional ingredients rather than empty calories. Low-carb, high-fibre
breads have minimal blood glucose impact, making them ideal for an everyday healthy diet and
particularly appropriate for diabetics, weight-loss programs and low-carb dieters. They also taste great,
giving them universal appeal.

Complementary Products
TLCFC is actively working on agreements with relevant suppliers to ensure we have a compelling range
of foods, including:

Full-Fat Meat and Meat Products
Working with farmers and butchers producing grass-fed, full-fat meat, meat products and utilising
traditional breeds of free-range sheep, cattle, pigs and poultry, we will supply customers directly with
nutritious meat produced by age-old, non-intensive methods.

Low-Carb Ready Meals
Understanding the need for utility and convenience, we will work with relevant suppliers to provide a wide
range of high-quality, low-carb ready meals containing less than 25g of carbs per serving.

Services and Support
We will also support our customers with relevant services to help them on their journey to a sustainable
low-carb lifestyle, and to maintain it, with items such as:
●

The science: books, websites, videos and lectures and conferences providing wider knowledge
about diabetes, the low-carb lifestyle and related areas
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●

LCHF food: books, websites, recipes, videos, courses, lectures, conferences and support
groups

●

Lifestyle: exercise, sport and movement

●

Customer services and helpdesk: information about all the above

Distribution and Service Quality Targets
TLCFC will establish a dedicated Distribution Centre and operate online through a website with
distribution direct to customers via courier. Courier services in the UK have developed very sophisticated
computer controlled networks for timed deliveries and can operate very efficiently with ambient
temperature, chilled or frozen deliveries. We will work with delivery providers with a proven track record
for efficient and timely deliveries to home based customers and who have resolved all the practical
difficulties of providing a successful dispatch service.
This direct sales model will ensure that the business is cash positive. Not only will working capital
requirements be funded from cash flow as we grow, but the business will also be building up recurring
revenue from a loyal base of customers.
Delivery reliability (e.g. regarding any product substitutions and delivery timing) is crucial for online retail.
All our subcontractors will be engaged to supply their products with agreed Service Level Agreements
(SLAs). They will ship specific orders to the TLCFC distribution centre and we will consolidate all products
in order that the customer receives one consignment. We will use an industry-leading courier partner who
is well-experienced with home deliveries, both for chilled and frozen products.

Readiness
TLCFC is ready to have sample products to support pre-launch marketing activities as soon as we have
this stage of investment complete, subject to lead times on key ingredients.
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Our Market
Our overall target market is people in the UK who would benefit from the LCHF approach:
●

People with, or at risk of, diabetes

●

People with a BMI (Body Mass Index) greater than 25

●

People who are conscious of the wider health benefits of limiting carbohydrate intake and
increasing consumption of fibre.

Diabetes
There are almost 3.7 million people who have been diagnosed with diabetes in the UK (Source: Diabetes
UK). More than five million people will have diabetes in the UK by 2025. 90% of diabetics are type 2.
Prevalence of diabetes and related risk factors

Males

Females

Total

Diabetes

8.4%

6.9%

7.7%

Overweight

71.1%

62.4%

66.7%

Obesity

28.5%

31.1%

29.8%

Physical inactivity

35.4%

44.3%

40.0%

Source: WHO (https://www.who.int/diabetes/country-profiles/gbr_en.pdf (from Diabetes country profiles 2016 for UK))

Metabolic disease (Diabetes and obesity) is a major, and growing, problem in the UK and across the
world. In the UK, the treatment of diabetes and its complications already accounts for 10% of the annual
NHS budget and is set to increase dramatically as the disease progresses within the general population.
In total, an estimated £14 billion is spent every year on treating diabetes and its complications.

Estimated market size
Using UK population pyramid data combined with diabetes prevalence figures by age group, an
approximation can be made of the number of diabetics by age group:
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Estimated Numbers (000s)
Diagnosed diabetes

Pre-diabetic

Age

Male

Female

Male

Female

70+

610

765

839

1052

65-69

280

298

379

403

60-64

261

270

365

378

55-59

213

221

320

331

50-54

164

169

304

314

40-49

169

172

295

301

16-39

158

154

211

206

0-15

-

-

-

-

Total

1855

2050

2713

2986

UK Total

3904

5698

The total number of those with diabetes at 3.9m is inline with the Diabetes UK figure, allowing for the use
of later population data. The pre-diabetic numbers at 5.7m are lower than NHS data in the NDPP impact
assessment (10.7% of the population giving 7.0m) and significantly below the Diabetes UK figure of
12.3m “at risk” of diabetes, though definitions may vary.
To start with, we will focus on those who are already aware of the benefits of LCHF and are part of
existing online communities such as diabetes.co.uk, estimated to be around 400,000.

Competition
There are a limited number of players already active in the low-carb marketplace. Relevant ones for
baked goods are:

Lo-Dough Ltd
https://lodough.co/
https://beta.companieshouse.gov.uk/company/09223658
Incorporated on 17 September 2014, based in Rochdale.
Latest accounts (up to 31 Dec 2017):
Turnover: £331k
They sell their dough for pizza bases, wraps, pastry alternative, cakes and are very active on social
media and direct marketing.
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CarbZone
https://carbzone.co.uk/
CarbZone is headquartered in Stockholm and operated by Tom and Ewa-Lena Hedrup. Established in
2003. Sells bread, tortilla and pasta products direct, also through others including Amazon, Morrisons
and Ketosource.

Ketosource Ltd
https://shop.ketosource.co.uk
Incorporated in August of 2015. Appears to be self-funded one-man band, based in Hemel Hempstead.
Sells CarbZone products. Has a sister company, Ketosource Consulting Ltd (11552273), incorporated
in September 2018 (SIC: 85510 - Sports and recreation education)

The Low Carb & Keto Bakery UK
https://lowcarbandketobakery.co.uk/
Not a registered company. Co-founder Carolin started a home-based bakery in Dec 2017.The nutrition
information available on the site is minimal.

