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Oonagh Monahan’s 3rd edition of MONEY FOR JAM is a must-read for aspiring food entrepreneurs. Packed with practical advice and insider tips, this book is your essential guide to turning your passion for food into a successful business. A game-changer in the world of food entrepreneurship!


Chef Brian McDermott


A must read for anyone about to start their own food business. Everything you need to know in one place. Oonagh cuts through the noise and holds your hand on this exciting but daunting journey into life as a food producer.


Jane Chambers, Shells Café, Sligo


We’ve known Oonagh since she first mentored us in 2012, when Mescan Brewery was still just an idea. She has a tremendous knowledge of, and passion for, all things food. MONEY FOR JAM is a valuable resource for anyone starting a small food business and is packed full of useful information presented in a very accessible format.


Cillian Ó Móráin, Mescan Brewery


MONEY FOR JAM 1st edition absolutely changed my perspective about starting up a business. Full of wealth of knowledge and experiences from the first chapter to the very last. “Start where you are” is a business nugget I still hold on to; it gave me the push most needed to start my food business from our home kitchen. MONEY FOR JAM - a must-read for individuals with business ideas.


Funké Egberongbe, FUNKÉ- Afro Caribbean Restaurant


Oonagh has a wealth of knowledge about the Irish small food and drink business sector, if you are thinking of starting a food business, you will save yourself a lot of time and money reading this book!


Aisling Flanagan, Rockfield Dairy/Velvet Cloud


Oonagh’s knowledge of the food business is second to none, enabling us to convert our food vision into a tangible food brand with a clear vision and focus for the future. A must read for anyone starting a food business.


Dave and Áine Mullan, Fish & Bean Seafood Restaurant


Oonagh Monahan is a font of knowledge, sound knowledge. There is something in this publication for everyone. For sure!


Shane Smith, YesChef Ireland, “the magazine for lovers of good food”


Oonagh is a recognised authority on starting a small food business. She is a highly experienced consultant and mentor, offering practical advice that draws on an experience base from working with hundreds of food businesses over many years. She has literally written the book and is highly knowledgeable on areas as diverse as food hygiene, product development, routes to market and on the many sources of help to someone starting out.


John Magee, Head of Enterprise, LEO Mayo


MONEY FOR JAM is the perfect start point for anyone thinking of starting a food business. It’s full of tips and vital information that every small food business will need to get off the ground. It was a real help to me both starting and growing Noo Chocolates, and I recommend it as essential reading for every food business.


Mary Corrigan, Noo Chocolates


MONEY FOR JAM by Oonagh Monahan is an indispensable guide for aspiring food entrepreneurs. It is a treasure trove of practical wisdom and insider insights. Drawing from Oonagh’s extensive experience in the Irish food industry this book is a ‘must-have’ resource for anyone looking to turn their passion for food into a thriving business in Ireland from concept to execution.


Susan McLaughlin, Love A Little Sauces


Anytime I met Oonagh, I learnt something new and beneficial. Her knowledge and passion about start-up food businesses was pivotal to our success. She illuminated pathways clearly and simply that helped our business grow.


Redmond Cabot, Cabot’s of Westport


Oonagh is highly regarded as the ‘go-to’ professional for advice on turning bright food ideas into a viable business. Her help in bringing structure to our Research & Development has been invaluable – after all, even the wildest ideas can benefit from a bit of taming and organisation.


Michael Liddle, Operations Director (New Projects), McCaughey Foods


From my first year in start-up right through to ongoing product and branding development, MONEY FOR JAM has been my goto source for guidance


Fionntán Gogarty, Wildwood Balsamics
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THE OPPORTUNITY


If you have ever thought about trying to earn some money from producing food, if you’re the person everyone goes to for their lemon meringue pies, apple tarts and other desserts for family occasions, celebrations or other events; if you have a garden full of rhubarb or other fruit and make jam every year and give it away when you could be selling it; if you fancy the idea of making cheese or yogurt or ice cream or chocolate; or you are big into baking sourdough bread or making fermented foods or protein bites and would like to turn your hobby into a business but don’t know where to start, then this is the book for you!


More MONEY FOR JAM is structured and written in an easy-to-follow and easy-to-read format. It tells you everything you need to know or shows you where to find it for yourself. It is not a textbook – think of it instead as your trusty companion, more of a handbook or manual. It aims to reassure both prospective and early-stage food producers and help them and existing producers to grow a sustainable business.


