
ORIGIN BAKEHOUSE



1. Executive Summary
Origin Bakehouse is an environmentally friendly bakery and coffee company that will provide premium quality artisan baked goods as well as ethically sourced coffee to customers in Swansea, Wales (Nogueira et al., 2023). It was built according to the Triple Bottom Line Framework, which looks at the three aspects of business: economic profitability, environmental sustainability, and social responsibility, to create a new enterprise that meets an increased demand for sustainably produced food products while also creating a strong, reputable local brand.
Origin Bakehouse anticipates a monthly revenue of £30,000 and makes an estimated monthly net profit of £5,000 from these revenues. As such, originally raised start-up capital was £70,000 and will be financially combined with future revenues, and will assist the company to further develop a digital-driven marketing strategy that will include the use of social media as an engagement tool to attract and retain customers, including through the implementation of loyalty programs (Maheshwari, 2025).
The company will utilise sustainable methods of operation, such as the use of locally produced ingredients, by implementing practices to reduce waste, and by maximising its energy efficiency. Originally constructed, the company is positioned for strong growth based on its superior competitive advantages (SWOT and PESTLE) to assist it through the current competitive and challenging economic environment. Overall, the company will achieve long-term growth and sustainability through innovation, sustainability, and effective strategic planning.


2. Overview of the Business Plan
Origin Bakehouse is a brand-new business that plans to open an environmentally sustainable bakery and coffee shop in Swansea, UK. The quality of the bakery products and the coffee sold at Origin Bakehouse is of utmost importance to our customers, and all the ingredients and supplies will be sourced in an ethical manner to support our goal of being sustainable and environmentally friendly. For example, we will be transparent about where our ingredients come from and how they are made.
The TBL framework is the basis of this business plan and is comprised of three key components: 1) economic profitability, 2) environmental stewardship, and 3) social responsibility. The TBL is used by many companies and industry leaders to promote sustainability and develop a long-term strategy for success (Nogueira et al., 2023; Das et al., 2025). Integrating sustainable practices is essential to our success at Origin Bakehouse and will provide us with the ability to compete with other businesses that are becoming increasingly focused on ethical consumerism.
There are many institutions that are driving towards sustainability, including the government and society, by demanding that businesses adopt sustainable practices (Pasamar et al., 2025). Consumer loyalty and positive reputations are the benefits that a business achieves when it actively participates in sustainability initiatives. Because of this, we expect to establish ourselves as both a premium and an accessible café brand in Swansea, which we will achieve through customer loyalty and a positive reputation.
Origin Bakehouse is focused on providing innovative products and leadership, both of which will support our sustainability efforts and overall operational efficiencies through 1) the use of traditional baking techniques, as well as 2) modern sustainable technologies in the baking process. By using these methods together, we can create a unique and differentiated product from our competition. 
3. Financial Cash Flow
Financial planning is vital to this business plan because a well-managed cash flow is essential for the continued survival and success of the business (Arifaj and others, 2023). If we know how much money is going in and out of our business, we can remain liquid and avoid having financial problems.
Estimated Monthly Revenue:
· Coffee Sales – £12,000
· Bakery Sales – £15,000
· Other (sandwiches/beverages) – £3,000
· Total Revenue: £30,000
Revenue projections are based on estimated daily sales volumes, average transaction amounts and footfall/patronage in a busy Swansea area. The combination of coffee and baked goods creates multiple revenue streams, reducing potential financial risk.
Estimated Monthly Costs:
· Lease – £3,000
· Staff Wages – £10,000
· Ingredients (organic/local) – £6,000
· Utilities – £1,500
· Marketing – £1,000
· Equipment Financing – £2,000
· Other Costs – £1,500
· Total Costs: £25,000
· Net Profit Per Month = £5,000
This level of profit allows for reinvestment back into the business for expansion and contingencies. While this profit level is moderate, it is also realistic for a food business starting.
Startup Costs:
· Equipment (ovens and coffee machines) - £35,000
· Interior Design / Furniture - £20,000
· Licenses and Legal Finances - £5,000
· Initial Inventory - £5,000
· Marketing / Branding - £5,000
· Total Startup - £70,000
Investing in sustainable ways, like purchasing energy-efficient equipment and using environmentally friendly materials, will increase initial costs but provide long-term savings and improved financial performance (Devine & Yonder, 2023). In addition, having strong financial and institutional support systems contributes to the sustainable growth of businesses (Van et al., 2025).
4. Marketing Strategy
· Marketing will be key to creating brand awareness and attracting customers since it is a very competitive cafe marketplace. Origin Bakehouse will prioritise its digital marketing strategy as well as its customer-focused strategy to achieve these goals.
· Targeting these customer segments with quality products will enhance each segment’s overall spending. They are also more likely to appreciate our commitment to using sustainable materials and to creating products that are local in origin.
· Origin Bakehouse will implement a four-part Marketing Mix to achieve its marketing goals (Marketing Mix - 4P’s).
· The product mix will consist of artisan bread, pastries, cakes, and speciality coffee. Specifically, our range will offer several vegan and gluten-free products, as well as organic products, which will assist in meeting the diverse needs of our customers. 
· We will use premiums to drive prices higher than competitors; however, we will price competitively within the market area of Swansea to remain affordable for customers in the area.
· A high-traffic location, with additional profits to be made through online ordering/delivery systems, will be used for the café.
· We will focus on utilising digital/social media marketing (Instagram, TikTok), working with community influencers, developing a customer loyalty program, and hosting community events to promote our products to our customers.
Research has demonstrated that small bakeries benefit from digital marketing because they are an effective, low-cost way to promote their businesses and develop relationships with customers (Maheshwari, 2025). Social media marketing, particularly in the bakery sector, greatly influences both the equity of the brand and how customers will purchase products from the brand (Mariam & Defran, 2024). Using integrated marketing strategies will enhance competitiveness and growth (Santoso et al., 2025). Furthermore, the increased use of technology (mobile applications and online platforms) will improve the overall experience for our customers and increase the efficiency of our operations (Melesse & Orru, 2025). New and innovative technology will also help us create customer satisfaction and loyalty (Alzoubi, 2022).

