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[bookmark: _Toc180414903]Introduction of the project
Heavenly sweets is a dessert shop concept trying to meet the demand of high quality, unique, delicious vegan sweets and otherwise. The location of this shop will be near the centre but not at the heart of it, offering delivery services that being the main way to reach the whole city. It offers many desserts and all types of them, cakes, pastries, macaroons, chocolates, biscuits, and all the types of desserts for people with a sweet tooth. We will also offer catering services for events.
The sweets are not only going to be delicious but they will also be visually appealing through elegant positioning of pastry elements and careful design. We also aim to mix flavours to create unique and sophisticated tastes. The dessert shop is focusing on delivering good quality and innovation as well as a place for vegans to get sweets and enjoy our flavours while keeping in line with their vegan values. We aim to be the go-to shop for vegans in the city as there is none right now and this is a niche that we want to exploit, we aim to be a luxury brand through our high quality and beautiful designs.
[bookmark: _Toc180414904]Aim of Heavenly sweets
The main aim of Heavenly sweet is to be a premium shop offering high quality taste and design through carefully crafted sweets that will differentiate us from other sweet shops and put us a step above the rest. We want to be the go-to for high-end catering events and vegans looking to satisfy their appetite for sweets.
[bookmark: _Toc180414905]Objectives of Heavenly Sweets
[bookmark: _Toc180414906]Cake shop and pastry design
We want to design many beautiful desserts using high quality vegan ingredients, we plan to make seasonal designs such as Halloween pastries, Christmas pastries, and others.
We want the shop to look cute and appetising, like a big sweet with colourful ambiance. We will make the staff costumes colourful to match the environment of colourful high-end sweets. 
[bookmark: _Toc180414907]Brand Identity
To develop our brand identity as a luxury sweet shop boasting high quality sweets, we plan to market accordingly and take plenty of pictures of any events we cater to, to show on our social media and advertise our work.
We also want to expand our brand as a vegan-friendly sweet shop to reach our target audience and exploit our niche demographic. To further attract these customers from the vegan demographic we will use bio-degradable packaging in all our deliveries, further building our brand as an eco-friendly environmentally conscious business.
The objective of Heavenly Sweets is to build a strong reputation and be profitable within 6 months of opening. 
[bookmark: _Toc180414908]Scope of Heavenly Sweets
The scope of a business is all the activities required to establish it and operate it successfully, and it can include everything from location selection to marketing and customer engagement techniques.
The scope of heavenly sweets would be the creation of a menu of desserts and pastries, the design of delivery boxes, staff outfits, the physical shop and the online e-shop. For such a business focused so much in catering events and deliveries, marketing will be essential as well as it is very important to reach our target audience and get the world to know about us.
Lastly an efficient system of order placement and order deliveries is essential and part of the scope of the business, as efficient deliveries are at the heart of the business’ goal of catering.

[bookmark: _Toc180414909]Heavenly Sweets’ outputs and direct results
The main outputs of heavenly sweets are deliveries and catering events with our high end quality sweets. We will have a product menu of high quality desserts with seasonal designs to liven up festivities, and also an online web page for online orders and to set-up bookings for events and large deliveries.
The shop will be well designed to match the theme of desserts, being colourful and well decorated and in a good position to be able to deliver all over the city.
We will also have an efficient and friendly relationship with suppliers helping us quickly and efficiently sort out orders to prepare for delivery. 
A marketing strategy will be developed to target vegans, by posting on vegan forums, and attending vegan gatherings and events to promote our services. 
[bookmark: _Toc180414910]Actions
To successfully deliver these output and direct results we need to think of which actions will lead to these successes.
[bookmark: _Toc180414911]Shop location
First we will have to select the location of the shop, we aim for somewhere near the city centre but not at the heart of it to save cost in renting or purchasing, while being in a good position to deliver throughout the city. After researching such a location we would discuss about rent prices, and as we do not need a huge local to host our shop we expect to spend little on this. After we have agreed on the rent terms and have a location we would spend money decorating it, repainting the walls and setting up the display equipment for pastries as well as a little kitchen in the back to prepare sweets, although most will be prepared beforehand for orders.
[bookmark: _Toc180414912]Supplier agreements
We then would look to make agreements with suppliers for any ingredients we may need to keep our products vegan friendly as this is our target market. After this is done we would develop our recipes and mix flavours to create unique products, conducting taste tests to ensure the quality of them and coming up with new designs that are appealing visually. Once this is done we will consider costs of our products and price accordingly to keep the business profitable.
[bookmark: _Toc180414913]Menu creation
The menu creation comes after and it will be diverse and colourful, with special seasonal products that will attract the attention of customers, focusing on our luxury image and making high quality tasty products.