Don’t be intimidated! More MONEY FOR JAM contains everything that someone who is new to the business of food needs to get started and to keep going. It will also help established producers to develop new products in a managed way, giving them the best chance of success with the least cost of time and money.


It covers the what, where, who and how for food producers – including legislation and registration, labelling and packaging, suppliers and distribution, marketing and sales. The complaint I hear all the time is that people don’t even know where to start or who to ask for information in relation to starting a food business. Many are afraid to stick their heads above the parapet by asking the relevant state agencies such as the Environmental Health Officers (EHOs) at the Health Service Executive (HSE) in the Republic of Ireland or their local Council in Northern Ireland and the UK, the Department of Agriculture, Food & the Marine (DAFM), the Department of Agriculture, the Environment & Rural Affairs (DAERA) in Northern Ireland, the Food Safety Authority of Ireland (FSAI), the Food Standards Agency (FSA) for England, Wales & Northern Ireland, Food Standards Scotland (FSS), Bord Bia (the Irish Food Board) and so on. There is a common perception that doing so may bring unwanted attention – or worse, inspection! But you should know that the various agencies are there both to protect the consumer and to help you as a producer.


Recent Trends


Keeping an eye on consumer trends is essential if you’re thinking of starting up a new food business or developing new foods in an existing business. Look at the growth in popularity in recent years of fermented foods – kimchi or sourdough bread, for example – both now mainstream, as are high protein foods, which were aimed at sports people initially but are increasingly found in many people’s shopping baskets. The growth of plant-based/vegan foods continues, as many consumers seek to reduce their meat intake for either health or environmental reasons, and other consumers are looking for protein alternatives.


The prevention, or at least the reduction, of food waste also is increasingly important and some new foods on the market include those made using spent grains from the brewing industry – value is added to turn them into a consumer food instead of being sold as low-value animal feed.


Sustainability has grown in importance, and we will take a look at that both in terms of environmental impact and the financial or commercial sustainability of your business.


Simplicity, wholesomeness, health, convenience and good nutritional credentials, along with ethics, quality, craft, provenance and heritage, are still important considerations as consumers continue to increase their awareness and knowledge about the foods they eat.


Shoppers are really interested in knowing where the food products they purchase are made and who made them. There is a huge choice of foods available now, whether home-produced or imported, so the decision to buy a food more often than not will depend on whether that particular food addresses these concerns. The major retailers have latched on to this and promote local producers on their own-brand foods and in their stores - they know it’s good for business.


Many smaller shops have responded well to this demand for quality and choice from customers. A typical example is a small butcher in a country town, who might have sold bags of potatoes and some vegetables, might have had packets of spices on the counter, even might have offered the occasional home-baked apple tart. The same butcher has now re-branded from, say, ‘Quinn’s Butchers’ to ‘Quinn’s Fine Foods & Delicatessen’. The shop has had a facelift, it’s more attractive inside and the layout has been tidied up. It is still selling the same foods but it has raised the bar in terms of how the consumer sees it. As a result, it is attracting new customers, offering an outlet for and showing support to local producers, and embracing the local food culture that has continued to grow in recent years.


The continued growth in numbers of other nationalities moving into Ireland and the UK has brought more food varieties and a diverse food culture with it, and consumers have lots of opportunities to try out new foods. In fact, foods many of us consider to be part of our basic shopping basket today were considered exotic and unusual years ago. The same thing will happen in the future for foods that are considered exotic or unusual now and we look forward to that with anticipation!


Opportunities for Small Food Producers


So what does all this mean for you, the would-be food producer? Let’s say you have been baking or fermenting or making jam or chocolate or protein snacks at home just for family and friends or for local fundraisers. Perhaps you have decided that you would like to make some money out of it either to add to the household income or with the ambition to grow it into a decent business that will earn you a living, maybe even leave the job you’re in and chase your dream of being a successful food producer! If so, then you need to know what you have to do to turn that hobby into a proper business.


Many consumers want to see money staying in the country, preferably locally. So, locally-made produce is very much welcomed and can be seen in shops everywhere. The adage “If you can see it, you can be it” applies – the more local producers there are in shops, the more that encourages others.


Consumers like the idea of artisan or home-made foods. You might portray the image of a country kitchen making scones and jam in a cottage with roses around the door, while all the time you’re really in a state-of-the-art food production unit in your converted garage! While the reality might be less romantic as you outgrow your kitchen or small premises, it is important to maintain that brand image for your customers, if that’s what they are looking for. We will look at branding in Chapter 6.