5. PESTLE Analysis
	Factor
	Impact on Origin Bakehouse

	Political
	Regulations on food safety and sustainability must be followed. Government incentives for eco-friendly businesses may be beneficial.

	Economic
	Swansea’s lower operational costs are advantageous, but economic downturns may reduce consumer spending.

	Social
	Increasing demand for healthy and sustainable food supports business growth.

	Technological
	Digital tools improve marketing, operations, and customer experience.

	Legal
	Compliance with food hygiene and employment laws is essential.

	Environmental
	Climate change and sustainability concerns require responsible sourcing and waste reduction.



6. SWOT Analysis
	Strengths
	Weaknesses
	Opportunities
	Threats

	Strong, sustainable brand identity
	Higher costs due to organic sourcing
	Expansion opportunities (new locations, online growth)
	Competition from established cafés

	High-quality artisan products
	Limited brand recognition in the early stages
	Growth in delivery and takeaway services
	Economic downturn affecting consumer spending

	Increasing demand for eco-friendly products
	Premium pricing may deter some customers
	Partnerships with local suppliers and farms
	Supply chain disruptions (e.g. ingredient shortages)

	Skilled workforce and strong brand values
	Smaller market size in Swansea compared to large cities
	Rising sustainability trends and eco-conscious consumers
	Changing consumer preferences and trends



