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[bookmark: _Toc80019368]Target market
Target market denotes the market that a firm intends to focus on with its products and services. To identify the target market, Visser (2020) proposes the use of market segmentation. This provides an avenue for identifying the market based on geographic, demographic, psychographic, and behavioural aspects. Table 1 below shows Vegan’s target market.
Table 1: Segmentation of the Vegan customers. Source: (Insights from Visser 2020)
	Segment 
	Analysis 

	Geographic 
	Geographically, Vegan’s target market is in two phases. Firstly, it is within the cities in the UK. Secondly, the target is in major cities outside the UK. The reason for this target is to first maximise the potential of the local market, before venturing into the international market, geographically. 

	Demographic
	Demographic segmentation capitalises on aspects such as gender, age, race, income among others (Visser 2020). For Vegan, the target aspect is age. Here, two age groups of customers are identified. The first group is millennials. Based on the 2019 statistics, there are 12.36 million millennials in the UK (Clark 2021). The second target is the baby boomers. There are 14.3 million baby boomers in the UK (Egon 2021). 

	Psychographic 
	Of the baby boomers, psychographic orientation entails the need for healthy food. Many are adopting the vegan life. On the other hand, millennials want to maintain their health as they age, which also entails their need for healthy foods.

	Behavioural 
	Both millennials and baby boomers are becoming conscious regarding the sustainability of the products they consume. Therefore, they tend to associate food with their health. They seek a lot of information about the products they consume before making the decision to purchase. 



[bookmark: _Toc80019369]Market research
Veganism is gaining popularity in the UK. In 2014, the number of vegans in the UK was 150,000 (IBISWorld 2021). However, by 2020, this number has quadrupled. Currently, it is estimated that millions of citizens are switching to non-meat products. The adoption of the vegan diet is promoted by various vegan movements, people’s consciousness about their health, and major businesses switching the customer demands. For instance, the UK giant supermarkets are at the forefront to promote vegan products, and possibly vegan cakes in the future. Big companies are also leading the way in processing vegan products. For instance, according to IBISWorld (2021), organic food retailing in the UK industry has increased by 7.5% between 2020 and 2021. This has been enabled by the changing consumer trends and diets. Citizens are also increasing their concerns about the environment and the effects of their consumption. Currently, the number of businesses operating in the industry is more than 2000 and employs more than 5000 employees (IBISWorld 2021). The biggest companies that deal in organic food retailing in the UK include Abel & Cole Ltd, Fresh & Wild Ltd, and Riverford organic Farmers ltd (IBISWorld 2021). The major industry activities include organic fruit and vegetable retailing, organic beverage, organic non-dairy products, and organic grains and starch retailing.
[bookmark: _Toc80019370]Sales target and objectives
One of the major aims of a marketing plan is to increase sales. When an organisation increases its sales, it means that the marketing plan and the process objectives are achieved, therefore our aim is to use veganism and popularity around it to promote vegan cakes. Moreover, by doing so the marketing plan’s objectives is seen not only on the reactionary increase of sales during the marketing campaign, but also after the campaign, and this has to continue into the future. Therefore, within the sales target, another expectation is that the firm will create significant awareness of its products and services. Secondly, it is expected that the company will develop a relationship with their vegan cakes  customers and this will help to increase sales. Thirdly, it is also expected that the firm will use feedback from the customers to make necessary adjustments to its products to increase its value to the customers and the popularity of the cakes. 
The role of the three objectives is to increase the sales of the firm’s products by increasing the number of customers. According to Edeling and Himme (2018), a firm can increase the number of its customers by increasing its market share. As such, the overall concern will be to ensure that the firm increases its repeat customers. It will also help to increase customers and create customer loyalty.
[bookmark: _Toc80019371]Marketing strategy
The market strategy allows the process by which a firm employs to market itself and differentiate itself from the competition (Mothersbaugh et al. 2020) and this enables strategies to include product, price, promotion, and place, increasing popularity as the cakes 

