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[bookmark: _Toc92607325]Cover Letter
We are writing to express our interest that we are a group of aspiring business, IT & culinary professional with Substantial experience commencing our business in the food industry. In our current role as professionals, we worked and experienced the gap in the industry thus we decided to start our own venture.
We are skilled at business and tech areas as we have worked in this field in the past. In addition, we enjoy the whole bakery food market that works to employ the workers with various skills and make them independent. We enjoy the creativity in the service that we went on to work on a new business venture of our own. 
We have been commended on our works as professionals by our employers and have been compensated well. In order to better serve our customers, we want to serve the best possible food. Talent and customer-centeredness are two qualities that we believe may make a significant difference in the quality of service.
Please do not hesitate to get in touch with us as soon as possible to set up an appointment to see our business plan. You have our utmost respect and gratitude for taking the time to get in touch.
Sincerely,
Mediterranean Pastry Team.


[bookmark: _Toc92607326]Executive Summary 
Business Name: MEDITERRANEAN PASTRY
A mesh bakery both brick n’ mortar and digital system aimed to bring out 100% organic fresh baked bakery foods and serve them to the customers. 
The objectives are to enable the customers to design and customize their own cake through our digital system. And create a market segment of only organic bakery products.
The Market of the Business is quite big, according to a survey the current the market is quite big in the organic segment but there are very few bakeries around the country which serves 100% organic bakery foods such as pastries and cakes.
The competitive advantage being we are spanning on three distinct segments from 100% organic items, customer’s self-customization and intercontinental pastry fusion. Which is new in the market, with little chances of substitutes, as no bakeries provides digital customization and continental fusion pastries.
The growth seems to be eminent the addressable market size seems to be promising and the vacuum is big. And has a great potentiality of success.
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[bookmark: _Toc92607327]Ramona lulia Ungureanu-2028821
[bookmark: _Toc92607328]Business Plan and History
The Business plan is to produce organic bakery goods such as cakes, cookies and breads. We are specialized in baking and trained in bakery goods making. This will be first self-designable bakery in London where the customers can design their own cakes in a 3D virtual designer. The idea was conceived back in 2018 and currently we are running this as a pilot project. 
[bookmark: _Toc2]The objectives of the business are-
Short-term Objective: Making the organic cakes mainstream through skilled bakery workers under one digital system and enable them to work independently.
Mid-term Objective: Set-up a 3D customization design model for customers where they can design and customize their own product.
Long-term Objective: Being the best and the biggest bakery chain in the UK.

[bookmark: _Toc3]The Structure of the Business

CEO
Head of Finance
Head of Marketing
Head of IT & Digital Systems
Chief Baking Strategist

Figure: Business Structure of ServicesNearMe.com
Student-1: CEO
Student-2: COO
Student-3: Head of Finance
Student-4: Head of Marketing
Student-5: Head of IT & Digital Systems
[bookmark: _Toc4][bookmark: _Toc92607329]Product and Services
The business is a mesh both store-based and online system where different only bakery goods are produced and sold. 
The business incorporates various services which can be categorized into three parts. Those are-
Organic Bakery Goods: Fruit cakes and pure fruity ingredients.
Intercontinental Fusion: The intercontinental bakery food fusion such as Indian Pitha with French Buritos.
Online & Digital Store 3D modelling: In store 3D cake designing for customization.
The organic bakery products are such products that is focused on using 100% organic ingredients in making the products. The products will 100% freshly used raspberry cake or 100% organic orange cake.
Intercontinental fusion is one of the freshest bakery food segments in the market. Where we will be incorporating pastry dishes from all over the world and incorporate with the European pastries. Such as the Turkish Bak-lava with Isle of wight doughnuts. 
This is a very new concept, where we will be giving the customers opportunity to design their own cake on our digital platform or instore digital corner, where they will be able to design their own cakes with their very own preferences from our vast templates. 
Though all of our products comply with the food safety law and hygienic regulations. 

[bookmark: _Toc5]Market Research and Need Identification
A new service or product's feasibility is determined by studies done directly with prospective clients, which is what market research entails (TWIN, 2020). A corporation may do market research to find out who their ideal customers are and what they think about their product or service. In no circumstance should market research be discounted. Many long-lived new businesses are the result of their founders' constant market research to better understand their target market, discover client complaints, and find genuine competitors. The simplest way for business owners to remain on top of market changes and preserve a competitive edge is to assess their company's potential (FAO.org, 2020). Pre-launch and beyond are only a few of the stages in a company's life cycle when market research may be undertaken. Starting with an in-depth understanding of your industry can help you establish a solid business strategy that will enable you to grow and extend your brand into one that is superior to your competition.
It is determined by your overall goals – what do you want to learn about your market and the external elements that impact it? – that will determine the extent of the market research you will do.
Furthermore, the goals will dictate the sorts of market research that you must do in order to be successful:
The following are the topics covered by primary market research:
Keeping track on the efficacy of sales
Identifying and evaluating the quality of services offered by rivals
Discovering how rivals communicate via the mediums that they utilize
Determine whether or not there is active rivalry in the market.
For our business we used some of the primary market research tools to conduct our research of the market (Communication for Research, 2020). And it helped us to find some of the major prospects and potentiality of growth of this business.
Firstly, by conducting surveys as part of your market research efforts, we gathered insights throughout the product or market lifecycle (Survey Monkey, 2021). Investigate the demands and motivations of potential and current consumers, as well as their positive and negative attitudes towards the brand, as well as the efficacy and reach of the promotional initiatives.
Secondly, we used the online market research approach in which the data gathering procedure is carried out entirely on the Internet. Qualitative and quantitative market research are both possible in online market research. Qualitative online tools (MROCs) include videos of ethnographic interviews and online communities for market research (Question Pro, 2020). Surveys conducted through mobile apps and websites are examples of online quantitative approaches. A product or service's performance may be analysed using this kind of research, as well as the purchasing patterns of customers. In recent years, with the increased usage of the Internet, online research has become a prominent technique among market research companies (The Conversation, 2020). The use of the internet may provide extra information on a prospective buyer, such as her previous purchase history. Online research initiatives may be carried out by a company's in-house research team or by a research business that has been contracted. Through this market research we tried to find out the data how often people search for this kind of services online, and with the help of that we tried to make an assumption of initial acceptance among the people. 
We mainly used these two models to find out the viability of our business and potentiality of market growth. 
[bookmark: _Toc6][bookmark: _Toc92607330]Marketing and Sales Plan
[bookmark: _Toc7][bookmark: _Toc92607331]SEO – Search Engine Optimization
The Sear Engine optimization is one of the major aspects of digital marketing. The consumers are now tending to search it on internet before opting any service. The art and science of link building (SEO – Search Engine Optimization) is actually the art and science of increasing a website's search engine position by optimizing its content. (Optimizely, 2020). People use search engines to find information on the internet, thus having a high-ranking website might lead to a boost in online traffic.
[bookmark: _Toc8][bookmark: _Toc92607332]Digital Advertising
Programmatic advertising is a term used to describe advertising in which software is utilized to make purchases (Deshpande, 2021). Email-marketing, Search-Engine-Marketing (SEM), digital marketing, many other forms of display or visual advertising (including web-banner ads), and mobile-advertising are all examples of online advertising strategies.
[bookmark: _Toc9][bookmark: _Toc92607333]Social Media Marketing
The terminology called "Social Media Marketing" (SMM) refers us to the use of social media and internet-based social networking sites to aggrandize an organization's goods or services to the generic consumers(Hayes, 2021). Companies might use the SMM to communicate with current or present consumers and reach new buyers while also upholding the culture, purpose, and tone as of that they want their company to have.
[bookmark: _Toc10]Digital marketing may be done at a fraction of the price of traditional methods. Additionally, blogs may reach thousands of readers for the cost to produce content and pay for web hosting (Curverarro, 2020). For a fraction of the cost of traditional marketing, companies may contact new clients and establish relationships with them via digital marketing.
[bookmark: _Toc92607334]Current Number of Employees
There are 13 employees working currently on our pilot project in different departments. 
Marketing- 3 Staff, all are Marketing and Sales Executives. Carries out marketing and sales activities.
Finance- 2 Staff, 1 finance associates and one finance executives. Carries out financial operation for the organization.
IT & Digital Systems- 2 Staff, One junior IT consultant and one IT operation executive. Maintaining IT and digital operations.
Research & Development: 7 baker Chief Baking Strategist for baking and innovating new food items.
[bookmark: _Toc92607335][bookmark: _Toc11]Management and Organisational 