[bookmark: _Toc180414914]Brand development
We aim to build a recognizable brand of luxury sweets, as well as being the go-to for catering events, and the go-to for vegan customers. This is a broad scope and we will try to position ourselves and the brand as all three things at once. We want the name Heavenly Sweets to be associated to luxury and easy delivery, we plan to do this through aggressive marketing strategies and customer interaction through marketing channels and our delivery app. A main way to do this would be achieving a high rating on the play store through our delivery app, as well as creating our own logo, and doing collaborations with other luxury brands such as starbucks, offering our sweets at their locations. 
[bookmark: _Toc180414915]Staff recruitment and delivery agreements
Staff recruitment will not be very hard as we mainly need two people, one to man the reception and till and another in the little kitchen to prepare any orders necessary. The main important thing is to set-up good delivery agreements with companies such as Deliveroo, uber eats and justeat because we aim to be mostly delivery-based. We also will need our own trades with delivery companies to carry our products to catering events. 






[bookmark: _Toc180414916]Supply chain efficiency
We will set-up efficient operations with suppliers making sure we always have enough stock of ingredients to fulfil our online orders. We will analyse sales data to rank most popular desserts and therefore set-up regular delivery orders from suppliers to ensure we do not run out of stock and can continually operate. We may also hire a place at a warehouse to stock on materials in preparation for big events such as weddings.
[bookmark: _Toc180414917]Sub-actions, deliverable, milestone and timeline
There is sub-actions than can help on completing the actions previously mentioned, with a deliverable which is a product as a result of a project plan. We will also give these sub-actions and deliverables a timeline to put into perspective how long it would take to carry out the project, and a milestone to mark the completion of the action or the achievement of a great objective. 
For the action of locating a location, a deliverable could be a list of potential locations for the shop, the timeline 1 week to create the list, and the milestone to have the list completed and having investigated it and further crossed out some locations.
The next sub action would be signing the contract for rent or purchase of a local, and the milestone would be the final signing of a rent contract or purchase contract signifying we successfully found a location for the shop. The timeline for this would be 2 weeks as paperwork can be slow and must be thought through thoroughly.
Now having the place, interior design is the next sub-action, it should take around 1 week and the milestone is having a plan in place.
Equipment purchase and decoration is the next sub-action, it can take around 2 weeks to set up all the equipment such as the kitchen, the stand, and paint all the walls and ceiling. The milestone is once it is complete and decorated as per the plan.
Product menu development is another sub-action, the deliverable can be the recipe book and the pricing list after considering costs of ingredients. The milestone is once the menu is finalized and the milestone is 1 week.
Staff recruitment and delivery agreements are a big step and can be broken down into sub actions, staff recruitment begins by posting job listings on famous work places such as indeed.com, and then taking interviews through Microsoft teams or in person to find the right candidate, the milestone for this is successful hiring of staff and the timeline 1 month as it takes time to carry out interviews.
Delivery agreements must be set by calling delivery companies and setting up a contract where they agree to list us on their services and to carry our deliveries, the milestone would be to have successfully signed agreements with them and be listed on their delivery apps. The timeline for this is 1 week as it should not take long to register our business with them.
Brand identity can be broken down in the creation of a logo, with the deliverable being the existence of a logo capturing our luxury essence, and a milestone of 1 week to design. Further brand identity elements such as creation of staff oufits and social media marketing will take longer, the deliverable would be the successful social media engagement of over 2000 likes, and the milestone for this would be 2 weeks from the opening date. 
[bookmark: _Toc180414918]Use of resources
[bookmark: _Toc180414919]Human resources
The use of resources for all these tasks is mainly myself as the owner, having to contact many different people and overseeing all activities and agreements with suppliers and deliveries.  I will also manage the budget and plan the menu and new products.
An interior designer will be necessary for the luxury dessert look of the shop, and a web page designer will be necessary also to create our web design according to our brand image, and to set-up ordering systems online for catering and large bookings.
One kitchen staff member will be necessary to prepare the desserts in advance of orders and before the opening of the shop for the day, they will be responsible for taste tests and suggest ideas for new products.
A marketing specialist will be necessary to handle social media and marketing campaigns that will target our target audience, vegans. This is important as we will mostly be a delivery business and need to make ourselves known through social media.
[bookmark: _Toc180414920]Material resources
Ingredients will be necessary to make the desserts, with a display furniture to place desserts in the shop and a kitchen at the back to prepare them efficiently and following health and food safety regulations.
Menus will also be required as well as business cards to spread at catering events and vegan gatherings to reach our target audience.
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