Ugg Foods Limited
https://uggfoods.com
Incorporated in Jan of 2013. Co Number 08356439.
Dr Kim Lloyd is the founder and has a lifelong interest in preventative medicine and the power of
optimal nutrition. Whilst researching, preparing recipes and mixing ingredients Kim found sourcing the
individual ingredients involved buying from multiple sources which was both time consuming and
sometimes frustrating the idea of a simple packaged solution combining all the necessary ingredients
sprang to mind - hence the birth of Ugg Foods in 2013.The company now bases its operations on the
Oxfordshire Buckinghamshire borders just outside of Thame.

Paleo Canteen Limited
https://www.paleocanteen.co.uk
Incorporated on 27 July 2017. Co Number SC572206
Offer a range of ready made meals. Order by Sunday, delivery Thursday by DPD.
Sole director and shareholder is founder, Ally Houston.
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Launched UK-wide on 1st of June 2019.

Hi-Lo Bread
http://www.hi-lo-bread.co.uk/
Hi-Lo is a registered trademark of The Bread Roll Co. Ltd (Incorporated on 13 January 1995, Co
Number 03009423).
Hi-Lo bread has typical carb content of 15.6% and is available through Sainsbury’s.
There are various low-carb food companies in the US and Australia such as:
https://www.lowcarbfoods.com/
(looking to build distributors in countries globally, currently only Canada established)
https://chompies.com/product/low-carb-multigrain-bread/
https://hermanbrot.com.au/products/low-carb-bread/

We will continue to scan the market for competitor activity.
TLCFC products will be premium priced, but offering superior value and quality to existing products.

Support Groups and Websites
There are websites supplying information and advice, such as dietdoctor.com and diabetes.co.uk, but
they do not sell any food products. There are groups in existence which meet face-to-face to support
diabetics:
●

Diabetes Charities

●

NHS Diabetes Prevention Plan (DPP), which recently announced doubling of size targeting 200k
people as part of the NHS Long Term Plan, is based on establishing “Lifestyle Intervention
Programmes” (diet and physical activity interventions) run by third party providers. [There have
been more local groups in the past (for instance https://knowdiabetes.org.uk/ refers to “Diabetes
Champions” Programme). Our understanding is that this programme is currently being
reformulated and will be rolled into the national DPP.]

●

Ad-hoc groups run by GPs.

There is currently no company that we’re aware of providing full support to people wanting to follow the
low-carb lifestyle.
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Route to Market
LCHF lifestyles have emerged and gained popularity around the world in recent years mainly due to
disparate individuals sharing their knowledge and experience online. As a consequence, adherents of this
new way of thinking are almost all engaging with websites and social media profiles that reflect their
common interest. As such, they form an easily-contactable market base that will become the basis of our
online marketing operations. When it comes to launching new products, we will ensure that we keep
our focus on solving the problem of making it easier to adopt a low-carb lifestyle. No matter where
anyone interacts with our brand, that message will remain consistent.
Our digital marketing campaign will use social media platforms to promote our website and to make initial
contact with individuals, medical practitioners and support groups to introduce them to our products and
services.
In parallel, we will develop a direct sales network, working with existing diabetes support groups and
encouraging the formation of new groups to build our customer base. We will be available to address
group meetings and organise tasting sessions.
TLCFC will focus initially on a simple direct-to-consumer sales model and aim to quickly establish
recurring revenue in the form of monthly subscriptions.

Our Digital Marketing Strategy
The central platform for the selling and distributing of products will be the website, lowcarbfood.co, with
traffic being funneled to the site using the following strategies:

1. Focusing on target customers’ needs and o ering products that solve their problems
Why is it so important for us to focus on specific customers? Why don’t we try to entice everyone on the
planet to eat low-carb food?
Focusing on specific customer segments (in our case, those who have already committed to the low-carb
lifestyle, initially) is critical to sustaining long-term growth. Organisations that get distracted easily by
broad segments end up burning through their resources and creating value that doesn’t resonate with
their earliest customers. We think it’s important for us to keep digging into our core customers to really
fulfil their lifestyle needs.
We seek to have a clear understanding—early on—of who our customers are, and the problems we solve
for them will enable us to craft messaging, content, and products that are aligned with exactly what the
customer is looking for.

2. Create a simple-to-navigate website and tell an engaging story to generate backlinks
Backlinks, also called "inbound links" or "incoming links," are created when one website links to
another. The link to an external website is called a backlink. Backlinks are especially valuable for
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search engine optimisation (SEO) because they represent a "vote of confidence" from one site to
another.
In essence, backlinks to your website are a signal to search engines that others vouch for your content.
If many sites link to the same webpage or website, search engines can infer that content is worth
linking to, and therefore also worth surfacing on a results page. So, earning these backlinks can have a
positive effect on a site's ranking position or search visibility.
Generating traffic to our website will be one of the most important aspects of our marketing efforts. When
it comes to a successful ecommerce website, usability and design are paramount. Having a positive
experience on a site makes you more likely to talk about and link to it.
Setting aside the obvious advantages of strong and consistent brand visuals, great design will allow us to
include plenty of information on our product pages without it feeling overwhelming—something that’s not
easy to do well. Visitors will see key ingredients, nutrition information and preparation instructions,
essentially everything a customer would want to know about the product, leading to a higher conversion
rate.
Possibly the biggest SEO win for us will be the quality of backlinks we’re able to obtain from leading
publications—something that’s a challenge for almost every business. Sure, we could send out a batch of
emails asking marketers to backlink to our site, but instead, we aim to link build the right way: by telling a
great story and having a great product. Delivering on what we promise, along with a parallel PR strategy,
will enable us to be featured by industry experts and pick up links from high-authority sites, significantly
boosting our online presence.