CEO
Head of Finance
Finance Associates
Finance Executives 
Head of Marketing
Marketing and Sales Executives
Head of IT and Operations
IT Consultants
IT Executives
CBS
Seven Bakers

Figure: Management and Operation Diagram
[bookmark: _Toc12][bookmark: _Toc92607336]Corporate Social Responsibility
[bookmark: _Toc13]The Company is aimed to bring about a social change by providing optimum hourly wages of the workers. As there are many physical organizations are violating statutory minimum wage structure and forcing the employees to work out of their contracted time. Here, the workers will get full flexibility and the organizational workers will also be under strict supervision so that they don’t get forced by their organizational employers more than their capacity. This will set up a cooperative and independent working culture, where the workers will be treated equally just like other service holders.
[bookmark: _Toc92607337]Conclusion
The business Idea is to develop a complete ecosystem of a mesh bakery system both cloud and physical store, where only the fresh baked organic bakery products will be served. The market analysis shows the viability of the business model and it clearly depicts that there is big vacuum in the market for this business. And we established that through the deep financial analysis. 
[bookmark: _Toc92607338]Nekeisha Taylor- 2028878
[bookmark: _Toc89371943][bookmark: _Toc92607339]Introduction
[bookmark: _Toc72335188]Managing business in 21st century is becoming more and more competitive. There’s always an influx of new competitors and macro economical facts that influence the business operations. In UK ready meals is currently occupying large place and its market price worth £3.9 billion (Calderón et al., 2018). Mediterranean pastry is also very popular in UK. The aim of this report is to explore the existence threat, scope, force, debilitations and innovation for Mediterranean Pastry, a business based in UK. Also, the report shows the impact of social, political, environmental and technological change on the business. This study will use related paper, article, journal and newspaper as mean of secondary data to find and evaluate the conditions.  
[bookmark: _Toc89371944][bookmark: _Toc92607340]Goods &Services 
Goods and services are integral part of the business. The nature of Mediterranean pastry is about providing service. Generally, a pastry product is light, fatty and airy but strong enough to hold the filling weight (Albuquerque et al., 2017). Most popular pastry products of Mediterranean pastry are croissant, Baklava, Harissa, Ballouria, knaffeh, Rings, pies, macaroons, éclair etc. It also offers customers’ different type of juice, coffee, milk shake, cake, jelly etc. Initially the company focuses on delivering in nearby areas and cities. In special day like New Year, Christmas, Valentine Day, Halloween etc. As the pandemic forced many businesses to go online, this company also offers online delivery services. It also delivers its product and services in Weeding party, anniversary party, birthday party, concerts and so on.
[bookmark: _Toc89371945][bookmark: _Toc92607341]Exploration of Market &Trends
Every entrepreneur’s main target is making profit from business. This demands to handle some important elements of business-like pricing, positioning, employee, competition, quality, process and update business promotional strategy and so on (Sineleyan et al., 2019). For Mediterranean Pastry understanding the marketing trends is very important. As a new business, there’s a risk and opportunities for the business. The use of marketing mix to quickly create brand awareness and capture market share is the main focus here. 
[bookmark: _Toc89371946][bookmark: _Toc92607342]Identifying business objectives
Objectives indicate succinct and clear statement what organization wants to achieve. This authorizes organization making decision. So, employee must have clear idea on business objectives. Mediterranean pastry’s main objective is offer new type of pastries at minimum price, creating brand awareness and become a successful business (Huang et al., 2014). But to make this happen the business needs a mixture of marketing and management strategies. 
[bookmark: _Toc89371947][bookmark: _Toc92607343]Marketing Mix and HR
[bookmark: _Toc92607344]Pricing: Most important element for a marketer is pricing. To reach target consumers pricing strategy should be minimum (Dasgupta et al., 1998). In pastry business competitive pricing can give a business huge client. Because consumers will be getting products or services by minimum price. The company will also use discount pricing to capture market share quickly. 
[bookmark: _Toc92607345]Brand awareness: Making impression or creating image in customers mind is positioning (Gustafson et al., 2007). Before positioning a marketer should keep in mind that similar product can be positioning by various way. In case of Mediterranean pastry product positing strategy should divide several parts like general service, holiday special offers, query about service, quick feedback, be friendly with client etc.
[bookmark: _Toc92607346]HR management: Every successful trader has efficient employee team. To get best service from workers motivation as well as proper training is required (Losey, 1999). A pastry business like Mediterranean pastry needs well trained workers. And owner should place employees in suitable position. 
[bookmark: _Toc92607347]Finding Target Audience: Choosing the end customer to sell product or service is called targeting (Hagiu et al., 2017). Mediterranean pastry follows differentiated marketing, because it increases sales and makes strong appearance in the target market. Being new comer, it can be a shrewd approach for Mediterranean pastry. 
[bookmark: _Toc89371948][bookmark: _Toc92607348]Identifying competitors  
Competitor means opponent. Before starting business, operation entrepreneur should identify competitor. Market research, checking or following online platforms and collecting customer feedback are the three-way identifying competitor (Vickers, 1995). To offer best product and service Mediterranean pastry must find its competitor. Currently there are many offline and online competitors for the company. A successful marketing campaign can change the scenario for the company. 
[bookmark: _Toc89371949][bookmark: _Toc92607349]Current Trends in Pastry and snacks business
Because of the arrival of the pandemic lots of change is visible such as consumer’s purchases habit, life style, payment process, customers’ service etc. Consumers are unable to purchases product directly due to COVID- 19 restriction. As a result, online platform turns main medium of collecting product. So, marketer have to develop digital marketing strategy, increase home delivery services, trained employee for digital literacy. For Mediterranean Pastry the company can hire digital marketing firms, PR specialist to improve the reach of the business in online. 
[bookmark: _Toc89371950][bookmark: _Toc92607350]SWOT Analysis
Current status of any organization assists to determine overall accomplishment. That is the reason SWOT analysis put in. According to Kotler and Keller (2016), SWOT analysis is an overall evaluation of the strength, weakness, opportunities and threats that the company has. To aid business creating awareness, making decision is the initial goal of SWOT. SWOT is determining accomplishment by exploring impact of external and internal factors. Generally, SWOT analysis is used at the beginning of strategic planning (Leiber et al., 2018). Therefore, SWOT is a technique organization used to determine strength, weakness, opportunity and threats of a business.
[bookmark: _Toc89371951][bookmark: _Toc92607351]A Brief analysis of SWOT for new pastry business