Irish and British consumers are more discerning now than they used to be. They are used to having a wide selection of foods to choose from, they expect good quality, and they are used to paying a little more for it. Farmers’ and Country markets and small speciality retailers are the norm for many shoppers, not just some quaint novelty. Consumers will still make a special trip for special purchases that they cannot get in supermarkets.


The Food Market


Artisan/speciality food production in Ireland and Britain is made up of a large number of small food producers, making niche products, generally in small batches, using artisan techniques. The most recent CSO figures (www.cso.ie/en/releasesandpublications/fp/pfavca/foodandagricultureavaluechainanalysis/householdconsumption/) show 1,352 domestically-owned food and drink producers in Ireland, who made €9.8 billion worth of foods. Most of this production is in the dairy and meat sectors (mostly large producers). In the same year, household/personal consumption of food and drink (including imported food) was €10.5 billion. Of this, €1.2 billion was spent on tea, coffee, readymade foods and processed snacks. So the market potential for a new entrant is significant, although also very competitive.


The artisan/speciality food and drinks sector continues to grow in the UK also, where there are over 6,000 small producers, clearly making it a very important part of the food industry and of the economy there (Chapter 16).


The key point is that, if your products are of good quality, with a strong provenance, are consistent, have great taste and flavour and ideally provide something a little different, then there is probably a market for them.


What Does ‘Artisan’ or ‘Traditional’ or ‘Farmhouse’ Mean?


Descriptions including ‘fresh’, ‘natural’, ‘artisan’, ‘farmhouse’ and so on are used widely, and may not always be accurate. Over-use of these words in describing foods has confused consumers and diluted their true meaning.


For the consumer, the word ‘artisan’ or ‘farmhouse’ usually means a connection to the individual who makes the food. In the consumer’s mind, this means literally home-made or hand-made. Both the FSAI (Ireland) and FSA (UK) have published some guidance on this, which you can find on their websites. For example, to be ‘artisan’, you must employ fewer than 10 people (including yourself) and produce less than 1,000 litres or kg per week, among other considerations.


Consumers expect ‘artisan’ to mean superior taste, flavour, handmade, small-scale, with a direct connection to the producer, high standards – and so … more expensive? While consumers like the idea that someone has made this food themselves, that it’s not from some big, faceless, corporate, automated process, the question is whether they are willing to pay for it? The difficulty faced by small food producers is that they are in competition with those very same big, faceless, corporate, automated processors and imports that have economies of scale, which means they can make and sell their foods much more cheaply. It’s not so much that artisan or craft foods are expensive; it’s that other foods, because of mass production, have become relatively cheap.


So, the artisan producer has a job to do in promoting all the qualities of their foods that justify the price – back to flavour, quality, provenance, authenticity, the person, home-made, farmhouse, local and so on. Those are your potential unique selling points (USPs) – more about them in Chapter 2. Underestimate their value or forget them at your peril!


‘Local’ Is Important


When you think about ‘local’, do you think about your corner shop, village, town, county, province or country? When is local not local?


For some people, local food means that it comes from a nearby farmer, butcher, baker or a neighbour, or certainly within a distance of 100 km according to guidelines. Consumers say that they like to support local producers and to shop locally, but if your name or the name of your food or business does not immediately tell the shopper where the food is from or that it’s made locally, then you need to make sure that you let them know some other way. You can use your labels and branding to help communicate this message – more about that later in Chapter 6, when we look at branding and marketing.


If someone goes to the trouble to look for locally-made food, then they usually have a good reason to do so. Most of the time they want to be sure that their food can be traced back to where it was made. The phrase ‘farm to fork’ is used commonly now, and it’s all about traceability and transparency – knowing where food and its ingredients come from and giving the consumer trust.


When is Irish not Irish? Or English/Scottish/Welsh, or not English/Scottish/Welsh for that matter? In many ways, it is just a matter of opinion. For example:


• If it’s made in the country? Even if the company is not locally/domestically-owned?


• If it’s not made in the country, but outsourced to a manufacturer in another country but the company is (for example) Irish-owned?


• If the basic ingredients are not grown in the country, yet the food is made here by an indigenous company, such as chocolate or coffee?


• If the name implies that it’s indigenous?


