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Executive Summary  
Sweet Harmony is a home-based baking business offering layered cakes, traditional sweets and deserts that bring together Romanian, British and halal heritage recipes-all made with natural ingredients, less sugar. Many of my cakes will be gluten-free and halal, so people withs different diets and beliefs can enjoy the same deserts safely. The cakes are for everyone: birthdays, parties, celebrations or anyone who wants a tasty dessert. I fell in love with baking and decorating when I was 19, and nothing makes me happier than seeing someone try my sweets and enjoy them. I noticed that many bakers charge high prices.  For example, when I’ve looked to buy homemade treats myself, I found they were far too expensive, about £30 for 20 small pieces, or £20 to£ 30 per kilo of cake .I knew then I wanted to offer the same care and quality at fair prices so regular people can actually afford. That’s just not right - good food should be for everyone, not just those with plenty of money. I price fairly because I know what it’s like to find things too expensive.
I will start from home to keep costs low, advertise through social media and word of mouth, attend local events and give out free samples so people can see for themselves how good everything tastes. I am investing £3,500 of my own savings and seeking a small start‑up loan of £2,000 to cover equipment and opening stock. Cash flow forecasts show steady growth, breaking even by Month 5 and repaying the loan within 11 months. By Year 3 I aim to expand into a shared community kitchen and offer part‑time local work.

I mix my Romanian heritage recipes - layered cakes, sweet breads, traditional pastries - with British favourites like Victoria sponge and lemon drizzle. Every single item is available in halal, reduced‑sugar, sugar‑free and gluten‑free versions, so no‑one gets left out. I don’t cut corners on quality, but I do keep prices sensible. 
Everything is made from scratch with natural ingredients only - no artificial sweeteners, no preservatives, no cheap additives. For sugar‑free options I use fruit purée, date syrup and small amounts of natural sweeteners where needed, and across the whole range I’ve cut added sugar down by around 30% compared to standard recipes. Gluten‑free lines use certified flours, and I work in a separate clean area in my kitchen to avoid cross‑contamination. All gelatine is halal or replaced with pectin and agar, so Muslim and vegetarian’s and all customers can buy with total confidence.
The range includes:
· Romanian layered classics: sweet bread, layered cakes, nut and fruit filled pastries - recipes I’ve cherished for years.
· British favourites: properly made sponges, fruit cakes, scones -light, fresh and generous
· Fusion layers: the best of both - plum and walnut, rose and vanilla, apple and cinnamon - beautifully presented
· Dietary choices: all clearly labelled - halal, reduced sugar, sugar‑free, gluten‑free - so you know exactly what you’re getting
I bake everything myself at home to begin with. That means every cake gets the same care I’d give to one for my own family.
Health, Fairness & Inclusivity
Being affordable is one of my most important goals. I don’t believe you should have to choose between good quality and being able to pay your bills. My slices start at £2.50, celebration cakes from £18, and a tray of 18 mixed sweets is priced at £14 - less than half what I’ve seen elsewhere. I keep things fair because I’ve been the customer who couldn’t afford those high prices.
On top of that:
· Lower sugar everywhere: every recipe has less sugar than traditional versions; flavour comes from real ingredients - ripe fruit, nuts, spices, good quality butter
· Sugar‑free without compromise: suitable for diabetics and anyone cutting back - still tasty, still moist, still homemade
· Gluten‑free that tastes nice: no dry crumbly texture or cardboard taste - proper cake that everyone wants a second slice of
· Halal as standard: no hidden ingredients, nothing you have to question
· Transparent: I list every main ingredient on my social posts and on the box - no mysteries, no fine print.
Community & Responsible Practice
I want to run this business kindly, not just profitably:
· Zero waste aim: I measure carefully so nothing gets thrown away; any surplus goes to neighbours or local community groups rather than binning it
· Plastic‑light packaging: cardboard boxes, paper bags, compostable wraps. Bring a box back and get 50p off your next order - simple as that
· Local ingredients first: I buy flour, eggs, fruit and butter from nearby shops and suppliers where I can. It keeps food miles down and supports other small businesses in the area
· Free samples everywhere: fairs, community events, local gatherings - I’ll bring plenty. I know people are careful about new bakers; a free taste is the best way to show I’m proud of what I make
Management Structure & Legal Format
I will register as a Sole Trader -simple, low cost, perfect for a home start‑up. Right now, it is just me, and that’s fine - I know exactly what goes into everything I make. I handle baking, decorating, orders, social media and deliveries. I’ve already applied to my local council for food hygiene registration, and I follow the Food Standards Agency’s Safer Food Better Business guidance every day. I keep clear records of everything in a simple notebook and folder - nothing fancy, just honest and up to date.
As I grow, I plan to offer a few hours’ paid work to someone local who wants to help with events and deliveries. I want this business to give back to the area that supports it, however small that starts.