[bookmark: _Toc89371952][bookmark: _Toc92607352]Analysis of strengths 
Strength analysis is the analysis of internal factors that give a successful outcome to the company. 
[bookmark: _Toc92607353]Variation of products: A variation of goods plays an important role in catching consumers’ attention. Mediterranean pastry can offer all basic pastry items. As well as by adding more and new product in menu it can increase number of consumers which will further increase the business’s variation of products 
[bookmark: _Toc92607354]Well-equipped production facilities: For pastry business necessary equipment and tools are essential. There are like rolling pin, kitchen scissors, whisk, paring knife, baking pan, spoon, wire rack, measuring cup, oven and so on. It is compulsory to know how to operate these tools. Mediterranean pastry is well equipped and has well trained stuffs to provide better services.  
[bookmark: _Toc92607355]Specialized in decoration: now days, consumers’ purchases good looking food items. For making a competitive place in the market it plays a significant role. Different type of cream designs of cake, pies, biscuits, tart give different impression and income value Mediterranean pastry should offer immediate delivery of product to big restaurants and hotels which indicates an efficient workers group, quick food process and effective supply chain network.
[bookmark: _Toc89371953][bookmark: _Toc92607356]Weakness analysis
[bookmark: _Toc92607357]Location: The Company is yet to spread its business. As a result, it is not distributed properly. For this the brand awareness process is taking too long. 
[bookmark: _Toc92607358]Price Hike: Generally, consumer buy pastry product casually. So, consumers show negative reactions on price hike. To meet the expense of increase production cost organization obligated to increase price.
[bookmark: _Toc89371954][bookmark: _Toc92607359]Analysis of opportunities
[bookmark: _Toc92607360]Low calorie food: Producing health friendly product a pastry business can target new consumer. Pastry product contains high amount of sugar and oil which leads high cholesterol, obesity, high blood pressure. Mediterranean pastry should focus this point.
[bookmark: _Toc92607361]Rising demand for Multicultural cuisine: To find out potential customers organization should analysis market research. Then add new item in product list. Such steps help to allure new customers to buy product. The rising demand for multicultural cuisine is increasing day by day in UK, so this gives the company a potential opportunity. 
[bookmark: _Toc89371955][bookmark: _Toc92607362]Analysis of threats
[bookmark: _Toc92607363]Competitions: Staring up new pastry business in neighborhood and offering new items is threat. To handle this situation organization should analysis competitor’s strengths and find weak points.
[bookmark: _Toc92607364]New entries: A new comer has to invest lots of funds for promotional activities. For new brand it takes lot of time to earn consumers faith.  Without promotion it delays to reach consumer
[bookmark: _Toc92607365]Health hazards: In food business organization has to ensure health regulations in manufacturing product. Cause standard product attracts consumers’ attention. Mediterranean pastry has set of standards for production. 
[bookmark: _Toc92607366]Adverse economic conditions: Buying power of consumer lessened significantly because of the arrival of the pandemic COVID-19. It creates unemployment, lock down situation, and change life style. To adapt this environment, Mediterranean pastry should take effective steps such finding new customers through market research.
[bookmark: _Toc92607367]Potential leaks: A heap of food bloggers share their recipes in social site like YouTube, Facebook and Instagram etc. It allures spectators try recipes at home. So, it considers one of the major threats. Mediterranean pastry should be careful while hiring food bloggers or any kind of video advertisements. 
[bookmark: _Toc89371956][bookmark: _Toc92607368]Brief PESTEL analysis for Mediterranean pastry shop
According to oxford college of marketing, PESTEL analysis is an acronym for a tool used to identify the macro (external) forces facing an organization and the letters stand for political, economic, social, technological, environmental and legal (Fosher, 2018). For expanding business, it helps organization making worthy artistic plan.
[bookmark: _Toc89371957][bookmark: _Toc92607369]Political Factors
Political factors play a significant role in decision making of an organization. It has long term impact on pastry market. To reach goal organization must diversify those environmental factors (Lux et al., 2011). After Brexit UK face shortage of labour which hamper production. The rising political instability in UK may disrupt the raw materials supply chain. 
[bookmark: _Toc89371958][bookmark: _Toc92607370]Economic factors
Economic factors play direct role on organizations profitability. After Brexit value of UK products exported in EU lessen 13% than 2019. And traders have to pay tariffs for trade. As business organization Mediterranean pastry should strictly watch how economical factor effect on business. These factors are growth rate, inflation rates, labor costs, interest rates and labour costs, skill level of workers, foreign exchange rate, and efficiency of financial markets.
[bookmark: _Toc89371959][bookmark: _Toc92607371]Analysis of social factors
As a new business, Mediterranean Pastry provides employment of opportunities which will in turn improving the living condition and lifestyle of people involved with it.  
[bookmark: _Toc89371960][bookmark: _Toc92607372]Technological factors
Technology is an integral part of business operation, the future use of AI in food and hospitality business may change the mode of business operation. The use of unmanned techs in food delivery also has huge potential Mediterranean Pastry must keep this idea and innovation in mind while planning for business expansion. 
[bookmark: _Toc89371961][bookmark: _Toc92607373]Environmental Factors
The company believes in sustainable future that’s why it ensures minimal use of paper and plastic waste in business operations (Chen et al., 2014). 
[bookmark: _Toc89371962][bookmark: _Toc92607374]Legal Factors
Currently there are no legal issues with the company. Legal issues are bad for reputations. So copyright, customer care issues should be handled with care to avoid any kind of business dispute. 
[bookmark: _Toc89371963][bookmark: _Toc92607375]Conclusion	
So, the aim of the report was the find the feasibility and impacts of macro-economic factors on Mediterranean Pastry, a business who specialized in Mediterranean pastries. The paper explored these sections and offered recommendations to the company to cope with the changing situations.
[bookmark: _Toc92607376]Yeliz Koncak- 2028995
[bookmark: _Toc92035150]
[bookmark: _Toc92607377]Introduction
Developing a business in the 21st century requires special treatment because of the dynamicity of the era. The business world is evolving at the highest rate ever and the organisations are needed to bring constant development in their operation to keep themselves relative during the change in the business world. This report has been a detailed analysis regarding the development and managing of a business plan for Mediterranean pastry. At first, the report focuses on the operation of the organisation under which a basic description of the organisation is given. Following the technology plan for IT, the operation has been developed. After that, a management and operation plan and CSR plan has been developed for the organisation. Finally, a development, milestone and exit plan has been developed. 