7. How will the business be sustainable?
Origin Bakehouse's sustainable practices are not simply one feature of the business; rather, this company has created an entire business model rooted in sustainability. Business operations utilise a triple bottom line (TBL) approach to ensure that environmental, social, and economic considerations are included in all decision-making (Nogueira et al., 2023). This comprehensive view of sustainability allows the company to build long-term value for its stakeholders while also working to solve the difficult challenges facing sustainability at a global level.
From an environmental standpoint, Origin Bakehouse will focus on minimising the carbon footprint through the implementation of several different strategies. First, will use a local and seasonal produce approach to greatly reduce emissions from food transportation to be as eco-friendly as possible through working with suppliers who believe in the ethical treatment of animals and farm-purchased products. Second, as part of its operations, OC will invest in energy-efficient oven technologies, LED lighting, and very energy-efficient water-saving technologies. Research has demonstrated that eco-innovation and energy efficiency can positively reduce CO2 emissions (Amin et al., 2025) through energy-efficient product delivery methods. Thirdly, the higher possibility of waste material will provide OC with the ability to donate uneaten food to local non-profits and compost all organic waste materials due to waste collection availability. The circular economy principles outlined above look to reduce waste and increase resource efficiency (Akash et al., 2025).
From a socially sustainable perspective, Origin Bakehouse will prioritise the well-being of employees while offering fair wages and an inclusive workplace. The organisation will also seek to connect to the Swansea community through events, partnerships, and supporting local suppliers. The creation of responsible leadership will help to create a positive culture and fulfil sustainability objectives (Abraham, 2024). Supporting local food producers and businesses will also help to improve the economy of the region and strengthen community bonds.
From an economically sustainable perspective, the business will focus on generating profits from resource management and continual innovation as a means of creating long-term sustainable profitability. Sustainable practices such as reducing waste and improving energy usage provide an opportunity for cost savings. Additionally, consumers are increasingly willing to pay a premium price for sustainable products, thus giving you a competitive advantage. The combination of technology and human capital will also enable you to produce more effectively and innovate (Pata, 2025).
In summary, the Origin Bakehouse sustainability strategy will help to ensure that the organisation operates in a responsible manner, while being financially viable, establishing a position as a leader in sustainable entrepreneurship.
8. Resources Required
a. Physical Resources
· Baking Equipment
· Coffee Equipment
· Furniture/Interior Design
· Digital Systems
b. Human Resources
· Bakers
· Baristas
· Manager
· Marketing Staff
· Human capital plays a vital role in the success of a business and its ability to be sustainable.
c. Financial Resources
· Start-Up Capital (£70,000)
· Working Capital
· External Funding
9.  Contingency Plans
A contingency plan ensures that a business can be able to effectively respond to risks and uncertainty.
· Financial Risks: Reserves and cost control should be maintained.
· Supply Chain Risks: Employing multiple suppliers.
· Market Risks: Change product pricing and promotions.
· Operational Risks: Providing employee training and backup systems.
· Economic Risks: Diversifying industries.
Flexibility in a business plan is critical for adapting to changing circumstances (Rahmat, 2025).
10. Conclusion
Origin Bakehouse is an innovative business with a solid infrastructure and a sustainable, forward-thinking concept in Swansea. The company has established itself on a foundation of sustainability, innovation, and sound business planning, which allows the company to adapt to the changing needs of today’s marketplace. With its use of the triple bottom line approach, the business can balance its ability to earn income with the willingness to protect the environment and act socially responsibly, so it can sustain itself and continue doing business in the future.
The financial forecasts for Origin Bakehouse provide a solid indication that the company can be profitable over the long term through controlled and efficient operation. The inclusion of investments in sustainability, while initially considered, will provide a return on investment due to increased efficiencies and a stronger brand reputation (Devine & Yonder, 2023). In addition, due to effective cash flow management and contingency planning, the company has established a solid framework for overcoming any obstacles that may arise.
Origin Bakehouse’s marketing plan continues to strengthen the company’s business model by taking advantage of digital channels and consumer engagement strategies. The bakery sector has experienced a rapid increase in the use of social media and digital marketing and has become a key component of brand awareness and retention (Maheshwari, 2025; Mariam & Defran, 2024). The company will also communicate its brand message using storytelling and transparency, which will resonate with eco-conscious consumers and help establish a unique and memorable brand image.
Furthermore, the PESTLE and SWOT analyses provide an overview of the external environment and opportunities/challenges facing the business. While competition and economic vulnerability present a potential challenge to the business, the growing demand for sustainable products presents a significant growth opportunity.
In conclusion, Origin Bakehouse is more than just a bakery; it is a sustainable enterprise that represents a movement toward responsible consumption and production on a global level. Combining high-quality products with ethical business practices creates an opportunity for Origin Bakehouse to prosper while doing good in the local community and the environment for years to come.
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