 Market Research
PESTEL Analysis
Looking at the wider picture helps me plan realistically:
Competitor Analysis
There are other bakers around, but none combine what I do at these prices:
	Factor
	Details

	Political
	Food hygiene and allergen labelling rules are strict and clear — being registered and following them fully gives customers confidence. “Government policy supports healthier food choices and sugar reduction, which matches exactly what I offer (Office for Health Improvement and Disparities, 2022).’’

	Economic
	People still want treats even when money is tight, so they look for better value and my prices stay below other homemade bakers and patisseries, so I stay accessible. ‘‘Affordability of healthy food is a growing concern in the UK (Food Foundation, 2025)’’

	Social
	“Birmingham has a large Muslim community, which makes halal products important locally (Birmingham City Council, n.d.).” The 2021 census figure for Birmingham was 341,811 Muslims, about 30% of the population.  Communities are more mixed and people love seeing their culture represented in food. Most of all, people are tired of paying huge prices for something they could bake themselves if they only had the time.

	Technological
	Instagram and Facebook are perfect — I can show photos of my layered cakes, close‑ups of decoration, fresh out of the oven. I take orders through messages and answer questions personally. It costs nothing to join and lets me speak directly to people who might become customers.

	Environmental
	Customers care about packaging waste, so I use paper boxes and compostable wrap (WRAP, 2019).” WRAP’s survey of 6,000 UK consumers found public concern over packaging rose from 16% to 28% in six years.

	Legal
	 I follow Food Standards Agency guidance on hygiene and allergens (Food Standards Agency, 2024).” Allergen labelling, hygiene and trading standards are the main areas. I have all my allergen information written down and ready to share. I have public liability insurance, and I declare my income properly — doing things the right way from day one.


Competitor Analysis

	Competitor
	Strengths
	Weaknesses
	My Difference

	Other home bakers
	Personal touch, freshly made
	Very expensive — £25+ per cake, £30+ for a small tray; limited dietary lines; no halal guarantee
	Affordable prices; full halal + reduced sugar + gluten‑free; Romanian‑British mix; honest transparent costs

	High‑street & patisserie
	Visible, convenient
	High sugar; additives; not fresh; expensive; no cultural variety
	Lower sugar; natural ingredients; family recipes; proper home baking feel at half the price

	Free‑from specialists
	Allergen aware
	Very costly; small portions; highly processed; no traditional or cultural recipes
	Proper home‑style cakes that everyone enjoys; inclusive not separate; budget friendly

	Supermarket cakes
	Cheap, easy
	Long shelf life; additives; no layers or decoration; nothing culturally specific
	Handmade to order; beautiful layers; real butter and fruit; personal service




My biggest advantage is simple: I know what it’s like to find good treats too expensive, and I’m building this business to fix that. No‑one else in my area offers this combination of quality, choice and fair pricing.