[bookmark: _Toc92035151][bookmark: _Toc92607378]Operation
[bookmark: _Hlk92018959]The name of the organisation is Mediterranean pastry. A long-cherished dream of becoming an entrepreneur came out successful through the opening of this pastry shop. The shop is located in East London Close to the school’s train station. This location is considered to be ideal for the organisation as a great number of customer engagement is possible through this point of establishment. 
There are 7 employees including the chief chef will work in this organisation. As the organisation is still in its preliminary stage the number of employees and the volume of operation is still not that much higher (Abrams, 2019). The further success of the venture will ensure an increase in its operation. The organisation is consisting of two departments. 
· Online service: Some employees will be engaged in this segment. They will collect online orders, prepare foods and deliver them on time to the customer. Operating any business in the 21st century demands an online service department as mandatory for the organisation. So, bearing in the mind of the need of the time such department has been opened for better customer engagement. 
· Offline service: Employees will take orders from the counter and serve the lo Mediterranean pastry time, for instance, 2 minutes to 10-minute maximum. As regular passer-by will also come to the pastry shop so a workforce is constantly at the service of the offline customers who are ordering physically from the shop.
[bookmark: _Toc92035152][bookmark: _Toc92607379]Technology Plan
Despite widespread agreement on how to deal with the coronavirus pandemic, the virus's effect is forcing everyone to rethink the international standards that have served as the cornerstone of business for the last century. In addition to new technology, demographic trends, and political and economic uncertainties, COVID-19's impact on the global economy and geopolitics is impacted by a range of issues, including globalization and geopolitics (Bhanushali, 2010). Moreover, as the cyber world becomes increasingly digitized and networked, it is causing a significant change like trade itself. The new keywords to pay attention to will be resilience and connectedness, which will be the new buzzwords to pay attention to for businesses looking to adapt to an uncertain future.
It seems that the rate of digital transformation is increasing up speed at Mediterranean pastries. Because of the limited time frame in which Mediterranean pastry has been compelled to acclimate to life under lockdown, Mediterranean pastry has devised innovative means of working and communicating with clients, colleagues, and members of the broader community. The use of technology and data is becoming more frequent to improve responsiveness and planning (Blair, 2017). This company has in-house IT teams' ability to adapt rapidly and develop the required infrastructure for remote working has been impressive throughout this process, even though a large section of the engineering and service delivery staff are used to primarily using digital platforms. As a consequence of this progress, Mediterranean pastry has been able to communicate with the consumers and workers via several digital platforms. A considerable boost in productivity has been seen, mostly as a consequence of a decrease in travel time, both for commuters and for meetings, which has been noted. Therefore, online meetings are more efficient and focussed than conventional meetings in terms of time and content. The current coronavirus pandemic has heightened the expectations about the potential use of these skills and approaches in a post-pandemic society.
A company’s operations need to expand in this epidemic age that it has access to technical tools and technological assistance (Rahul and Pandey, 2012). Mediterranean Pastries Ltd. focuses on high-tech equipment to get the largest potential market share. Mediterranean pastry Ltd. is distinguished by the importance placed on fresh ingredients.
[bookmark: _Toc92607380]Technology in production: This organisation focuses on the latest technology in the production of pastry, cake and other service items. Some technological equipment is used in Mediterranean pastry LTD such as Cake Stencils, Cake Decorator Kits & Gift Ideas, Icing Flo Mediterranean pastry making, Airbrushing Kits, Paints & Colours, etc. (Rahul and Pandey, 2012). 
[bookmark: _Toc92607381]Technology in sales and promotions: In this era, online technology is massively used in product promotion and sales. This organisation can take advantage of social media and Mediterranean pastry websites for promotion and sales. For instance, Facebook, Instagram, Mediterranean pastry websites, etc. (Nederkoorn, 2013).
[bookmark: _Toc92035153][bookmark: _Toc92607382]Management and Operation
To bake Mediterranean pastry, one must always use caution and good judgment. One should always err on the side of caution when it comes to the components and measurements since any deviation from this can have disastrous consequences (Dean, 2002). Baking, in contrast to other kinds of cuisine, does not allow for the same level of experimentation as other styles of cookery due to the chemistry of the ingredients. To understand how professional pastry chefs create such delectable confections, it is first vital to understand how they carry out their duties as professionals. To these questions, precise measurements, inventive thinking, and meticulous attention to detail are the solutions. The work of a pastry chef is often portrayed as glamorous and delectably Mediterranean pastry et by those who are not familiar with the industry (Dickerson and Love, 2006). So, what could be wrong with a job that incorporates developing new recipes, making Mediterranean pastries, and sampling some of the most scrumptious delicacies and confectioneries the whole globe has to offer? In addition to crêpes, fondants, and crème brulée, a range of other Mediterranean pastry yet is featured on the menu at this establishment (Fifka, 2021). Only the very best will survive, develop, and reach the pinnacle of their respective professions since it is challenging and demanding work that requires attention and effort on their part. According to the words of a Mediterranean pastry well-known pastry chef, "the restaurant kitchen is a place where every ounce of oner essence is tested." In the words of the author, "it is vital to have a Mediterranean pastry well-balanced combination of humility, ego, and true talent." One needs to build a diverse range of pastry chef talents as Mediterranean pastry as much knowledge as possible about the kind of vacation that one wants to pursue shortly if one wants to make a lasting impression in the world of Mediterranean pastry treats.