• Or does it have to be 100% from the country (Ireland or England or wherever) – all the ingredients, ownership, etc.?


Whatever the answer, there is a great opportunity for you to shout about the fact that your foods are made locally, by you, in your kitchen/premises, employing local staff (even if it is just you and your family), and using as many local ingredients as possible ... or a combination of some or all of these.


The Potential for Small Food Businesses


The small food business has potential for several reasons:


• Consumers expect to be offered a wide variety of new foods;


• Consumers are willing and able to discern and to pay for high-quality locally-produced food;


• Increased education and awareness levels among farmers and food and drink producers about consumer needs and wants;


• Increased popularity of locally-produced, artisan, home-made and farmhouse products;


• An image of a country that is an unspoilt tourist destination that is green, natural and wholesome;


• Availability of high-quality and high-profile local foods from well-known, local artisan food producers across the country, raising the profile for all producers;


• The use of local ingredients by chefs, who post about them in their social media;


• The availability of new routes to market (Chapter 6).


As far as the shopper and consumer are concerned, one of the main advantages is that there is a story behind the food that they can identify with (the ‘provenance’), but most of all, that the food has superior quality and taste. It can have all the local, eco, history and whatever you’re having yourself but, if it doesn’t have great quality and taste, then no one will buy it again. This leads to a key point about developing your food idea – make sure you get the taste and quality right first before you start telling everyone how great it is!


Food producers and suppliers should never forget the value and importance of building their brand around the provenance of their produce. Consumers like the idea that the food they buy is artisan, home-made, almost as if it has been made for them especially. They


like to hear about the producers themselves, the farm, the family, the recipe being handed down through generations, tradition, history of the herd or breed and so on. It helps the consumer to satisfy themselves that the food is local, has not been overly-processed and meets their expectations of taste and quality.


Food Tourism


Food tourists are ‘culinary tourists’, who seek out unique, memorable eating and drinking experiences wherever they go. They want to try new foods and taste foods in their traditional context, foods associated with an area. In response to this demand, Visitor Experiences and Food Trails have increased significantly in numbers over the past five years (more in Chapter 6).


Sustainability


This is certainly the buzz-word, or at least one of the buzzwords, of the past couple of years. Consumers say that they are concerned that the food they buy is locally-produced, that it is environmentally sustainable with low food miles as well as a low carbon footprint perhaps. What does all this mean exactly though? And how can a consumer be sure that the story they’re hearing from the producer is honest and not just ‘green-washing’? In other words, how can consumers be sure you’re really doing what you say you’re doing?


Environmental sustainability is important of course – most people realise that the work we do in our businesses should not impact negatively on the environment and ultimately on our planet. However, it’s not just what you do, it is also important to be aware of what your suppliers are doing, as well as your distributors, and anyone else associated with your food business.


Here are a few simple steps that producers can take, that are not only good for the environment but often can save money too:


• Use renewable energy, whether from a supplier or by installing your own solar panels or windmill or heat pump;


• Change all your lightbulbs to LED;


• Install motion sensors so that lights go off when no one is in the room or corridor (though this might require some arm-waving if you’re standing or sitting still for a while!);


• Monitor food waste, with the aim of preventing it or at least reducing it;


• Consider donating surplus food to organisations like FoodCloud (www.food.cloud) or FareShare (www.fareshare.org.uk); if you run a bakery, café or restaurant, sell off unsold foods at the end of the day through apps like Too Good To Go (next.toogoodtogo.com/en-ie/);


• Switch to electric vehicles – powered by your own solar electricity, perhaps;


• Actively promote reuse and recycling, both internally and among your suppliers and customers;


• Source consumable supplies that can be recycled/returned to the supplier for recycling – for example, printer cartridges, glass bottles and jars, shipping crates/boxes;


• Choose suppliers that adopt best environmental practices, where practical;


• Buy products and services that have the least environmental impact – including buying from local suppliers, where possible.


If you make a start working your way through these, then shout about it! Tell your customers, write an environmental policy and publish it, monitor your progress, then tell everyone about the progress you’ve made.


Hand-in-hand with this is financial or commercial sustainability. While many of the actions you take above will save you money, you need to continue to actively manage your money (see Chapter 8), keep an eye on your costs, your cash flow and your profits. Shop around when sourcing compostable/recyclable packaging for example. Keep an eye on Government grants that may be available.


