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Introduction
A new start-up company with its headquarters based in the UK, CakeBake is a confectionary brand that offers a variety of mouthwatering and distinctive confectionary items. The company provide a variety of baked items including cookies, cakes, cupcakes and more. All of the ingredients that the company use is ethically and locally obtained since they recognise how important it is to give customers the best possible meals. In order to guarantee the best flavour and finest quality CakeBake produce and distribute fresh meal items every day. 
CakeBake set itself apart from other confectionary brands by offering distinctive flavours and ingredients that can be customised on any occasion or desire. CakeBake provides a variety of choices, including those that are vegan, gluten-free and suitable for other dietary restrictions. In addition, CakeBake delivered personalised cakes and cupcakes made to the customers' preferences. CakeBake’s products are sold both online and in-store. CakeBake works to guarantee that both its products and customer service are of the greatest calibre since they are dedicated to giving its consumers a first-rate experience. Customers may buy items from CakeBake online and have them delivered right to their door thanks to the company's delivery service.
[bookmark: _Toc131016373]Legal format and Management of the selected company 
CakeBake is a new start-up in the confectionery industry, and as such, it is important to consider the legal format and management of the company. The legal format of the business will determine the structure of the company, as well as the liabilities of the owner and employees. The management of the company will determine the roles and responsibilities of the owner and employees, as well as the requirements for external professional services or experts (Noordegraaf, 2022).
The legal format of CakeBake will be a limited liability company (LLC), which will provide the owner with protection against personal liability in case of any legal issues. This format will also provide the company with a separate legal entity, which will allow it to enter into contracts, own property, and conduct business transactions. The owner of CakeBake will have the primary role of managing the company, overseeing the day-to-day operations, and making strategic decisions about the growth and expansion of the business. In terms of employees, CakeBake will initially start with two full-time employees who will be responsible for baking and customer service. As the business grows, the owner may hire additional staff to manage marketing, delivery, and administrative tasks (Andriani et al. 2019). It is important for the owner to ensure that all employees are properly trained in food handling and safety regulations, as well as customer service and sales.
As CakeBake is a new start-up, it may require the assistance of external professional services or experts to ensure that the business is managed effectively. This could include the services of an accountant or bookkeeper to manage finances, a lawyer to assist with legal issues, and a marketing consultant to help with branding and promotion (Edeling et al. 2021). The owner should carefully consider the cost and benefits of hiring external professionals and ensure that they have the necessary qualifications and experience to provide valuable support to the business.
[bookmark: _Toc131016374]Explanation of the target market and the marketing strategies the company will adopt to reach their customers
CakeBake's target market is consumers who value high-quality, freshly baked cakes and pastries made from locally sourced ingredients. The company plans to reach its target market through a multi-faceted marketing strategy that includes social media, local events, and partnerships with local businesses.
The first element of CakeBake's marketing strategy is to establish a strong online presence through social media platforms such as Instagram and Facebook. The company will regularly post pictures of its delicious cakes and pastries, as well as share information about its commitment to using locally sourced ingredients. By engaging with customers online, CakeBake hopes to build brand awareness and attract a loyal following. In addition to online marketing (Fusté-Forné and Filimon, 2021), CakeBake will also participate in local farmers' markets and events to showcase its products to a wider audience. The company plans to attend events in the local area, such as food festivals and community fairs, where it can set up a stall and offer free samples to potential customers. By participating in these events, CakeBake can reach a large number of people in a short amount of time and generate interest in its products.
Another key element of CakeBake's marketing strategy is to form partnerships with local businesses. For example, the company could collaborate with local coffee shops or restaurants to offer its cakes and pastries as part of its dessert menus. This not only helps CakeBake reach a wider audience but also provides an opportunity to showcase its products in a professional setting and gain credibility in the industry. In order to further expand its reach, CakeBake could also offer delivery services to local businesses and individuals. By partnering with local delivery services, the company can provide its products directly to customers' doorsteps, making it more convenient for them to enjoy its delicious cakes and pastries (Montana, 2021).
CakeBake's marketing strategy is designed to reach its target market through a multi-faceted approach that includes social media, local events, and partnerships with local businesses. By focusing on building brand awareness and offering high-quality products, the company hopes to establish a strong customer base and become a household name in the confectionery industry.
[bookmark: _Toc131016375]Evaluation of the business idea by using the SWOT analysis model
The UK-based CakeBake Company is an enterprise concept that focuses on offering consumers personalised cakes and cupcakes. The business tries to give clients cakes and cupcakes that are of high quality and reasonably priced for their special occasions. With the correct strategy and execution, this company concept could prove to be profitable and successful. A SWOT analysis should be performed to discover the strengths, weaknesses, opportunities, and threats of CakeBake Company in order to ascertain its viability.
	Strengths
There are a few significant advantages to CakeBake Company's business concept that make it a successful enterprise. First off, cake and cupcake baking is a steadily expanding sector of the UK economy (www.foodresearchlab.com, 2023). This indicates that the business has access to a big client base. Second, the business will be able to give consumers customised cakes and cupcakes, which is something that not many other businesses do. Last but not least, the business will have access to a huge range of supplies and materials, enabling them to create high-quality items.
	Weaknesses
CakeBake's lack of resources is one of its flaws. They do not have the same resources at their disposal as larger corporations would, being a start-up. The business is also young and has not yet established a reputation for itself or a clientele (Long et al., 2020).


	Opportunities
The opportunity to profit from the rising demand for high-quality cakes and baked items is presented by CakeBake. To expand its consumer base, the business might potentially investigate other areas, including the online industry. In order to differentiate itself from rivals, the business might also use its skilled staff of bakers to develop novel items (Lopes et al., 2022).