There has never been a more exciting moment to start a pastry store on the internet than it is right now. Given how bad the year 2020 was for restaurants, it is a big statement, except for enterprises with a strong internet presence, which is doing very Mediterranean pastry. Take a look at these statistics and facts: Only by 2020, it is expected that the number of people using online food delivery services will climb by 20 per cent. It is envisaged that the expansion would continue indefinitely. According to predictions for the year 2012 to 2014, the annualized growth rate of online meal delivery services is predicted to increase by 5 per cent each year over the next four years (Ford, Bornstein, Pruitt and Oneng, 2010). But, first and foremost, keep in mind that owning and operating a bakery shop is not a simple task to undertake. Users who are not experts or experienced in the field should avoid using it. For those who are serious about developing their technical abilities in the pastry arts while also incorporating them with commercial and entrepreneurial endeavours, acquiring a formal pastry arts degree may be a worthwhile investment for them. To be successful in business, it may be beneficial to follow in the footsteps of those who have previously achieved success along the road that one wishes to travel. 
[bookmark: _Toc92035154][bookmark: _Toc92607383]Social responsibility and sustainability
To flourish, a firm must rely on the community's resources and do business inside it. Corporate social responsibility (CSR) is a concept that promotes and protects the interests of corporations and the general public. CSR activities have three primary company objectives: consumers, society, and workers. Corporate social responsibility (CSR) is crucial to a business's success (CSR) Today's CSR strategies aim to attract consumers, engage workers, and ultimately retain both for the organization's long-term success. Corporate social responsibility (CSR) is a forward-thinking company component that focuses on aggressive principles and theories that assist the firm in growing in the corporate sector by assisting the country's social, economic, educational, and ecological domains (Morsing and Beckmann, 2006). CSR Mediterranean pastry is reaping the benefits of contemporary society as a result of technical breakthroughs that have simplified people’s lives. Mediterranean pastry, there are still regions of the globe where Mediterranean pastry has no understanding of what is happening or where humanitarian disasters occur. Globally, the poor have grown by 2.5 million (from 766.0 to 768.5 million), but the share of the population classified as extremely poor has remained stable at 10.7 per cent, the World Bank reports. 
Mediterranean Pastry places a high premium on corporate social responsibility. There can be no question that the company, as a Mediterranean pastry twenty-first-century institution, must prioritize its social responsibilities and obligations. Mediterranean Pastry will be crucial in the organization's progress via its operational operations as a member of society. To guarantee the corporation's continued viability in society, Mediterranean pastry must assure its social responsibility and environmental sustainability. On the other hand, effective waste management is critical in today's society (Liu, 2018). Moreover, some key points should be concerned by the management to make a sustainable business: 
· Focusing on food quality
· Pricing should be reasonable so that customer engagement is enhanced. 
· Discounts should be provided for package orders (Sandberg and Targama, 2007). 
· Lucrative outlook of Cake, Cookie, Baklava and other foods. 
· Focusing on the healthy lifestyle of the consumers. 
· Reducing wastage and bad impact on the environment. 
· Packaging of food should be environment friendly. 
[bookmark: _Toc92035155][bookmark: _Toc92607384][bookmark: _Hlk92020294]Development, Milestone and Exit Plan
A project's milestone is a significant, predefined point in the project's duration at which significant progress has been achieved. To put it another way, project milestones are often used to signal a major shift or stride forward in the course of a project's development. Markers, such as those found in Xero's Workflow, are often used to differentiate bet Mediterranean pastry various dates when it comes to project management systems. When a project is in its planning phase, it is typical for milestones to be established and then modified over time as the project progresses (Saxena, 2014). Consider milestones to be traffic lights with a green light and a red light signalling that one may proceed. The visual cues aid in breaking down a project into manageable chunks, offering structure and anchoring the activity, making it seem less scary to complete. The responsibility for keeping track of important events and forthcoming choices falls on the shoulders of every project manager. The process of setting and attaining objectives may be advantageous in this case. In addition to communicating the broad 'lifespan' of the project to all stakeholders, milestones also convey the precise objectives that must be achieved in each stage.
Entrepreneurs often use exit strategies to sell the companies that they have developed. Entrepreneurs often plan an exit strategy before forming a company, since the exit strategy selected has a significant influence on the choices made concerning the company's growth and development. Pretend one’s in the following situation (Steinkellner, 2016). A company's initial public offering (also known as an IPO) on the stock market necessitates compliance with certain accounting criteria. On top of all of that, the great majority of entrepreneurs are not interested in working for a giant firm and are instead focused on starting their own companies. Entrepreneurs who have a Mediterranean pastry-articulated exit plan are more likely to move rapidly on to their next significant venture when they have completed their current one.
[bookmark: _Toc92607385][bookmark: _Hlk92021470]Development, Milestone and Exit Plan for Mediterranean pastry-
[bookmark: _Toc92607386]Development and milestone:  Development and Milestone are given in the slide. 
[bookmark: _Toc92607387]Exit Plan: If the organisation runs properly, there will be several good exit options for the organisation. Many investors may come forward to invest in this organisation. Moreover, mergers and acquisitions can be a good option for exit which is very realistic (Aarsæther, 2021). 
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[bookmark: _Toc92035156]Figure-1 Development, Milestone, Exit plan for Mediterranean pastry
[bookmark: _Toc92607388]Conclusion
In the dynamic of the 21st century, all business organisations need to develop an adequate and critical business plan to ensure their sustainability. This report has been a detailed analysis and development of a business plan for a pastry organisation. The development of the business plan focuses on the overall sustainability and getting the organisation towards a profitable venture in the 21st century’s challenging business environment. The main focus has been given to efficiency and technological development which has been considered as one of the key essences of succeeding in the current adverse business environment.
[bookmark: _Toc92607389]Ilinca Rusu- 2028896
[bookmark: _Toc92607390]Financial Data Analysis
[bookmark: _Toc92607391]Important Assumptions
The U.K economy looks to be on the verge of recession at the moment. Nevertheless, we feel that our company will not be adversely harmed if the nation does enter a downturn. We think that since our goods contribute to and preserve excellent health, consumers will continue to purchase them over ordinary wheat bread. We operate in a niche market, and even though our pieces of bread and cakes are somewhat more costly than those sold in typical bakeries, they are not presented as luxury products.
	General Assumptions