3. Use paid social to drive tra c to campaign-speciﬁc landing pages
When we run ads, we won’t be directing people to our homepage. Instead, we’ll have specially-created
landing pages aimed to convert visitors to customers, which is best practice for any brand investing in
paid media. Our landing page should always have the following specific features:
●

The hero copy builds on ad promises
Once someone has clicked one of our ads, they arrive at one of our landing pages and the copy
builds on the key points mentioned in the ads.

●

The Call-To-Action offer is very clear
For example, if an ad offers 20% off their first purchase, when they reach the landing page, that
offer is immediately visible to the customer. This makes the buyer journey feel super smooth as
promises that were made in the first part of the journey (the ads) are being backed up as people
move through the buying experience.

●

The copy is all about the customer
Throughout the landing page, the reader is constantly reminded that our products can solve their
unmet needs. For example:
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○
○
○

Pick a plan and fill your box with food that won’t spike your blood sugar levels.
Delivered when you want it
Make low-carb a daily habit

This copy also fulfils a need to let the customer know exactly how the process works. Many
visitors want a hassle-free way to consume low-carb foods, but prior to visiting this page may not
understand how we deliver on this.
Paying attention to the small details: Microcopy — the small pieces of text that provide extra
information and provide context across websites and interfaces — is incredibly important, and
can have a big influence on clicks and conversions. For example, one company found that
changing the phrase “Request a quote” to “Request pricing” resulted 161.66% increase in
clicks to its lead gen form.

●

It uses social proof to back up its message
Social proof is a powerful sales tool and helps to build trust. Often in situations where we are
uncertain about what to do, we would assume that the people around us (experts, celebrities,
friends, etc.) have more knowledge about what’s going on and what should be done.
A prospective TLCFC customer might not be an expert on low-carb eating, they just know they
want to eat healthier. So to back up its message, we can feature a range of well-known
publishers that have covered our products to help build trust.

4. Build trust with new audiences through partnerships
Partnerships have become a key part of the direct-to-consumer marketing playbook. In its simplest form,
advertising is about connecting relevant audiences with your message. But when marketers focus purely
on reach, they run into a problem: reach has become a commodity—anyone can now create a Facebook
ad and put it in front of an audience. This is where partnerships come into their own: building trust. This
has led to a huge increase in influencer marketing.
Influencer marketing is a type of social media marketing that uses endorsements and product
mentions from influencers—individuals who have a dedicated social following and are viewed as
experts within their niche. Influencer marketing works because of the high amount of trust that
influencers have built up with their following, and recommendations from them serve as a form of social
proof to your brand’s potential customers.
We will identify and work with partners and influencers in the low-carb lifestyle niche to help establish trust
with new potential customers.

Example Customer Acquisition
Here’s an example of how we could use marketing automation to funnel a member of our target audience
through the buyer’s journey and land a repeat customer:
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A type 2 diabetic is fed up with the misery of her spiking blood sugar levels. She searches for “how to
ease my diabetes symptoms” in Google and on the first page of results she finds a TLCFC page about
something called the low-carb lifestyle that’s supposedly working wonders for diabetics. She clicks
through to the site and lands on a page targeted specifically at diabetics (because of her search terms).
As she’s reading the article, she’s asked to enter her email address to receive similar content about the
low-carb lifestyle, which she does, because the content is really interesting and she’s already getting
great tips on how to ease the misery.
A few days later, she receives a TLCFC email prompting her to check out a video case study on how
someone similar to her managed to ease their diabetes symptoms by substituting normal supermarket
bread for TLCFC’s low-carb bread. This sounds familiar because she read in that article the other day
about food substitutes being a really simple way to control blood sugar levels. She clicks through,
watches the video and is intrigued. She reads a few more pages from the TLCFC site and sees that the
site sells these products. She is made aware that TLCFC offers subscription boxes with all kinds of
products to make it easier to adopt the lifestyle, but to be honest she only came here to watch that
video and see if it actually worked, so she doesn’t stop to buy anything.
The next day she’s scrolling through Facebook and notices a TLCFC ad (targeted at her because she’s
visited our website) prompting her to check out some simple low-carb recipes that she can try that
evening. The photos of the food look incredible, so she clicks through. As she’s reading the recipes,
she notices that the ingredients she needs for this delicious meal are those products that she saw were
sold on the site. Clever. But she still isn’t sure if she wants to spend the extra money for this new
fangled bread...
An hour or two later, she receives an email with a 10% discount code for a small box of TLCFC
products. Oh, go on then! She makes a purchase.
After trying the bread, she immediately tweets to her friends (many of whom she knows through
sharing diabetes support groups) about how she can eat her beloved bacon butties again without the
impending misery caused by a spike in her blood sugar levels. She notices an email in her inbox
tempting her to try additional products and sign up for a subscription box. She’s convinced, so she
signs up for a £25/month box so she can have her sarnies on the reg. On completing her signup, she’s
given a referral code that she can share to get a £5 discount on next month’s box, and gives her friends
£5 off their first order. Nice. She tweets it out, and three of her friends sign up. She’s immediately
notified that she’s getting £15 off her next order. Amazing! What a great service!
This is achievable with minimal administration thanks to online marketing automation techniques that
integrate the company website, social platforms and email campaign services.