[bookmark: _Toc80019372]Market planning
A successful marketing plan requires one to plan for the various activities that make up the plan. According to Hughes et al. (2020), the role of market planning is to organise and define the aims of the marketing and gather strategies as well as tactics to achieve them. In this regard, the identified parameters for the market planning include positioning, budget, and timeline.
Positioning – the positioning of this marketing planning is to ensure that Vegan attain a higher profile compared to competitors. Therefore, the positioning will be based on two aspects. The first aspect is product differentiation. It will position the firm based on its product differentiation. This differentiator entails the ability of the company to provide different types of vegan products for customers to choose from. The second element of positioning is price. The firm will promote its low price approach. According to Kaleka, and Morgan (2017), a low price can achieve a firm competitive advantage.
Budget – ideally, the budget determines the success of the marketing plan. The allocated money for the project will be used in the activities of the marketing plan, especially on the media promotional aspects.
Timeline – timing is an important aspect of a marketing plan. The table below shows the timeline of activities that will take place for this marketing plan. 
[bookmark: _Toc80019373]Product services and development 
One of the significant purposes of this marketing planning and its actual process is to communicate and facilitate the flow of information. Firstly, the firm will communicate to the target customers (vegans) about the products and services it offers. This will gear towards creating awareness, especially for new products and services that customers know nothing about. The second approach will be to receive feedback from the target customers. This feedback is in form of customer opinions, suggestions and levels of satisfaction. Based on the study by Gupta, Belkadi, and Bernard (2017), customer feedback facilitates the adjustment of products and services to develop them into superior ones. Therefore, customer feedback will be a significant part of the marketing plan. The information gained from the feedback will be incorporated into the product and services development. For instance, one of the concerns of vegan customers includes sustainability of the products and ethical supply chain. The provision of such feedback will make the company ensure that its supply chain responds to ethical processes that enhance the authenticity of the products. Besides, getting information about the taste and aesthetics of the products will go a long way to informing the company about the strategies to be adopted to facilitate product superiority. 
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Market Analysis
The Vegan Cake Shop, is an online business selling vegan cakes all over the UK. Our goals is to be a well-known online cake shop and to open our physical shops all over the UK. As nowadays more and more people are going into vegan, and there are many people looking into vegan shops, we started our business with the goals to reach all these people and make them satisfied about veganism. 
Almost the 2/3% of the UK population is vegan, so our target market is huge enough to get profit, and we are aware that our aim is going to grow in the future.
As the customer we are targeting is looking for foods without animals and their byproducts; it means that they do not eat eggs, milk or other dairy products, or honey. The vegan people do not eat also any food that may contain a small amount of animal-derived ingredients as gelatine, egg wash, confectioner’s glaze etc. Our business is using vegan-friendly ingredients, such as we use any other alternative “milks” made from all sorts of foods, such as nuts, rice, seeds, oats etc.
The vegan food it usually cost a little but more than the “normal food”, our business knows that no one is willing to pay as much for just a piece of cake, or just a cupcake. Our prices is based on how much we spent and how much we can earn from selling the product. Our range is from 2-3£ for a cupcake to 20-25£ for a cake (the price depends on the ingredients, weight and size).
There are a lot of competitors in our business, since the people can find vegan-friendly food at Tesco’s, Sainsbury’s and any other retail shops. Our biggest competitors are some of the online business such as Lola’s Cupcakes and Amore Bakery. Basically, their business is selling also non-vegan cakes, but the difference is that we are striving to use Bio products, as they contains more antioxidants and lower levels of toxic metals and pesticides. In addition, in the process of product cultivation, mineral-derived fertilizers, and substances that damages the environment.
Lola’s Cupcakes is a well-known business with online purchase and they also have many stores across the UK. This business is running since 2006, and their revenue is almost 7$ Million.                                                                           In the other hand Amore Bakery is a family running online business, selling their cupcakes online and they just opened a new store. 
The biggest difference between us and these competitors is out target market, as we are genuinely directing our target to vegan people knowing that in a few years it will make more profit, as the veganism is the UK is constantly growing.
Marketing Strategy
Online businesses need more advertisement compared to a physical shop because it is really thought on the beginning to find customers since advertising without attracting the eye contact is complicated.
However, social medias are a great development for the human being, as most people are now familiar with it. We challenged ourselves by starting an online business and so on, we use online as a platform to advertise our business. We use social media as Instagram and Facebook, as most of the population in the UK use these socials. We have our own page managed by one of our members. We also there are elder people, or minor part of the population do not use social media, or maybe our pages do not reaches every single person that use social media, we use leaflets to advertise ourselves in shops, or whenever we do our stand in some events etc.  Another way we use to advertise is our website, as you can subscribe to it, and receive emails if there are any new flavours, or new types of cake in stock etc. 
Our website is our main strategy to marketing, as we put all the information there, from the ingredients to the FAQ (frequently asked questions). 
Market Segmentation
The market segmentation used by us is really simple, as some statistics says that the majority of the vegan people are teenagers, or young-adults, so approaching with them is not a big deal.
As the business is based in the UK, our target is to sell all over the UK by putting up an online order-entry system and contracting with part-time delivering people, it may also be able to supply customed cakes and other products outside our geographic area. We are also looking into putting the business into food sell delivering services as “just eat, uber eats, Deliveroo” etc, so our business can reach a wider range of people and it just needs “two clicks” to order a cake.
About the potential customers, Vegan Cake Shop is a business directed to the vegan people, but everybody can purchase their cakes from it, it is not necessary to be a vegan person.
For the moment the business it is based on vegan cakes, but we one of our future goals is to sell also lactose-free or gluten-free cakes.
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Management Process and Marketing
During the conduction of the organisational business operation of Vegan Cakes, the organisation needs to implement different kinds of marketing strategies like porter's generic strategy, Ansoff matrix, etc. Throughout the implementation of these strategic approaches, Began Cakes will be able to proficiently develop its brand awareness in the market by dominantly competing with its rivals (Kang, Diao and Zanini, 2020). In this way, the organisation will be able to fetch extensive enhancement within its organisational sales and profitability.