	Plan Month
	1
	2
	3

	Current Interest Rate
	8.00% 
	8.00% 
	8.00% 

	Long-term Interest Rate
	8.50% 
	8.50% 
	8.50% 

	Tax Rate
	25.42% 
	25.00% 
	25.42% 

	Other
	0 
	0 
	0 



Bakeries are classified into two broad categories: in-store supermarkets and small shops. With the majority of income generated by in-store bakeries, our organization would profit from these sales (Heinonen and Strandvik, 2020). We would primarily target upper-middle- to low class people and students ready to spend a bit more for a higher-quality product with more expertise and service than is available at supermarkets.
A bank loan will be required to get funds for start-up charges. The loan request is for £180,000 in total. This value is obtained from an estimate of start-up expenses. This loan provided enough funds to cover two months of expenditures and maintain a modest petty cash stash. Three scenarios were performed to determine the business's overall revenue.
The first setup was designed to simulate the worst-case situation. In this instance, the anticipated minimum sales were utilized. While these figures provide a profit, they are insufficient to continue and repay the debt. These statistics are very improbable. According to research, bread sales increase during economic downturns (Leone et al., 2020). With these low-profit transactions, the owners' income would be reduced to compensate for the loss of profit. A pie chart illustrates the proportion of sales for each item on the right. The bulk of our revenue will come from the cake, bread, and doughnuts. Their achievement is critical to the business's success.
The second configuration is our anticipated sales. These sales ensured that we could continue conducting business. These results were encouraging, indicating that the loan might be repaid with the shop debt-free in two years. This is a very typical figure for small firms. Even with somewhat slower revenue growth, the firm would be debt-free in three years under this scenario.
A third scenario was also developed for the best feasible sales projection within reason. These statistics would enable rapid expansion of the business into neighbouring villages, and the bakery would be debt-free within the first year.
After the loan is repaid, the business will establish a bank account. After about five years of usage, bakery machinery will have to be upgraded and upgraded. After updating any necessary equipment, our next significant expense would be establishing a second store. The Bakery's performance would dictate if a second site is feasible. Other cities in UK might serve as settings.
[bookmark: _Toc92607392]Summary of Capital Investment
The firm is seeking funding for a start-up. Presently, the owners have £30,000 in private funds and is looking for an additional £180,000 in further bank loans.
[bookmark: _Toc92607393]Funding Plan Statement
[bookmark: _Toc92607394]Payroll 
Starting day, two part-time staff will be employed. Unless substantial sales indicate a necessity, they will be kept until the weekend. According to the pay system and grade level, workers will be compensated.
[bookmark: _Toc92607395]Rent 
Only the leasing facilities for the Bakery are expected to cost £180.
[bookmark: _Toc92607396]Underlying Assumptions
According to Mediterranean Pastry, the following is the basis for its proforma financial statements:
· The Bakery's income is expected to increase by 10% annually.
· To further the company's development, the owner plans to borrow £100,000 in debt.
· The interest rate on loan is set at 8% for a three-year duration.
[bookmark: _Toc92607397]Sensitivity Analysis
During periods of economic crisis or slow growth, the Bakery's top-line revenue may suffer when businesses reduce their purchasing activity and bakers minimize capital expenditures (Celik and Dane, 2020).
Nevertheless, the populations targeted by the Bakery have enormous economic staying power. As a result, losses in the overall economic output should have a negligible influence on the Bakery's sales.
[bookmark: _Toc92607398]Funding Requirements
Most small/medium-sized bakery company owners finance their operations internally via personal resources, while some seek financing from cooperative societies, commercial banks, and development financial institutions (DFI's) (Jeong et al., 2013). Due to a lack of or limited collateral, it has been difficult to acquire bank loans since just a few have been able to secure them. Several bakers obtained financing via a combination of private cash, bank loans, and loans from cooperative societies. As a result, more funding sources will be necessary for the bread industry to consolidate its financial foundation while financially sustainably increasing production.
The following table summarizes the financing sources that Mediterranean Pastry wants to use;
[image: ]
[bookmark: _Toc92607399]Break-even Analysis
Our break-even analysis takes into account manufacturing expenses. These are relatively modest since we make all of our products ourselves. The following are the components of the average percent variable cost:
· Ingredients used in the manufacturing process, including flour, sugar, yeast, and butter.
· Payroll.
· Mortgage.
· Utilities.
· Advertising.


	Break-even Analysis

	
	

	Monthly Revenue Break-even
	£19,036 

	
	

	Assumptions:
	

	Average Percent Variable Cost
	36% 

	Estimated Monthly Fixed Cost
	£12,271 



[bookmark: _Toc92607400]Operating Costs
[bookmark: _Toc92607401]Payroll
Two part-time workers will be employed to begin work on the grand opening day. They will remain in place even during the weekends unless robust sales indicate a continued need for them. The owner and his wife will be the only personnel necessary throughout the autumn, winter, and spring. Workers will be compensated at a rate of £5.50 per hour and will work a total of 30 hours per week. Monthly wage expenses will be £707.00, with extra payroll taxes of £71.00, for a total of £778.00.
[bookmark: _Toc92607402]Utilities
Mediterranean Pastry's heat and electric costs, which are about the same proportions as those needed by Mediterranean Pastry, total £225.00 during the winter heat season. Considering walk-in and reach-in cooler utilization, a monthly average of £350.00 is a realistic estimate.
The bread oven will operate for four hours every day on busy bake days. According to discussions with other bakery operators, a four-deck oven burns £4 of gas per hour or £343.00 per month at maximum capacity. A monthly average of £725.00 is a realistic approximation.
[bookmark: _Toc92607403]Advertising
During launch week, Mediterranean Pastry will advertise in the different News-Reviews papers in the area. Monthly advertising costs will total £200. Mediterranean Pastry will take advantage of this attention. The News-Reviews papers are recognized for doing highlight pieces on different companies. Promotional expenses will be reduced to a minimum in the autumn, winter, and spring. The corporation will depend on community service activities, liberal sampling, and word of mouth to acquire new consumers (Canavari, Rivaroli and Spadoni, 2001).
[bookmark: _Toc92607404]Repair and Maintenance
The projected monthly maintenance cost is £500.00. From then, the monthly payment steadily decreases to £200 for the year's balance. Servicing estimates are reduced to £100 per month after the beginning of the year.
[bookmark: _Toc92607405]Insurance
According to Sam Williams of Port Hanover Insurance, a Company Owner's Policy covering contents, liabilities, and some loss of revenue would cost Mediterranean Pastry £400-500 per year. Worker's Compensation will cost £2.25 per £100 paid. Mediterranean Pastry has allocated £50 for general insurance and £20 for worker's Compensation per month. The entrepreneur and his family will pay £250 per month in health insurance costs.
General Supplies
General consumables will mainly comprise bread bags, which will cost £.05 per paper bag and £.03 for each plastic bag. The buyer will choose the bag material, which affects the crust's quality while in storage. These costs have been included in the price of each loaf. Monthly cleansing and repair materials will not exceed £50. Mediterranean Pastry has allocated a prudent £125 each month.
Proposed Equipment Requirements 
	  