Our Direct Sales Strategy
We have already been building up contacts with GPs and others who are already running, or are
interested in running, support groups. These contacts will be followed up in the period prior to launch and
will be encouraged to set up groups if required.
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We will use our commission structure to incentivise them to build links with us and create long term
relationships through our residual income structure. The plan involves paying commissions to regional
managers, sales agents and group incentives with a view of building up a national team of highly
motivated and well-informed representatives who will develop a loyal customer base.
We will be available to address group meetings and organise tasting sessions.
TLCFC will support group leaders and groups with training (e.g. presentations) and food samples.
We will ensure TLCFC is represented at key events, for instance PHC Conferences, Lifestyle Medicine
events, relevant Real Food events.
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The Team
Board of Directors
John Gardner
Chairman and Finance Director
Until recently John Gardner was a partner in one of the largest accountancy practices in North Wales. He
built a strong reputation working closely with clients to help develop their businesses. John was regularly
involved with clients in business expansion plans and the acquisition and disposal of businesses. Over
recent years he was involved in corporate transactions worth in excess of £32 million.
John first started his working life in farming but decided on a career in accountancy and trained with City
of London based Chartered Accountants Dixon Wilson. He left there to join Price Waterhouse in the
Cayman Islands working mainly within the reinsurance industry before returning to North Wales to pursue
family farming interests. In 1990 he acquired a small accountancy practice which has grown year on year
ever since.

Eryl Vaughan
Managing Director and Sales Director (North UK)
An innovative organiser who combines his personal environmental convictions with building sustainable
business projects while carrying out voluntary and charitable work at a national level. He has successfully
built significant professional and voluntary networks over the years with an emphasis on working with
people to achieve ambitious projects. His incentive is sustainability in its wider sense appreciating the
relationship between sustainable economic development and the long-term security of communities.
Born and brought up on a farm in rural Denbighshire, he attended Ysgol Glan Clwyd in St Asaph and The
University of Wales, Aberystwyth before embarking on a career in sales and sales force management in
the wholesale gift trade. Progressing to business development in the nineties, he founded a number of
companies in the field of telecommunications, involved in the newly deregulated supply market. Becoming
increasingly interested in renewable energy generation, in 2004 he became a founding shareholder and
Managing Director of Windpower Wales Ltd and Chief Executive of North Wales Tidal Power Ltd in 2014.
Following an accident whilst working on the Denbigh Moors, he was taken to hospital by the Wales Air
Ambulance and as a result became one of their most ardent supporters. Working with the International
Tenor, Rhys Meirion, he co-founded Cerddwn Ymlaen in 2012 and organised celebrity charity walks
across Wales that raised half a million pounds for the charity in the next three years.
In 2009 he was diagnosed with type 2 diabetes and in 2016 adopted the LCHF lifestyle management
approach to dealing with the disease. Having retired from the renewable energy industry in 2016, he
founded Diabetes Support Wales Ltd in 2017 with a view of establishing self-help support groups for
diabetics throughout Wales.

TLCFC Investment Memorandum

Page 27 of 53

July 2019

CONFIDENTIAL

Gru Vaughan
Digital Marketing Director
Gruff is the founder and Managing Director of Storm & Shelter, a production company based in Cardiff,
and has a background in content production with 15 years of experience in digital marketing, commercial
media production, web development, graphic design and copywriting.
After graduating with a BSc in Music Technology at the University of South Wales, and working for
Telesgop, an independent TV production company, he worked on numerous TV and web and branding
projects. Realising that digital content was rapidly increasing in inherent value and relevance, he
developed further skills in camera operation, editing and project management.
In 2013, Gruff put together a team of freelancers and produced daily video coverage of the annual
Cerddwn Ymlaen 8-day celebrity walking event. Having succeeded in difficult circumstances, the team
stayed together and formed a new media company, Storm & Shelter, specialising in social content, TV
commercials and animation.
Gruff has led the business through an intense start-up period during the last five years, and has
developed close working relationships with household brands like Twitter, O2 and BT, supporting their
marketing efforts with a mix of content strategy, creative development and production capability.

Hilary Briggs C.Eng M.I.MechE
Operations Director and Sales Director (South UK)
Hilary brings 35 years of international industrial experience. After graduating with an MA in Engineering
from Trinity College Cambridge, her early career focused on manufacturing. She held senior management
positions in production management and logistics at Rover Group, Oxford, was Product Marketing
Director for Whirlpool’s £180m turnover European Dishwashing Business, and was Managing Director of
The Laird Group plc’s German-based Car Body Sealing division, with over 4,000 employees worldwide.
She has worked with many entrepreneurs to help scale their businesses and was MD of Gardasoft Vision
Ltd from 2015-19, leading the company through a successful acquisition by Optex Co Ltd of Japan and a
significant phase of growth. She has extensive experience implementing and running Quality
Management Systems with successful accreditations to ISO 9001, and Business Planning and Strategy
Development.
Her other main qualifications are an MSc in Manufacturing Systems Engineering from the University of
Warwick, an MEng from the University of Cambridge and the Certified Diploma in Accounting and
Finance. She is a Chartered Mechanical Engineer.
She has been a member of Toastmasters International for over 17 years, started a new club (Early Bird
Speakers) in 2007 and was District Governor for UK South in 2014-15, leading it to 3rd place in World
rankings for performance.
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Massimo Bishop-Scotti
Technical Development Director
Massimo is an award-winning Chef, expert developer of new food products and a specialist in baked
goods, gluten-free products and desserts. After his early career as a Pastry Chef in 5-star hotels and
Michelin-starred restaurants in Italy, UK, Bermuda and New Zealand, he began building expertise in new
product development working for a bakery and then Food Technology centre within Premier Food.
Working on projects developing private label products for leading retailers such as Marks & Spencer, he
led food development projects from concept generation to launch including the transfer from development
kitchen to full-scale production.
He subsequently consulted to food manufacturers, restaurants and cookery schools on particularly on
new product development, but also on HACCP and Food Safety training.
He is currently Head of Production and Innovation at Prima Foods UK Limited. He is Level 3 qualified in
Food Safety and HACCP and experienced at ensuring all new products comply with relevant legislation.