[bookmark: _Toc80706619]Management Process and Finance
Finance is one of the most important aspect of a business.Financial management help the organisetion determine what to spend, where to spend and when to spend .which gives a better veiw  of the financial status of the business. 
In order to establish an efficient business operation in the market, the organisation needs to implement some budgetary plans to predict the future requirements of financial support. Vegan Cakes needs to gather a sufficient amount of financial resources to efficiently conduct their future business operation in the market (Wakuła, 2020). In this aspect, the organisation needs to take business loans from banks and other financial organisations to fulfil the requirement of budget for their organisational business.
Cash:
Cash refers to physical currency in the form of banknotes and coins owned by the company, as well as any bank currency. 
Cash management is very important because cash allows businesses to pay bills. The main cash paid by companies includes: 
Payments to suppliers 
Payments to employees 
Administrative expenses, such as rent, electricity and telephone bills 
When a company has only a few important customers and they do not pay on time, the flow situation The company's cash flow is severely affected Impact because the company does not have the expected funds. This can lead to financial difficulties or even bankruptcy. 
Companies can arrange credit terms with their suppliers to pay for raw materials or inventory in the future. Credit agreements also allow customers to pay for products or services within 30, 60, or 90 days. If the company allows credit periods for its customers, then negotiating a longer credit period with its suppliers is a wise choice. 
Profit 
Profit is the amount remaining after all costs are deducted from all income. It is important to know that not all cash in a business is profit. 
Income is generally calculated annually. However, calculating it monthly can help the company by showing that it is creditworthy and if it can achieve its profit goals.
Cash Flow: Is increase or decrease in the amount of money of a business. It helps to find how much cash into the business in a month and how much went out.
A cash flow plan is a means not only to cover the coverage of insurance, but also to plan and manage loss and gains so the firm can pay business related expenditure as it happens.
Month ending balance will be minus from month begaining balance to get a cash flow.The positive cash flow makes confident to invest more in future, 
If the cash flow comes negative then should look for ways to improve.

Monthly Financial Monitoring: The essential characteristic of the monetary institutions is transparency. Monthly reports are the key instrument for financial control.    
 

[bookmark: _Toc80706620]Management Process and Administration
Moreover, the executive team of Vegan Cakes needs to implement and utilise an effective management structure and system within its organisational culture in order to prominently develop the organisational administrative system (Kaylet al., 2017). Through this, the executive team will be able to proficiently control and manage the entire business process during the organisational business operation in the market.
[bookmark: _Toc80706621]Conclusion
In this way, it becomes evaluated that the organisational executive team of Vegan Cakes needs to effectively put their prominent focus on developing their organisational management system. And therefore, they have initiated to implement a plan for extensively developing their business with gathering sufficient resources for the organisation.
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                                                                                  Kujeji Tunkara
                                                                                    Bookkeeping