	Quantity 
	Price Each 
	Total 

	Oven, Snorr 
	1 
	18000 
	18000 

	Divider, Snorr 
	1 
	4000 
	4000 

	Mixer, ASF 
	1 
	4000 
	4000 

	Moulder, Snorr 
	1 
	2400 
	2400 

	Bannetons, FBM 
	60 
	30 
	1800 

	Loader, Snorr 
	1 
	1500 
	0 

	Loaf Pans 
	100 
	10 
	1000 

	Bread Slicer, used 
	1 
	950 
	950 

	Pan Racks, Snorr 
	6 
	140 
	840 

	Cooling Racks, Snorr 
	2 
	600 
	1200 

	Software, Computer upgrades 
	1 
	500 
	850 

	Triple sink, Louie 
	1 
	400 
	560 

	Heavy Scale, McMaster-Carr 
	1 
	400 
	400 

	Maple bench, materials 
	1 
	400 
	600 

	Small Loaf Pans 
	100 
	4 
	400 

	Countertop Mixer 
	1 
	390 
	1200 

	Flour Bins 
	3 
	127 
	381 

	Sheet Pans 
	40 
	9 
	175 

	Food Processor 
	1 
	250 
	250 

	Cash Register 
	1 
	250 
	250 

	Coffee Maker 
	1 
	250 
	250 

	Books 
	  
	  
	50 

	Bread Boards 
	40 
	5 
	200 

	Baskets 
	100 
	2 
	200 

	Chest Freezer, used 
	1 
	200 
	200 

	Coffee Mill 
	1 
	200 
	200 

	Baker's Canvas, MTR, FBM 
	3 
	9.8 
	196 

	Oven Peels 
	2 
	75 
	150 

	Garbage Disposal 
	1 
	150 
	150 

	15" Skillet 
	1 
	120 
	120 

	Garbage Cans 
	3 
	40 
	120 

	Handsink, Louie's 
	1 
	100 
	80 

	Gm/Oz Scale 
	1 
	150 
	150 

	Faucets 
	2 
	50 
	100 

	Used range 
	1 
	100 
	100 

	Counter, Used 
	1 
	100 
	100 

	File Cabinet, 4 drawers 
	1 
	100 
	100 

	7qt Saucepan 
	1 
	85 
	85 

	Bread Knives 
	4 
	20 
	80 

	Mop Bucket, MacMaster 
	1 
	80 
	80 

	Timer 
	2 
	35 
	70 

	Dough Tubs 
	5 
	10 
	50 

	Oven Thermometer 
	1 
	40 
	40 

	1 qt Saucepan 
	1 
	40 
	40 

	Mopheads 
	10 
	3 
	30 

	Coffee Pots 
	6 
	5 
	30 

	Whisks 
	4 
	6 
	24 

	Lames 
	2 
	12 
	24 

	Thermometers 
	2 
	10 
	20 

	Wooden Spoons 
	5 
	4 
	20 




	Supplies 
	Amount 
	£/# 
	unit 
	Total

	Paper Bags 
	4000 
	£0.05 
	ea. 
	£200.00 

	Plastic Bags 
	2000 
	£0.02 
	ea. 
	£40.00 

	Register Tape 
	1 
	£20.00 
	cs 
	£20.00 

	Bleach 
	6 
	£1.30 
	£7.80 
	  

	Hand soap 
	4 
	£5.75 
	Cartridge 
	£23.00 

	Floor soap 
	45 
	£0.42 
	packet 
	£18.90 

	Kitchen Soap 
	4 
	£8.71 
	5-qut 
	£34.84 

	Plastic Film 
	2 
	£20.67 
	roll 
	£41.34 

	Aluminium Foil 
	1 
	£71.27 
	roll 
	£71.27 

	Stationary 
	1 
	£50.00 
	cs 
	£50.00 

	Purchase orders 
	1 
	£20.00 
	cs 
	£20.00 

	Receipt Pads 
	1 
	£20.00 
	cs 
	£20.00 

	File Folders 
	1 
	£20.00 
	cs 
	£20.00 

	Garbage Bags 
	312 
	£0.31 
	ea. 
	£96.72 

	Paper Cups 
	1000 
	£0.03 
	ea. 
	£15.00 

	Total 
	£671.07 



[bookmark: _Toc92607406]Projected Profit and Loss
The following table shows the projected profit and loss for Mediterranean Pastry.

	Pro Forma Profit and Loss

	Sales
	£251,700 
	£324,000 
	£400,000 

	Direct Cost of Sales
	£89,450 
	£115,200 
	£142,000 

	Other
	£0 
	£0 
	£0 

	Total Cost of Sales
	£89,450 
	£115,200 
	£142,000 

	
	
	
	

	Gross Margin
	£162,250 
	£208,800 
	£258,000 

	Gross Margin %
	64.46% 
	64.44% 
	64.50% 

	
	
	
	

	
	
	
	

	Expenses
	
	
	

	Payroll
	£105,000 
	£115,500 
	£127,050 

	Sales and Marketing and Other Expenses
	£13,040 
	£14,640 
	£16,640 

	Depreciation
	£3,492 
	£3,492 
	£3,492 

	Utilities
	£519 
	£600 
	£800 

	Insurance
	£1,800 
	£2,400 
	£2,800 

	Mortgage
	£10,800 
	£15,096 
	£15,096 

	Payroll Taxes
	£12,600 
	£13,860 
	£15,246 

	Other
	£0 
	£0 
	£0 

	
	
	
	

	Total Operating Expenses
	£147,251 
	£165,588 
	£181,124 

	
	
	
	

	Profit Before Interest and Taxes
	£14,999 
	£43,212 
	£76,876 

	EBITDA
	£18,491 
	£46,704 
	£80,368 

	Interest Expense
	£14,705 
	£14,705 
	£14,705 

	Taxes Incurred
	(£473)
	£7,127 
	£15,802 

	
	
	
	

	Net Profit
	£767 
	£21,380 
	£46,369 

	Net Profit/Sales
	0.30% 
	6.60% 
	11.59% 



[image: ]
[bookmark: _Toc92607407]Projected Cash Flow
The following figure depicts a solid cash balance throughout the first three years, enabling the business to thrive via reinvestment.
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[bookmark: _Toc92607408]Projected Balance Sheet
The following table summarizes Mediterranean Pastry's financial situation after the following three fiscal years.
	Pro Forma Balance Sheet

	Assets
	
	
	

	
	
	
	

	Current Assets
	
	
	

	Cash
	£30,593 
	£56,316 
	£109,421 

	Other Current Assets
	£0 
	£0 
	£0 

	Total Current Assets
	£30,593 
	£56,316 
	£109,421 

	
	
	
	

	Long-term Assets
	
	
	

	Long-term Assets
	£175,000 
	£175,000 
	£175,000 

	Accumulated Depreciation
	£3,492 
	£6,984 
	£10,476 

	Total Long-term Assets
	£171,508 
	£168,016 
	£164,524 

	Total Assets
	£202,101 
	£224,332 
	£273,945 

	
	
	
	

	Liabilities and Capital
	Year 1
	Year 2
	Year 3

	
	
	
	

	Current Liabilities
	
	
	

	Accounts Payable
	£14,241 
	£15,093 
	£18,336 

	Current Borrowing
	£0 
	£0 
	£0 

	Other Current Liabilities
	£12,000 
	£12,000 
	£12,000 

	Subtotal Current Liabilities
	£26,241 
	£27,093 
	£30,336 

	
	
	
	

	Long-term Liabilities
	£173,000 
	£173,000 
	£173,000 

	Total Liabilities
	£199,241 
	£200,093 
	£203,336 

	
	
	
	

	Paid-in Capital
	£7,500 
	£7,500 
	£7,500 

	Retained Earnings
	(£5,408)
	(£4,641)
	£16,740 

	Earnings
	£767 
	£21,380 
	£46,369 

	Total Capital
	£2,859 
	£24,240 
	£70,609 

	Total Liabilities and Capital
	£202,101 
	£224,332 
	£273,945 

	
	
	
	

	Net Worth
	
	
	



[bookmark: _Toc92607409]General Conclusion and Recommendation
For generations, baking has been an integral aspect of human existence, and it is nearly guaranteed that it will continue to be so. The general populace in UK adores baked products, which is a massive gain for the baking business. By overcoming and sustaining success in the face of several obstacles and opponents, Mediterranean Pastry will be successful.
· Capacity to pass on price increases
· Contracts for significant inputs in place 
· Proximity to important markets
· Employing the most influential work techniques 
· Differentiating products 
· Establishing brand names
These criteria will pleasure many families for many years to come while also ensuring the Bakery's development and prosperity for many coming years.
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Total Financing Required

£104,000

Long Term Bank Debt £150,000
Owner Equity £30,000
Total Financing £180,000





image4.png
Sales
Less cost of
sales
Gross profit
Less expenses
Net income
before taxes
Provision for
taxes
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Year Two
,202,645
4,578,327

624,318
243.404
380,914

Year Three
7,591,132
6.604.286

986,846
345,690
641,156

145,751
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£12,856 £1,486
£0 £0
£9,548 £1,892
(£6,473) £86,136
(£135,000)

(£135,000)