Advisors
Legal
Slater Heelis LLP

Financial
Gardners Accountants

Suppliers
We are in advanced discussions to establish supply agreements with:
●

a partner for the supply and ongoing development of low-carb, high-fibre flour;

●

key bakery partners for bread and flatbreads;

●

partners for grass-fed, free-range meat; and

●

a strategic partner for the supply and development of low-carb ready meals.

We will work with our suppliers to ensure we have competitive pricing, but will adjust our sales prices if
necessary to maintain our margins.
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Management Structure
Key roles and responsibilities
Chairman

John Gardner

Managing Director

Eryl Vaughan

Sales & Business Development

Eryl Vaughan (Wales, Northern England, Scotland)
Hilary Briggs (Southern England)

Operations

Hilary Briggs

Product Development

Massimo Bishop-Scotti

Digital Marketing

Gruff Vaughan

Finance

John Gardner

Legal

Hilary Briggs (with technical backup from our advisors)

Organisation Chart

Direct sales organisation
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Financial projections
Year 1

Year 2

Year 3

Year 4

Year 5

No.

No.

No.

No.

No.

2,610

24,880

57,630

100,510

121,650

£

£

£

£

£

Total Turnover

921,957

4,246,553

8,478,626

14,108,114 19,707,904

Cost of Sales

753,489

3,356,542

6,591,405

10,815,306 14,862,216

Gross Profit

168,468

890,011

1,887,221

3,292,808

4,845,688

18%

21%

22%

23%

25%

Overheads

295,438

722,498

1,384,117

2,233,223

2,998,595

Operating Profit

-126,970

167,514

503,104

1,059,585

1,847,093

n/a

3.94%

5.93%

7.51%

9.37%

17,933

20,120

20,120

20,120

20,120

-109,036

187,634

523,224

1,079,705

1,867,213

EBITDA (% of Turnover)

n/a

4%

6%

8%

9%

EBITDA (% of Gross Profit)

n/a

21%

28%

33%

39%

Sales Volume

%

%
Depreciation
EBITDA
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Proﬁt & Loss
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Cash Flow
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Balance Sheet
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Inputs & Assumptions
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Appendices
1. Background to diabetes
2. Development of the Low-Carb, High-Fat diet
3. The Brand
4. Market Analysis
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1. Background to diabetes
Diabetes is a lifelong condition that causes a person's blood sugar level to become too high.
There are two main types of diabetes:
●

Type 1 diabetes
The body's immune system attacks and destroys the cells that produce insulin

●

Type 2 diabetes
The body doesn't produce enough insulin, or the body's cells don't react to insulin

In the UK, around 90% of all adults with diabetes have type 2, which makes it far more common than type
1.
Insulin is a hormone produced by the pancreas and is the key to the conversion of blood glucose into
usable energy in our body. It is also the mechanism by which the body converts excess blood sugar into
fat storage to be used in a time of future need. Diabetics often have poor control of their blood sugar
levels and this often leads over time to serious damage to various parts of the body, known as diabetic
complications. Complications vary from mild irritations to major organ failures, limb amputations and
fatalities. Controlling blood sugar levels therefore becomes of paramount importance in the treatment of
the disease.
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2. Development of the Low-Carb High-Fat diet
The vanguard of the LCHF movement in the UK is the Public Health Collaboration (PHC), a charity
supported by clinicians, nurses, dietitians and LCHF enthusiasts. The organisation’s Healthy Eating
Guidelines is a full exposition of the benefits of a LCHF diet. The PHC is supported by a number of
businesses and institutions including Diabetes.co.uk, X-Pert Health and Dietdoctor.com. Recently,
restricted carbohydrate diets have been accepted by the NHS as a valid approach to controlling diabetes
and The Low Carb Program app, produced by Diabetes.co.uk is available from the NHS app library.
In the last 2 years, the LCHF has become much more established and has gained significant credibility
worldwide.
For instance:
●

Recent BBC documentaries such as The Truth about Carbs

●

Prominent restaurateur Giancarlo Caldesi has been on a similar journey to Eryl and just launched
a cookbook, The Diabetes Weight-loss Cookbook.

●

American Diabetes Association are recognising the importance of lifestyle (diet and exercise) in
preventing and delaying type 2 diabetes.

●

In South Africa, recent high-profile legal cases against Professor Noakes (which he won) have
boosted publicity for the low-carb approach (known more commonly in the region as “The Banting
Way”). The Lose It! magazine is on widespread circulation in the country:
“LOSE IT! The Banting Way is much more than a magazine—it’s the chance to get your life
back. LOSE IT! has everything you need to know to follow this diet, lose weight, clear your
head, increase your energy levels and sleep better—all while eating delicious, satisfying
meals that are easy to prepare.”
Food stuffs to support it are available in mainstream shops.
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3. The Brand
Tagline
“Making it easier to adopt a low-carb lifestyle”

Mission Statement
We want to make it easier for people to adopt a low-carb lifestyle; curbing the effects of diabetes and
minimising the need for medication, enabling weight loss without feeling hungry, and promoting general
good health with low-carb staple foods.

Vision
Building upon first-hand experience of successfully implementing a low-carb lifestyle to combat type 2
diabetes, The Low-Carb Food Company aims to become a thriving online marketplace; a trustworthy
source of knowledge, recipes, products and ingredients for anyone interested in reaping the benefits of a
low-carb lifestyle.