Accounting is the system ordered by the accounting principles of
accounts that serves to observe the economic reality of an economic
entity and the variations that occur.
Another more complex and utilitarian meaning outside of accounting is
the process of maintaining, auditing and processing financial information
for business purposes.
In this case, our business, being online shopping, has facilitated
accounting and especially reduce many costs, such as furniture, although
we have not got rid of the most important and most necessary for
nowadays that are the computer applications, to be able to give the best
service and in this way to facilitate to the client the disposition of our
products.
Evolution of patrimonial masses
Active
Non-current assets
Intangible assets
Research and development
Computer applications
Tangible assets
Technical facilities
Tooling
Transport elements
Equipment for information process
Financial investments
Investments in shares
Loans granted
Long-term impositions

Current assets
Stocks
Commercial
Raw materials
Products in progress
Finished products
Achievable
Clients
Debtors
Available
Banks and credit institutions
Effective

Equity and liabilities
Equity
Share capital
Reservations
Result of the exercise
Passive
Non-current liabilities
Long-term property suppliers
Long-term debts with credit institutions
Current liabilities
Suppliers
Creditors for the provision of services
Short-term property suppliers
Short-term debts with credit institutions
Short-term debts

Current finance requirements
To be able to manage the finances of a company it is necessary to put conditions in it so that
there are no confusions at the time of presenting the accounts. below I left the requirements
for current finance.
The idea of creation of business: before creating the business, you must have a business
idea, which is based on the partition of what the company is dedicated to.
Capital investment: for the creation of a business an initial capital must be available for its
investment in the company
Capital investment: even if the business is not always in its best moments, you should never
think about closing it until you get to the edge and in any case, you should keep looking for its
growth.
Cash flow requirements: a cash register must also be available to meet the payments of
suppliers and other creditors.
Internal grow: the company has to be able to grow internally between the workers
and get motivated with what they do.
External grow: make sure there is a progression balanced with what the customers ask
for.
One of the conditions for the bank to be able to provide financial support to the company is
that in the event that debt can’t be collected, there is a guarantee.
The type of guarantee and the guarantee requirements vary depending on the type of bank
financing sought and the risks involved. Receiving a guarantee enables the bank to ensure that
there will be no problems with the financing and that it will be fully repaid. The bank first looks
at the client’s solvency as well as the profitability of the project to be financed. Beyond this,
the bank may request one or more of the following guarantees:
GUARANTIES
Mortgage: A mortgage is a real right of collateral, the most common way to finance the
purchase of a first home. As a real right, it falls on a property that remains in the possession of
the person who constitutes it and gives the creditor the right to pursue it regardless of who
owns it and to be paid preferably with the proceeds of the auction.
Pledge: right that assures to the creditor the fulfillment of its credit giving power on the thing
given in guarantee.
Surety: it refers to the subsidiary obligation contracted to ensure the fulfillment of a principal
obligation, by which a third party, other than the debtor, undertakes to fulfill it, in the event
that the latter does not do so.
Moral commitment: Moral commitment is an ethical action that comes with the personality
of the person who agrees to take responsibility in case of not being able to face the payments.
Contribution of capital: In case of problems with payments the capital will be put as support
Insurance policy: Insurance is the equitable transfer of the risks of a loss, from one entity to
another in exchange for a payment. It is a form of risk management used primarily as risk
hedging against the risk of a contingent uncertain loss.

Financial forecast

A financial forecast consists of fixing the investment flows of sale,
miscellaneous income to elaborate in the end a cash flow that measures
the economic and real state of the company.

Financial statements

Financial statements, also called financial statements, financial reports or annual
accounts, are reports used by institutions to report the economic and financial
situation and changes that it undergoes at a given date or period. This information is
useful for the Administration, managers, regulators and other types of stakeholders
such as shareholders, creditors or owners.
Assets
Current assets
Cash and cash equivalents
Notes and accounts receivable
Inventores
Products and merchandise
Materials and suppliers
Others current assets
Total current assets
Investments, advances and long-term receivables
Property, plant and equipment
Other assets including intangibles
Total assets
Liabilities
Current liabilities
Notes and loans payable
Accounts payable and accrued liabilities
Income tax payable
Total current liabilities
Long-term debt
Postretirement benefit reserves
Deferred income tax liabilities
Long-term obligations to equity company
Other long term obligations
Total liabilities