£200,000

£200,000

£0 £58,527
£58,527 £86,136
£58,527 £144,663

2022

£77,689
£43,095
(£1,188)
£0

£0
£1,459
£1,760

£122,816

£144,663
£122,816
£267,479




image6.png
Managing enterprise in 215t century
BMSW4006

Lecturer Name :Hosein Shokri
Ramona lulia Ungureanu 2028821
Nekeisha Taylor 2028878
Yeliz Koncak 2028995
llincaRusu 2028896




image7.png
INTRODUCTION

* Name of the Company: Mediterranean Pastry
* OPENING YEAR AND LOCATION East London

* FOUNDERS AND OWNERS :llinca Rusu,Yeliz Koncak, Neikeisha Taylor,
and Ramona Ungureanu

* TIPE OF BUSINESS :Profit business
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Business Description

A mesh bakery business both Brick N’ Mortar and Cloud/Online aimed to
serve fresh baked 100% organic bakery goods with the option for the
customers to digitally create their own cake design on our digital platform
both in-store and online, also focused to create intercontinental fusion
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Aim and Objectives

* Aim: The Company's goal is to create a market segment of 100%
organic bakery products and fusion the bakery cuisine and create
new items.

* Objectives:

* Short-term Objective: Making the organic cakes mainstream through skilled bakery workers
under one digital system and enable them to work independently.

* Mid-term Objective: Set-up a 3D customization design model for customers where they can
design and customize their own product.

* Long:term Objective: Being the best and the biggest bakery chain in the UK.
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Mission & Vision

* Mission: To be the most popular and trendy pastry by providing up
to date pastry cuisine and creativity in the food designing.

* Vision: As the UK’ top pastry chain, we strive to ensure the
pleasure of our employees and customers alike."
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Business Structure
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Goods and Services

* Mediterranean Pastry is a service based business, that specializes in
cakes, Cookies, Buklava, croissant etc.

* The business offers private chef for any occasions.

* It has discount offers and products and special pastry items for
special occasion such as, Weddings, Christmas, Halloween etc..

« The business offers home delivery and takes orders from online.
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Market exploration & Trends

* We are located at East London Close to schools train station.
* our target market children’s and families.

* The company follows a discount pricing strategy to quickly capture
the market and also to create brand awareness.

* The company faces a great challenges from competitors as the
UK’s diversity poses a threat to its operations. For this reason, it
needs an effective promotional marketing.

* The promotional strategy is initially based on target audience
based with mixture of Online PR and digital marketing. We
currently trend in snack & pastry shop is about online marketing as
the pandemic forced most companies to go online.
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Strengths

* Variation of Products
* Well equipped
production facilities

* Special importance on
decoration

Opportunities
*High Demand for
Low calorie food
*Rising demand
for multicultural
cuisine

SWOT Analysis

Weakness
eLack of distribution
*Economic Instability

Threats

Health Hazards

*New entries
*Emergence of Pandemic
*Potential Leaks
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Political

Political factors
always influences
business. Things like
Brexit or political
instability will hamper
business operations.
For example, Brexit
created alack of
labour supply in UK.

PESTEL Analysis

Economical

Economic factors
such as inflation,
labour costs, tax
law directly
influences
business
operations. The
company have to
face these barriers
for business
expansion.

Social

The inclusion of new
business always brings
new employment
opportunities.
Mediterranean Pastry
also brings this. Hence
improving the living.
condition and social life
of many people.




image16.png
PESTEL Analysis
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Operation

* Operation location: East London Close to school’s train station.
+ Employees: 7 employees including the chief chef will work in this organisation.
This organisation works into some departments. Such as:

* Online service: Some employees will be engaged in this segment. They will collect online
orders, prepare foods and deliver them on time to the customer.

« Offline service: Employees will take orders from the counter and serve lowest time for
instance, 2 minute to 10-minute maximum.
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Technology Plan

Technology in production
Technology in sales and promotions
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Management and Operation

+ For managing and operating a business, management has to play a very significant role.
In that case, managers and employees are important elements of the organisation. The
management of the organisation is designed to operate this business effectively and
efficiently.

* Accordingly, the major role will be played by the manager/owner, then chief chef,
administrator in the same authority line.
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Social responsibility and sustainability

Focusing on food quality

Pricing should be reasonable so that customer engagement is enhanced.
Discount should be provided for package order.

Lucrative outlook of Cake, Cookie, Baklava and other foods.

Focusing on the healthy lifestyle of the consumers.

Reducing wastage and bad impact on the environment.

Packaging of food should be environment friendly.
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Development, Milestone and Exit Plan

Development and Milestone

Instalment of kitchen

Instalment of Grill kitchen

Internal Painting
Preparing Menu

Hiring chef and other staff

Overview and prepare for

launch

Inauguration

Start Date

01/01/2022
11/01/2022

13/01/2022

20/01/2022

24/01/2022

28/01/2022

01/02/2022

End Date

10/01/2022
12/01/2022

20/01/2022
23/01/2022

28/01/2022

31/01/2022
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Financial Data

" | Total Financing Required £104,000
Long Term Bank Debt £150,000
Owner Equity £30,000
Total Financing £180,000
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Profit and Loss Account

Year One Year Two Year Three
Sales 2,364,839 1,202,645 7,591,132
Less cost of 2,096,056 4,578,327 6.604.286
sales
Gross profit 268,783 624,318 986,846
Less expenses 224,740 243,404 345,690
Net income 44,043 380,914 641,156
before taxes
Provision for 9,043 76,184 145,751
taxes.
Net income after 32,900 304,730 495,405
taxes
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Cash Flow Statement

Projected Cash Flow Statement

Net  Cash  Flow  from
Operations
Net profit
Depreciation & Amortization
Change in Accounts Receivable
Change in inventory
Change in Accounts Payable
Change in Income Tax Payable
Change in Sales Tax Payable
Change in Prepaid Revenue
Net | Cash | Flow  from
Operations
Investing & Financing
Assets Purchased or Sotd

Net Cash from tnvesting.
Investments Received
Oividends & Distributions.
Change in Short-Term Debt
Change in Long-Term Debe
Net Cash from Financing.
Cash at Beginning of Period
Net Change in Cash

Cash at £nd of Period

2020

(eas.185)
(e6.575)
€19.223)

(e6.473)

(€135.000)
(€135.000)

2021

(€1.148)
€2.971)

2022

(e1.188)
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Balance Sheet

Assets
Owner's Fund 2,500,000 | Land & Building 1,800,000
Loans 1,000,000 | Plant & Machinery 1,200,000
Reserves & Surplus 390,000
Current L iabiliies: Current Assets
Payables 400,000 | Receivables 100,000
Cash In Hand 550,000
Cash At Bank 6,400,000
Total 4,290,000 | Total 4,290,000
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Conclusion

* Unique style:
* Customers will be able to design what they
want in the digital platform
« It will be a bakery business that is 100% organic
« To capture the market:
« Offer Discounts
* Conduct brand awareness through different
platforms.
* We will focus on swift customer service
* Customers will be able to put their orders
online.
* We will have 7 employees to help in the
running of the business.
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