Core Principles
1. Curbing the effects of diabetes and minimising the need for medication
A LCHF (low-carb, high-fibre) lifestyle lowers and stabilises blood sugar levels and mitigates the
complications of the disease and minimising medications, even eliminating them in many
situations.
2. Enabling weight loss without feeling hungry
The LCHF lifestyle leads to natural weight loss by substituting the ingredients that are eaten, not
reducing the amount you eat.
3. Promoting general good health with low-carb staple foods
Restricting carbohydrates is a natural and simple way to avoid chronic health problems like
obesity, diabetes and a number of other serious conditions.

Values
Integrity
We maintain the highest standards in our dealings
with employees, customers and suppliers.
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Education
Encourage informed choices based on scientific
facts and demonstrate the impact on personal
health.

Innovation
Proactively identify and adapt to the
environmental, social and economic drivers of
change.

Sustainability
Deliver long-term ethical, sustainable, profitable
growth for the benefit of the community,
employees and the company.

Company Name and URLs
The company name, The Low-Carb Food Company, has been selected for its simplicity and inherent
authority surrounding the subject matter.
We’ve secured the following URLs for our online activity:
lowcarbfood.co
thelowcarbfoodcompany.com
thelowcarbfoodcompany.co.uk
lowcarbfoodcompany.com
lowcarbfoodcompany.co.uk
The following usernames have been secured for social platform engagement:
Facebook

https://facebook.com/lowcarbfoodco

Twitter

https://twitter.com/lowcarbfoodco

Instagram

https://instagram.com/lowcarbfoodco

Graphic Elements
Full Logo
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4. Market Analysis
Our overall target market is people who would benefit from the LCHF approach:
●

People in the UK with, or at risk of diabetes

●

People with a BMI (Body Mass Index) greater than 25

To start with, we will focus on those who are already aware of the benefits of LCHF (e.g. they subscribe to
diabetes.co.uk)Diabetes
There are almost 3.7 million people who have been diagnosed with diabetes in the UK. If nothing
changes, more than five million people will have diabetes in the UK by 2025. 90% of diabetics are type 2.

Source: Diabetes UK 2017 data; chart from www.diabetes.co.uk

Source: WHO (https://www.who.int/diabetes/country-profiles/gbr_en.pdf (from Diabetes country profiles 2016 for UK))
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Source: WHO (https://www.who.int/diabetes/country-profiles/gbr_en.pdf (from Diabetes country profiles 2016 for UK))

Analysis by age groups and ethnic groups
Type 2 diabetes is more prevalent in the age groups over 50 and in Asian and Black ethnic groups, and
with higher Body Mass Index (> 25):
Prevalence on non-diabetic hyperglycaemia (pre-diabetes) and type 2 diabetes by age and ethnicity

Source: NHS impact assessment (from Health Survey England (2009-2013):
https://www.england.nhs.uk/wp-content/uploads/2016/08/impact-assessment-ndpp.pdf
Prevalence on non-diabetic hyperglycaemia and type 2 diabetes by body mass index and ethnicity

Source: NHS impact assessment (from Health Survey England (2009-2013):
https://www.england.nhs.uk/wp-content/uploads/2016/08/impact-assessment-ndpp.pdf
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Estimated market size
Using UK population pyramid data combined with the above prevalence figures by age group, an
approximation can be made of the number of diabetics by age group:

The total number of those with diabetes at 3.9m is inline with the Diabetes UK figures, allowing for the
use of later population data. The pre-diabetic numbers at 5.7m are lower than NHS data in the NDPP
impact assessment (10.7% of population giving 7.0m) and significantly below the Diabetes UK figure of
12.3m “at risk” of diabetes, though definitions may vary.
The above estimates would indicate around 1.9m people with diabetes and 2.8m with pre-diabetes
in the target 50-69 age group.
Not all may be able or willing to switch to LCHF. Using an estimate of 20% as the proportion of the target
market that is realistic potential would give totals of 375,000 people with diabetes and 560,000 with
pre-diabetes.
As a sanity check, diabetes.co.uk quotes 305,000 members (at 5th Sept 2019) but those are from more
than UK. Also, the Low Carb Program, started as part of diabetes.co.uk, quotes 416,000 members (at 5th
Sept 2019). The UK proportion is not known.
A further check is to take 0.5% of the target market as being an achievable market share for an SME.
Taking the diabetic market (50-69 year olds only at 1.9m today) would give 9,500 customers. The whole
diabetic UK market (based on 3.7m) would give 18,500 customers. The 2025 projection of 5m would give
25,000 customers. Adding in pre-diabetics would add the order of 25,000 to 60,000 customers.

The Cost of Diabetes
Diabetes is very quickly becoming an epidemic all over the world and the cost of treatment is threatening
to overwhelm the resources of national health services. In the UK, the treatment of diabetes and its
1
complications already accounts for 10% of the annual NHS budget and is set to increase dramatically in
1

https://www.diabetes.co.uk/cost-of-diabetes.html
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cost as the disease progresses within the general population. In total, an estimated £14 billion is spent
every year on treating diabetes and its complications, with the cost of treating complications representing
the much higher cost. The cost to society and to the individual sufferer is substantial. The search for a
solution is becoming much more urgent.
The NHS initiated its National Diabetes Prevention Programme in 2016 with a view of covering up to
100,000 diabetics. In January 2019, it announced that the plan was being doubled:
“Those referred will get tailored, personalised help to reduce their risk of Type 2 diabetes
including education on healthy eating and lifestyle, help with weight loss (for overweight
participants), and bespoke physical exercise programmes, all of which together have been
proven to reduce the risk of developing the disease. Over a minimum of nine months patients will
be offered at least 13 education and exercise sessions of one to two hours; at least 16 hours face
to face or one-to-one in total.”