In the long run, food and drink producers, indeed all businesses, cannot afford NOT to be environmentally sustainable. It’s good for everyone, and it’s good for business. You’ll find information about agencies and supports to help your business become – and stay – sustainable in Chapter 17.
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DEVELOPING YOUR IDEA


Where to Start?


How do you eat an elephant? One bite at a time.


First things first, then. Don’t be paralysed by fear! Starting your own food production business is not like splitting the atom or finding the cure for a terminal disease. It’s just food. Plenty of other people are already doing it, so it cannot be that difficult – can it?


It might not be rocket-science, but nonetheless, there are so many different things to consider when starting up a food business that it can seem overwhelming at first.


What Will You Make?


Before you do anything else, you must make up your mind about what food you want to produce. Most small food producers get into the food business because they love making something in particular or they have a source of ingredients that they want to use, such as fruit, milk or seaweed. Others get into it because they see a business opportunity in a niche area. Many new producers try to do too many varieties too soon and become overwhelmed trying to manage them all. Some decide to produce foods that they really don’t enjoy making but do so because they think there is a market. Others do not have the skills required to make the food they think they would like to sell.


It is best to go with your strengths. If you don’t enjoy making it, you will not stick at it. So, the first thing is to remember is that you are now in business, selling food for money. It may be just a few jars, loaves or tarts to begin with, even in just one shop or market. Take baby steps, and when your confidence builds, then start to walk with your foods to a few more shops ... jump to shops in the next town ... run, grow the business if that’s what you want to do, export even ... but all in good time.


New producers get all excited about their venture, which is great. I love the enthusiasm of start-ups. However, sometimes the excitement focuses on the fun stuff: branding, packaging design, thinking about growth in the future, nationwide sales ... before they ever develop their recipes and operations properly. So first, you have to make something – a bit of product development is needed.


Where Do Ideas Come From?


For many people, getting into the small food business is a matter of looking differently at what they might be doing already. As I said above, you might make desserts on request for family and friends already and now want to sell them to the public, for money! Perhaps it’s a case of trying a new venture simply because you’ve always wanted to give it a try. Or maybe you’ve lost your job (or your spouse/partner has) and it’s a case of having to do something to bring in some money. Perhaps you’ve come into some money through redundancy and want to take the opportunity to give it a go while you can support yourself.


Whatever the reason for it, now you need to get your thinking cap on and decide what it is that you want to produce:


• Have you spotted a gap in the market? I can’t get good gluten-free, vegan snacks anywhere.


• What are you good at? People love my lemon meringue pie or Kombucha.


• Do you already have a source of ingredients? We have loads of blackcurrants in the garden … I could make jam, pies, sauce!


• What are the market trends? People need something healthy to eat to give them energy when they’re on the go/they want an indulgent treat/they are concerned about the planet/they need to increase their protein intake.


Who Are Your Customers?


You will need to consider who will buy and eat your wonderful food – this is called your ‘target market’. Your potential customers fall into two groups – the general buying public (the consumer), which is usually referred to as B2C (Business to Consumer) and the retailers who will buy from you to sell on to their customers (B2B or Business to Business). Both groups look for the same things: quality, taste, value and something different or new.


Your target market is made up of consumers from various demographics. Think about who they may be: families, older people, children, single people, married couples, men, women, healthy eaters, fitness fanatics, dieters, indulgers, students, office- or home-workers. Your target market will influence the size of portion you make: large or small, multi-pack or single pack? Your portion size in turn will influence your selling price.


Next, consider your packaging: pre-packed or unwrapped? If your food is aimed at the eat-on-the-go market, then both portion size and packaging style both need to be considered. There is more detail about product development in Chapter 5.


Retailers are also your potential customers, otherwise you may not reach the consumer at all. Many retailers are keen to promote Irish producers: they see the sense in offering consumers a choice, and promoting local producers is a way of bringing in more trade. What you must remember, though, is that the retailer will not want more of the same – so try to offer something different to help them attract more shoppers.


Who Are Your Competitors?


Every business and every product has a competitor, even if it not a direct competitor doing the same thing as you, or whether it is an obvious one or not. Realising and acknowledging that fact is really important when it comes to promoting and selling your food.


If you go into almost any small shop, there will be at least two varieties of most foods. Take apple tarts, for example – your competitor might be another home baker in the locality, or a large bakery delivering to the same shop, or the shop’s own in-store bakery. Most shopkeepers like to offer their customers a choice, so they provide a range for the shopper to choose from.