Breakdown analysis

Is the financial breakdown with percentages.
NON-CURRENT ASSETS 81,304 51.8% 74,686 52.6%
Intangible fixed assets 139 0.1% 174 0.1%
Tangible fixed assets 54,615 34.8% 55,278 38.9%
Biological assets 16,388 10.4% 13,165 9.3%
Investments real estate 3,397 2.2% 3,411 2.4%
Financial investments LT 4,997 3.2% 510 0.4%
Deferred tax assets 1,768 1.1% 2,148 1.5%
CURRENT ASSETS 75,656 48.2% 67,432 47.4%
Stocks 47,988 30.6% 45,766 32.2%
Customers 15,133 9.6% 15,546 10.9%
Investment in CT group companies 198 0.1% 46 0.0%
Financial investments CP 1,106 0.7% 1,865 1.3%
Accruals 198 0.1% 143 0.1% Treasury 11,033 7.0% 4,066 2.9%
TOTAL ASSETS 156,960 100.0% 142,118 100.0%
EQUITY 61,232 39.0% 58,609 41.2%
Capital and reserves 57,400 36.6% 54,027 38.0%
Result 2,386 1.5% 3,302 2.3%
Adjustments 1,446 0.9% 1,280 0.9%
NON-CURRENT LIABILITIES 42,625 27.2% 33,592 23.6%
Provisions LT 239 0.2% 232 0.2% Debts LT 39,378 25.1% 30,685 21.6%
Liabilities imp. deferred 2,785 1.8% 2,675 1.9%
Accruals LT 223 0.1% 0 0.0%
CURRENT LIABILITIES 53,103 33.8% 49,917 35.1%
CT provisions 1 0.0% 1 0.0%
CT debts 11,164 7.1% 9,777 6.9%
Group debts CT 240 0.2% 475 0.3%
Suppliers 41,146 26.2% 39,513 27.8%
Accruals CT 552 0.4% 151 0.1%
TOTAL PN + LIABILITIES 156,960 100.0% 142,118 100.0%
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Business plan 3

Vegan Cake Shop Business Plan.

Executive Summary.
Vegan Cake Shop is a company producing and selling high quality baked product to retailers
and wholesalers. Cake decoration classes are also offered. The company will be operating
in the areas near London Bridge where just one bakery school is offering baking classes,
though its highly populated. High quality products will be provided to gain competitive
advantage. The founder of Vegan cake shop will contribute £17,000, family and friends,
£30,000 and a long-term loan of £20,000 for its establishment. Vegan who is the founder has
14 years of experience having worked in stations in the baking industry.
Business Description.
Vegan cake shop is a new enterprise that aims at providing unique products and services to
areas surrounding the Shard at London Bridge in UK through retail and wholesale of tasty
treats. The company is committed to provision of desserts of high quality to a broad
customer base. The company is ready to create and ensure the maintenance of a creative,
friendly and fair working environment which will make room for diversification, hard work and
accommodation of new ideas. Vegan Cake shop will consist of experienced bakers and cake
decorators. It will be ensured that they will be having an understanding of the targeted
customers through the experiences they have had acquired over the years. The company’s
competitive advantage will lie on the experience of the founders. The company will aim at
generating profit to provide fair return to those who will be investing in it.
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In retailing services, walk-in customers will be served from Tuesday to Saturday from 9am to
3pm. The various products that will be provided at the location for retailing are cakes,
cookies, pies, cupcakes and beverages. The retail shop location will also be used as a
venue for classes on decoration. For wholesale services, some customers that will be served
include cafes and coffee shops, hotels and restaurants among others. Vegan Cake shop will
strive to become the preferable channel for distributing cakes, pies, cookies and cupcakes
for once choice. The shop will also cater for caterers, country clubs, wedding planners on a
seasonal basis.
Vegan cake shop will also offer classes on cake decoration where students will gain
experience and will be provided for time to have practice sessions with their instructors. In
completion of the classes, they should have acquired the basic skills for baking, decorating
and designing different types of cakes.
Business Structure
Vegan Cake Shop is owned by Vegan who will be the General Manager. Vegan has a
Bachelor’s Degree in Accounting and Finance from Oxford University, having highly
concentrated in entrepreneurship. Vegan is in the process of attaining Master’s degree in
Curriculum and Instruction. Vegan has 14 years of experience from working in different
known bakeries in UK including Kitchen Witch bakery, Cinnamon Twirls Bakeries and Baltic
Bakehouse. While in these working places, Vegan learnt the baking skills as well as counter
management. Within the fourteen years of working, Vegan has trained as a cake decorating
instructor where he has instructed about one hundred and twenty students within the age
between six years and ninety years. He has acquired enough skills which are transferrable
for starting up Vegan Cake Shop. With an aim of gaining further expertise in the bakery
sector, an advisory board will be formed by Vegan Cake shop which will consist of
professionals in the industry as well as members in the community for assisting in the
starting up of Vegan Cake Shop.
In the first three months of operating the shop, Vegan Cake Shop will have five employees
who will include Vegan who will be acting as the general manager as well as an instructor,
the, three bakers, where one will be responsible of retailers and two for the wholesale
customers. An accountant will be responsible of finances as well as book keeping.
Additional employees will however be added with an aim of meeting the customers’ wants as
the shop continues to grow. The employees will work on temporary basis until the business
grows enough to have permanent employees.
Location of the Business.
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Vegan Cake Shop will be situated in London near the Shard at London Bridge. The area is
suitable for a cake shop as it is surrounded by coffee shops which are among the target
customers. The building where the shop is located is unique as it has been previously known
to offer local donuts and bakery services before the owner retired. This has already created
a reputation of the building to be offering bakery services thus helping the business in
revenue generation in the initial months.
Industry Analysis.
The UK bakery industry in which Vegan Cake Shop industry will be venturing in is estimated
to be worth £8.4billion and a growth of 2.5% annually. This makes it among the large sector
in the food industry of UK. In the recent past, the industry has been operating under
pressure due to ever changing tastes resulting to decreased demand for traditional bread
(Basulescu and Mutiu, 2021). The industry has therefore been forced to diversify the
products being offered. Businesses operating in these industries are managing fluctuations
for cost of raw materials especially wheat which is spiking because of pressure on suppliers
globally. However good harvest being experienced recently has caused the wheat prices to
lower drastically.
An analysis on profitability of companies operating in these industries in UK shows that
about 353 companies acquired an average profit margin of 6.8% and at least 434 profitable
companies acquired 2.2% (Basulescu and Mutiu, 2021). Customers are in demand of
healthy products thus resulting to the rise of products that are gluten free.