Current Advice and Approach
Mainstream treatment of diabetes involves drugs that lower blood sugar levels and injecting insulin. The
disease is considered to be chronic and progressive, and increased doses of medicine are routinely
employed for the ongoing management of the disease. Over the last half century or so, many and varied
drugs have been developed, but none have really been totally effective in controlling blood sugar levels.
The current dietary guidelines within the NHS focus on the Eatwell Guide, which recommends that:
“starchy foods (potatoes, bread, rice, pasta and other starchy carbohydrates) should make up just
over a third of your food intake.”

Unfortunately, as Eryl discovered, the body converts carbohydrates to sugar, so the above advice is not
helpful for diabetics.
The NICE guidelines are targeted at type 2 diabetes and say:
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“Advice [from dieticians] about your diet should also cover the best times to eat, how much
carbohydrate per meal you should eat and, if you drink alcohol, how much alcohol to drink.
General healthy eating is also important, and you should:
●

eat carbohydrates from fruit, vegetables, whole grains and pulses

●

eat low-fat dairy products and oily fish

●

limit the amount of food that you eat that contains saturated fats and trans fatty acids.”

Typical Spending on Food
Data on typical spending by households on food by category, as well as spend on takeaways and other
meals bought outside the home, are tracked by the Office for National Statistics.
This shows the average 27m households in the UK (comprising 2.4 people each), typically spend £60.60
on food and non-alcoholic drinks consumed at home per week in total, plus around £57 per week on food
and drink consumed outside the home. The following table identifies the typical weekly spend on items
relevant to TLCFC:
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Source: ONS:
https://www.ons.gov.uk/economy/nationalaccounts/satelliteaccounts/bulletins/consumertrends/octobertodecember2018

Data on the baking industry
A recent IBIS World report (February 2019) on trends in the Bread and Bakery Goods sector (covering
loaves of bread, cakes, rolls, pastries, baguettes and muffins) indicated that:
“industry revenue is expected to grow at a compound annual rate of 2.2% over the five years
through 2018-19, including an increase of 2.4% in the current year, reaching £8.3 billion.”
It also commented:
“UK bakers have been proactive in addressing consumer demand for healthier products over the
past five years, expanding their product ranges in order to retain the interest of consumers.”
Industry Threats & Opportunities also identified:
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●

The industry has addressed demand for healthy, convenient, and indulgent products

●

Prominent health trends have discouraged consumers from buying traditional white loaves

●

Innovation aimed at developing on-the-go foods is expected to be key

IBIS World have prepared a similar report for biscuits (March 2019) which covers grain-based snack
products, including sweet biscuits (36.1% of revenue in 2018-19), crackers, preserved cakes and
pastries, and snack foods produced from grain. It found that:
“Operators in the Biscuit Production industry have struggled with changing consumer tastes
caused largely by rising health consciousness. Over the five years through 2018-19, industry
revenue is expected to decline at a compound annual rate of 3.8% to reach just under £2.9
billion, as supermarkets have put continued pressure on producers while competition within the
industry intensified forcing prices downwards. Industry revenue fell by 6.5% in 2014-15 as the
grocery sector exhibited its weakest growth in over 20 years. Despite a growing number of
companies operating in the industry, employment has fallen as larger factories have embraced
automation. New entrants are generally small, niche firms.”
Industry Threats & Opportunities also identified:
●

Firms have responded to health concerns with product innovations and aggressive marketing

●

Smaller operators have been particularly affected by pricing pressures from supermarkets

●

Product development is expected to focus on appealing to health-conscious consumers

The growing importance of the health consciousness of consumers is clear in both reports, and the need
for product innovation and opportunities for niche players.
The Federation of Bakers also has market data (from 2016). Using its definition of bakery products
(bread, bakery snacks, breads of the world and rolls), the market size is a total of £3.6bn. It reports:
“Over the last year, the value of the Total Bakery Market has been impacted significantly by the
drop in value sales of Wrapped Bread.”
It goes on to explain this has been due to price wars between supermarkets, but also that:
“The main consumption trends within Bakery continue to be focussed around concerns over
healthy eating, the need for convenience and the desire for variety.”
Consumption data provided:
●

“the average household purchases 60.3 loaves and spends on average £54.41 per year on
Bread.”

●

“Although there will always be a place for Wrapped Bread, it continues to be impacted by
concerns over healthy eating and the desire for “healthier alternatives” which contain fewer
carbohydrates and calories.”
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●

“Wrapped Bakery Snacks is showing moderate growth, primarily driven by Brioche and Pain au
Chocolat.”

●

“Wrapped Breads of the World is the category with the most growth driven predominantly by
Sandwich Alternatives (mainly Sandwich Thins - due to “lower in fat/salt/sugar and calorie or
portion control”).”

Source:: https://www.fob.uk.com/wp-content/uploads/2016/11/FS-3-UK-Bakery-Market.pdf

The growing importance of the health consciousness of consumers is clear in all reports, and the
need for product innovation and opportunities for niche players, reinforcing the rationale for
TLCFC.