Direct competitors include anyone else making apple tarts. Indirect competitors, on the other hand, will be making rhubarb or other fruit tarts or desserts that might distract your potential buyer away from buying your apple tarts. In other words, your competitors include other small and local food producers, as well as the large-scale suppliers, imports, and alternatives.


You should benchmark yourself and your food against your competitors. What are they doing well that you might emulate or not bother trying? What can you do that is better than whatever is already out there for sale? What price are they selling at? What demographic are they targeting? What is their packaging like? Can you get a longer shelf life on your food?


What Is a USP?


A Unique Selling Point (USP) is a characteristic or attribute that distinguishes your foods from your competitors. Identifying and promoting your food’s USPs – it can have more than one (the more the merrier!) – is an on-going task. You can’t just mention them once and sit back waiting for either the customers or the money (or both) to pour in! You will need to continue to develop USPs and to remind your customers about them all the time.


Some examples of a USP might include novel packaging, ‘free-from’, natural, no preservatives or additives, low fat or high protein, home-made, or homegrown ingredients. Is it locally-produced, using local ingredients, or organic, or is it a new type of food product, new to this country, new to this area, healthy, luxurious, in different portion sizes – it could be anything! Whatever your food’s USPs are, you must take the time to write them down, and then be able to articulate them clearly and promote them all the time.


Your USPs define your food’s competitive advantage. It is essential to identify what makes Oonagh’s Apple Pie different from its many competitors, on as many different fronts as you can.


Who Should You Talk to First?


If you go to the websites of the Food Safety Authority of Ireland (www.fsai.ie), the Food Standards Agency (www.food.gov.uk) or Food Standards Scotland (www.foodstandards.gov.scot), they will tell you that the first thing you should do is acquaint yourself with the relevant legislation. For most people, that’s enough to send them running for the hills as it can be very intimidating.


However, if you’re going to be in this food business game, then there is no avoiding the legislation. The important thing is to know what applies to you and what does not. There is the challenge – how do you find this out? And, once you know what applies to you, then how do you interpret it?


Depending on the foods you want to produce, then your kitchen might be either very straightforward to organise (bread, cakes, jam, dips) or might be more complicated (meat, dairy, prepared salads, large amounts of anything). If you are going to make anything at home, or even if you plan to convert your garage or move into a small premises, then the very first thing you must do is to phone your local Environmental Health Officer (EHO) – at the HSE in Ireland (www.hse.ie/eng/services/list/1/environ/opening-a-new-foodbusiness/) or at your Council in Northern Ireland or the UK (register.food.gov.uk/new). These are the people who will give you approval for producing most foods. Microbreweries also must register with the EHOs.


If you are planning to get into hen or duck egg production, or animal slaughter or if you’re handling and/or processing meat, or fish, or making dairy products, then in Ireland you need to contact either the Local Authority Veterinary Office (www.gov.ie/en/publication/942f74-local-authorities/), the local office of the Department of Agriculture (DAFM) (www.agriculture.gov.ie) or the Sea Fisheries Protection Authority (www.sfpa.ie). In Northern Ireland, contact the Department of Agriculture, Environment & Rural Affairs (DAERA) (www.daera-ni.gov.uk); in the UK, contact the Animal & Plant Health Agency (APHA) (apha.gov.uk). The local Councils in Ireland and the UK also may inspect establishments involved in animal slaughter and handling and/or processing meat. So, check out their website or just call them to find out who you need to talk to.


If you don’t know who to call, just call any one of them and they’ll point you in the right direction. We will look in more detail in Chapter 4 at food safety and hygiene.


Getting Organised


For the best chances of success, you will need to think through all of the issues that affect how you will make, where you will make and how you will package and label your food. In addition to your job as production manager, initially you also most likely will be the financial controller, sales and marketing manager, office manager and administrator, trainer, staff supervisor (if you have anyone working with you), delivery van driver, and chief bottle washer!


It is very difficult keeping on top of everything, of that there is no doubt. Your chances of success will improve if you at least know all the things you are supposed to remember. Make a list and write it down (keeping everything in your head is impossible and only gives you one more thing to try to remember!) and, if you can’t do it all yourself, then get some help. There is a useful Action Plan (if I may say so myself!) that you can download from my website (www.alphaomega.ie/shop) to help you identify and remember everything you need to do. And because you have kindly bought this book, the code for your free download is M4J3ACTION.
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