	Threats
Competition from more established and powerful corporations poses a danger to CakeBake. Furthermore, because launching a firm has such large startup expenditures, the company could run into financial problems.  In a cutthroat market, the business can also have trouble retaining customers.


[bookmark: _Toc131016376]Assessment of the current external environment by using the PESTEL analysis model
The measurement of every component that is directly or indirectly related to the organisation makes running a successful corporation a difficult undertaking. PESTLE analysis is crucial for a company since it aids in the investigation of external influences. To properly operate the firm, these elements are necessary.
	Topic
	Factors

	Political
	The UK is a member of the European Union and has a stable political climate with a well-established democratic system. This creates a setting that is favourable for company expansion (Truchlewski et al., 2021). The UK government has implemented a variety of programs, including tax incentives and subsidies, to aid startup companies and entrepreneurs.

	Economic
	The fifth-largest economy in the world, the UK boasts a robust economy (Silver, 2022). Because of this, CakeBake may work in a suitable environment. The UK has a sizable consumer market with lots of development potential. Additionally, the UK boasts a highly educated workforce and a low unemployment rate.

	Social
	With a wide variety of cultures, faiths, and lifestyles, the UK is a multicultural society. CakeBake can target a good customer base thanks to this. Additionally, there is a sizable and expanding middle class in the UK, which is expected to be a significant market for CakeBake.

	Technological
	Technology is a leading industry in the UK. Because of this, CakeBake has a great environment in which to innovate and apply cutting-edge technology to enhance its goods and services (www.gov.uk, 2023). Additionally, the UK has a top-notch digital infrastructure that gives CakeBake access to a variety of online marketing and customer care channels.

	Environmental
	A strong environmental protection system is in place in the UK. As a result, CakeBake has a solid foundation upon which to base its efforts in making sure its operations are environmentally friendly and sustainable (Malinauskaite et al., 2019).

	Legal
	The legal system in the UK is highly developed, and there is an extensive set of laws that safeguards both enterprises and consumers. As a result, CakeBake may function in a safe and reliable environment.


[bookmark: _Toc131016377]Identification of the key marketing factors by using the 4Ps of the marketing model
Product: High-quality product development and distribution must be CakBake's primary priority. Customers like to acquire goods that are high-quality and satisfy their demands, which explains this (Lina, 2022). Additionally, CakBake must offer a selection of goods, including cakes, cupcakes, muffins, and cookies, for consumers to select from.
Price: Prices for CakBake's products must be reasonable. They will be able to draw in more clients as a result, which will boost their revenue. When consumers believe a product is worth their money, they are more inclined to buy it. As a result, CakBake ought to think about lowering its pricing from what its rivals are charging.
Promotion: The creation of an effective marketing approach should be CakBake's main priority. This can entail promoting their goods via social media, radio, and television. Additionally, they should employ a variety of marketing strategies to draw in customers, including sales, coupons, and loyalty programmes (Bara et al., 2021).
Place: The distribution network expansion should be the main priority for CakBake. This will enable them to reach more potential customers (Kurdi et al., 2022). shops like supermarkets, department shops, and internet retailers are all viable options for them to sell their goods. For clients who are unable to visit their business, CakBake may perhaps think about providing delivery services.
[bookmark: _Toc131016378]A cash flow forecast for the first 12 months- startup costs cannot exceed £50,000
This table assumes that the CakeBake business has a starting capital of £50,000 and that the startup costs do not exceed this amount. It also assumes that the sales revenue increases by 20% each month, the cost of goods sold is 40% of the sales revenue, and the operating expenses are fixed at £1,200 per month.
The cash flow forecast table shows the expected cash inflows and outflows for CakeBake, a confectionary start-up, in its first 12 months of operation (Senan, 2019). The table is presented in British pounds and assumes a start-up cost limit of £50,000. The table is divided into monthly columns with corresponding entries for each row. The first section of the table shows the expected cash inflows for each month, starting with the projected revenue from the sales of cakes and pastries. The revenue is calculated by estimating the number of units sold and the average price per unit. The second inflow item is the projected income from external investments, which is assumed to be zero for the first 6 months but increases from month 7 onwards. The total inflows for each month are calculated by summing up the revenue and investment income.
The second section of the table shows the expected cash outflows for each month. These include the start-up costs, which are expected to be fully incurred by the end of month 1. Other outflows include the cost of raw materials, rent, utilities, salaries, marketing expenses, and taxes. The total outflows for each month are calculated by summing up all the expenses. The third section of the table shows the net cash flow for each month, which is calculated by subtracting the total outflows from the total inflows. A negative net cash flow indicates that the company will need to borrow funds to cover its expenses, while a positive net cash flow indicates that the company has surplus funds.
Finally, the fourth section of the table shows the cumulative cash flow for each month, which is calculated by adding the net cash flow of the current month to the cumulative cash flow of the previous month. A negative cumulative cash flow indicates that the company is in a deficit, while a positive cumulative cash flow indicates that the company has a surplus.
[bookmark: _Toc131016379]Conclusion
In conclusion, CakeBake is a new start-up in the confectionary industry that aims to offer high-quality, locally sourced baked goods to customers. The business idea has been evaluated using various analytical models, including the SWOT analysis and external environment analysis. Based on the findings, it can be concluded that CakeBake has the potential for success, but it will face challenges due to the highly competitive nature of the industry. The report has also outlined key marketing factors, including product, price, promotion, and place, and suggested strategies for reaching the target market. The cash flow forecast indicates that the business can operate within the allocated budget for the first year. Overall, CakeBake has a solid business plan, and with the effective execution of the strategies outlined, it has the potential to become a successful player in the confectionery industry.
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