Trends in online shopping
A recent Mintel report (April 2019), 2018 has found that:
“Sales of online groceries in the UK hit £12.3 billion, up 9% from 2017. One of the fastest growing
channels in the UK grocery market…is still adding to its share of total grocery retail sales, up from
6.1% in 2016 to 7% in 2018. Over the next five years, online grocery is forecast to account for
10% of all grocery shopping, with sales growing by 60% to reach £19.8 billion in 2023.”
But, while 45% of Brits love to shop electronically, away from the hustle of the store, it seems that
retailers are struggling to entice new shoppers to the world of online grocery retailing. Indeed, the number
of customers shopping online for groceries has dropped from 48% to 45% between 2015 and 2018.
According to Mintel research, younger Brits are still enthusiastic about the convenience of having
groceries delivered, particularly those aged 25-34, with 61% of this group doing some online grocery
shopping and over a quarter (27%) saying they do all or most of their grocery shopping online. However,
it seems that middle aged and older shoppers are more reluctant to join the online shopping revolution,
and their reluctance is growing. Whilst just over a third (35%) of those aged 45+ report buying some
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groceries online, the number of Brits in this group who have “never bought groceries online and have no
interest in doing so” has grown from 34% in 2015 to 42% in 2018.
According to Mintel research, the most common reason why consumers do not shop online is that they
prefer to choose fresh products themselves (73%). There are also concerns around high delivery charges
(24%) and minimum spend (18%).
Finally, Mintel research reveals that almost two thirds (63%) of online shoppers have experienced an
issue with their order in the past year. Top of the complaints are missing products, with just over a quarter
(26%) of online grocery shoppers experiencing this frustration. This issue is closely followed by incorrect
product substitutions (25%) and out of date/short shelf life items (24%).
The above report highlights some key points for TLCFC to take into account in our detailed planning. In
particular:
●

Lower acceptance of online grocery shopping by a significant part of the target market (45+) than
for younger groups. As our initial marketing will be geared to the online community, we will be
focused on customers who are already comfortable buying online.

●

Importance of avoiding issues with orders or needing substitutions.

●

Concerns about delivery costs and minimum spend. We have benchmarked our proposed levels
with existing online niche food companies.

Qualitative Market Research
Events such as the Public Health Collaboration Conferences, the Eisteddfod and Lifestyle Medicine
Conferences have been used in parallel with social media (Twitter and Facebook) to build contacts and
get feedback on samples when possible.
For instance, the Lifestyle Medicine Conference at Leeds Trinity University (2017) was attended by over
200 doctors. TLCFC had giveaway samples which included bread, cookies, bara brith, pitta bread and
biscuits and we were very busy during breaks in the conference programme. 55 people took our leaflet,
23 filled in contact forms and nine expressed an interest in our share issue. The Low-carb high-fibre flour
blueberry and cream gateau was a particular hit!
Eryl was able to demonstrate the Low-carb high-fibre flour at a public exhibition stand at the National
Eisteddfod of Wales in 2017. The response was very positive, but many people wanted to buy finished
products and were not so keen to get involved in home baking.
The PHC Conference in May 2019 was attended by a mix of around 200 doctors, health professionals
and other interested parties. It yielded useful contacts of GPs, a nutritionist and those working in nutrition
education. As an example of the response from one GP in West London:
“I very much try to promote the ‘real food’ angle to my low-carb diabetes groups, so in an ideal
world we wouldn’t be eating products. But we all know that’s not the world we live in. I think there
is a real market to help people with this. Not everyone can cook, for example, or some people are
so wedded to a certain type of food (e.g. bread) that a low-carb alternative would be great.
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Things off the top of my head I would see a big market for are:
●

Low-carb ready meals

●

Low-carb versions of things like bread/rice/pasta/wraps/crackers

●

Low-carb desserts

I think your best market research is going to come from patients. And I have lots of them! I’m sure
some would be happy to talk to you if needed.”
We will continue to attend events like these and will work with groups as soon as we are able to support
them with appropriate samples to ramp up contacts prior to formal launch.

Competition and Industry Scanning
There are a limited number of players already active in the low-carb marketplace that have been listed in
the main body of this document.
A comparison on carb contents and pricing for standard and various low-carb breads is presented below:

To support a very low-carb diet, foods need to have a carb content of 10% or less.

External environmental scanning
Political
Government, WHO position, NHS (e.g. DPP roll-out), organisations e.g. Diabetes UK, food and pharma
companies. Who’s benefiting from the status quo? Sugar Tax. We will continue to monitor developments
through supportive organisations such as PHC, British Society for Lifestyle Medicine and diabetes.co.uk.
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Economic
Perceived “expensiveness” of real food, trends in food spend, relative wage growth. The scale of the
projected growth of diabetes and associated costs will force changes. As we work with groups, we will
explore ways to support those in lower socio-economic groups.

Social
Perceptions and trends on “fad diets”, awareness of the risks of diabetes and being overweight. We will
continue to monitor developments through supportive organisations such as PHC, British Society for
Lifestyle Medicine and diabetes.co.uk.

Technology
Ability to measure blood glucose and monitor improvements. Continuous monitoring is possible through
the Freestyle Libre which costs £58 initially plus an ongoing cost of around £58 per 14 days.

Legal
Regulations (regarding perceived medical/dietary advice), ASA guidelines, Food Standards and labelling.
We will take relevant expert advice to ensure compliance.

Environment
e.g. growth of vegan/vegetable-based diet, impact of meat regarding climate change. These are now
black/white issues and we will continue to monitor developments through supportive organisations such
as PHC, British Society for Lifestyle Medicine and diabetes.co.uk and our own nutritional expert.

Strengths
●

TLCFC team is experienced in many areas of business and has access to a wide network of
contacts and expertise to complement its own resources.

●

Having experienced type 2 diabetes first hand, Eryl has the passion, credibility and research to
underline the whole TLCFC proposition.

Weaknesses
●

Lack of specific food and bakery expertise in the team. This is recognised and we are building a
network of appropriate suppliers and advisors as well as identifying suitable Non-Executive
Directors who could bring relevant industry knowledge to the Board.
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Opportunities
●

The use of selected subcontractors will minimise initial capital outlay and allow faster scaling up
of volume to meet requirements.

Threats
●

One CarbZone product (Penne) is already on sale with Morrisons. An increase in availability (for
instance for their bread) could be a threat. We will monitor the situation and develop a plan to
increase our own distribution channels if required.

TLCFC Investment Memorandum

Page 53 of 53

July 2019