A graph showing the market value of bakery sector in UK. Source: (Basulescu and Mutiu,
2021).
Competitors Analysis.
Supermarket chains nationally have been dominating the baked products in London Bridge
area including Lidl, Aldi, Asda and Morrison (Shortt, 2018). Most of the products offered in
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these retail stores are of poor quality since they are mass produced mostly from outside
sources. There is processing of ingredients which lowers both the quality and taste of the
product with an aim of selling the items at lower costs.
Lola’s Cupcakes. Deals with cupcakes and cakes which are sold at their bakeries. They also
offer delivery services (Sullins, 2017). However, they offer very limited choices for the cakes
most vanilla and chocolate.
Bread Ahead Bakery School. This is a baking school situated in between Borough market
and Southwark Cathedral London. They offer baking courses online, baking and cooking
classes, products such as doughnuts, breads, sourdough, among other bakery goods
(Finch, 2013). However, the school is expensive and the students have to present their own
ingredients. With the huge number of students, individual assistance is unheard of.
Olivers bakery. The bakery uses local ingredients to bake their products which include bread
and pastries (Wiguna et al., 2018). Their products have no added preservatives, improvers,
or glutens (Fichter and Tiemann, 2020). They also offer delivery services. Their products are
however very expensive and of low quality.
The competitive edge of Vegan cake shop is its ability to offer a variety of products which are
of high quality as well as offering one on one decorating, baking and food classes which will
be offering help individually.
Marketing strategy.
Employees will be trained in a manner that focuses on customers and are experienced on
the various goods and services that will be offered by the Cake shop. Seasonality is one of
the major characteristics of bakery sector as some products make high sale in certain
seasons (Rifqi, 2018). Pie for instance are highly sold on holiday seasons while weddings
mostly occur in summer seasons (Hutařová, 2019). Thus, Vegans Cake Shop will offer
products according to seasons. Classes will take place throughout the year.
The ingredients will be of high quality while customised services will also be offered thus
making the prices in Vegan Cake Shop higher than the ordinary baking shops. Details of
specific orders will determine the margin of the prices of those orders. The classes will be
charged £33 for seven hours of instruction. Classes will take place at the shop. With an aim
of supporting the surrounding communities, Vegan Cake shop will be purchasing ingredients
produced in London Bridge areas when possible. For retail customers, they will pick their
products at the shop, or receive them at their location where a delivery fee will be charged.
For wholesaling services, delivery will be done to the locations of the wholesalers and the
delivery fee will be included while pricing the product.
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Word of mouth will be applied for advertisement of the products which will be done by
customers after experiencing the Vegan Cake Shop products and services. The local
newspapers will also be used in advertising the shop locally. Advertisements on Vegan Cake
Shop will be done on paper thrice a month. A web page is on the process of being created
which will consist of a detailed description on products, samples of products being offered,
contact information to create awareness on Vegan Cake Shop. The upcoming classes will
also be shown on the website with their description. The company will aim at partnering with
various business people such as wedding planners, caterers, photographers in the bridal
industry.
Finance and Funding Plan.
Vegan will be the major contributor of the capital with £17,000. The amount will be used in
purchasing of the delivery van. £30,000 will be contributed by family and friends as
additional investment which will be used for renovating the building purchasing the needed
machines and other needed items. A loan of five years amounting to £20,000 will be
acquired from a local bank which will be used for operating expenses. By 2026, the loan
should have been paid back in full.
Sources of funds.
Personal investment £17,000.
Investment from family and friends £30,000
Long term loan £20,000
Total Amount £ 67,000
Expenses
 Renovations £6,000
 Signage £2,500
 POS system £3,000
 Lease Down Payment £9,000
 Tables and chairs £1,100
 Delivery van £11,000
 Equipment repairs £1,500
 Professional and legal £1,050
 Cash of operations £31, 850
 Total expenses £ 67,000
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Break Even Analysis
 Break even sales = Fixed costs- gross margin
 Excluding beverages, classes and weddings.
 Average fixed cost on a monthly basis £5,000
 Average prices for both retail and wholesale prices at each unit £14.21
 Average cost of goods sold £4.66
 Break even units £435
Major Assumptions.
Income which will be generated from classes and retailing will be paid on the month
delivered. 50 percent of the revenue to be generated through wholesaling will be received
month prior while 50 percent will be received on delivery. For wedding revenues, 25 percent
will be received month prior while 75 percent will be collected on delivery.
Income Statement for the First 3 months.