MARKETING COMMUNICATIONS
I don’t have a big budget - and honestly, I don’t need one. My marketing is me, my baking, and how I make people feel.
Brand Approach
Sweet Harmony is warm, genuine and proud - just like me. I share my story: how I started baking at 19, why I keep prices low, what went into each cake. No fancy words, no pretending I’m something I’m not. I show real photos -sometimes a little messy around the edges, always beautiful inside -and I share the messages people send me saying how much they loved their order. That’s worth more than any advert.
How I Will Reach People
· Social media - my main shop window: I post photos and short clips daily - layering cream, smoothing icing, holding up a fresh tray of sweets. Every post clearly lists prices and dietary options. Local community groups on Facebook are especially good - introducing myself politely, sharing what I do, being friendly
· Free samples everywhere I can: fairs, school events, church gatherings, neighbourhood markets - wherever will have me. I hand out small pieces and chat with people. If they like it, they come back. It’s how I build trust one taste at a time
· Friends & word of mouth: starting with people I know - asking them to try, share, pass the message on. Personal recommendation is still the most trusted way people choose where to buy (Nielsen, 2023)
· Local noticeboards: simple cards in shops, community centres, libraries -wherever people stop and look
· Fair pricing as marketing: when people see a full tray of 18 sweets at £14 instead of £30, they notice. That alone brings people back and gets them talking Pricing Strategy
These are the prices I’ve set - fair, clear, and lower than almost everyone else:
· Individual slices / sweets: £2.50–£4.00
· Celebration cakes (6–8 inch): £18–£30
· Large or custom layered cakes: £31–£50
· Mixed sweet tray (approx. 18 pieces): £14
I don’t charge for the brand or the fancy shop front - I charge for ingredients, time and care. I know exactly what other bakers ask, and I’ve deliberately kept this accessible.
 FINANCIAL
Funding Required
Total start‑up capital needed: £5,500
	Source
	Amount (£)
	Why

	Personal savings
	3,500
	Saved up — shows I believe in this; keeps borrowing low and repayments easy

	Small business start‑up loan
	2,000
	Buys the bigger equipment and initial stock without delaying getting started

	Total
	£5,500
	



I chose a modest loan because it means I can set up properly right now, not in six months. The repayments are small and I’ve budgeted them in from early sales. The loan has a fixed monthly repayment of £190 over 12 months at a fair rate for new small businesses.

First‑Month Startup Expenses
These are the costs to get everything ready:
	Item
	Cost (£)
	Details

	Heavy‑duty mixer, tins, scales & decorating tools
	1,100
	Good, reliable equipment — bought once, lasts years

	Initial ingredients & core stock
	650
	Flour, real butter, fruit, spices, sugar alternatives — enough for first 4–6 weeks

	Packaging, labels & allergen folders
	320
	Compostable boxes, paper bags, clear ingredient labels

	Hygiene registration, insurance & food safety training
	180
	Council fee, public liability, online course — all done properly

	Business cards, sample pots & simple branding
	150
	To hand out with samples and orders

	Social media & small launch promotion budget
	100
	Minimal — mostly free platforms

	Working capital buffer
	300
	Keeps me safe while orders build up

	Total First‑Month Spend
	£2,800
	Remaining £2,700 covers Month 2–3 restocking & loan buffer


Cash Flow -Month 1
	Category
	Item
	Amount (£)

	Cash In
	Personal savings invested
	3,500

	
	Start‑up loan received
	2,000

	
	Sales income (soft launch / friends & family orders)
	200

	
	Total Cash In
	5,700

	Cash Out
	Initial start‑up costs (equipment, stock, registration, etc.)
	2,800

	
	Ingredients & packaging for first orders
	400

	
	Loan first monthly repayment
	190

	
	Share of home utilities & costs
	50

	
	Marketing, samples & launch materials
	100

	
	Contingency / unexpected costs
	100

	
	Total Cash Out
	3,640

	Month‑End Position
	Net cash flow for Month 1
	+2,060

	
	Closing Cash Balance
	2,060
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