September October Novembe
r
Sales revenue £3,500 £4300 £5420
Cost of goods sold £545 £1000 £1200
Gross profit £2955 £3300 £4220
Grooss Profit % of
revenue

84.43% 76.74% 77.86%

Operating Expenses
Labour £1700 £1700 £2000
Depreciation £130 £130 £130
Advertising £ 350 £ 200 £ 250
Legal and professional fees £ 120 £ 35 £ 0
Insurance £ 180 £ 180 £ 256
Store Expenses £ 75 £ 75 £ 75
Lease £1500 £1500 £1500
Utilities £520 £ 500 £500
Miscellaneous £35 £35 £35
Total Operating Expenses £4,430 £4,355 £ 4,746
Earnings from operation. (£1,475) (£1055) (£ 526)
Interest expenses £125 £120 £ 115
Net Income (£1,600) (£1,175) (£ 641)
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Operating Margin -42.14% -24.53% -9.7%
Profit Margin -45.71% -27.33% -11.83%

Balance Sheet for the 1 st 3 Months.
Assets September October Novembe
r

Current Assets
Cash and cash equivalents £43,260 £42,900 £42,350

Inventory £520 £960 £1050
Total Current Asset £43,780 £ 43,860 £ 43,400
Long-term assets.
Equipment £15,258 £15,258 £15, 258
Less Accumulated
Depreciation

£130 £260 £390

Total long-term Assets £15,388 £15,518 £15,618
Total Assets £ 59,168 £ 59,378 £ 59,018
Liabilities
Current liabilities
Account payable £567 £1,006 £1249
Current portion long term
debt

£5,450 £5,450 £5,450

Total current liability £6,017 £6,456 £6,699
Long-term liabilities
Loans payable £21,400 £20,670 £20,320
Total long-term liabilities £21,400 £20,670 £20,320
Total liabilities £28,099 £27,126 £27,019
Equity
Capital Stock £33,220 £33,450 £35,070
Earnings -£2234 -£3456 -£5645
Total Equity £30,986 £29,994 £29425
Total liabilities and equity. £ 59,067 £ 57,120 £56,444

Conclusion.
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Vegan Cake Shop is an enterprise that will be venturing into bakery industry. The company
will compete favourably with other companies operating in the same market. Much efforts
have been invested in while surveying for establishment of Vegan Cake shop in terms of
financial projections. It is hoped that a good return will be generated from the establishment
as well as creation of a loyal customer base.
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