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BUSINESS PLAN TEMPLATE: THIS TEMPLATE MUST BE USED FOR THE ASSESSMENT. YOU MAY INCLUDE PICTURES TO IMPROVE THE PROFESSIONALISM OF YOUR WORK
	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

Sunday Foods' whipped cream topping ideas include numerous that use several flavours of whipped cream. Chocolate, raspberry, cinnamon almond, and strawberry are among the flavours available. We want to make big numbers of these flavoured desserts toppings to be utilised in our new bakery/cake business. In the refrigerator, the product's expected shelf life is 20 days, while in the freezer, it may last up to six months. It will be sold in 8-ounce and 12-ounce plastic tubs, according to Sunday Foods plans. Pressurized cans of six ounces will also be available (Caldwell, 2014).

There are two different kinds of Sunday Foods flavoured whipped toppings: Dairy, sweet and bakery goods, as well as speciality (gourmet) foods. These two markets will be examined independently in this business strategy. Both of them will go under the label Sunday Cream. 

Dairy, sweet and bakery goods products have had a minor gain in the market in the previous four years, despite a decline in total consumption in the UK during the last several decades. Dairy consumption is expected to rise by roughly 3% annually in the UK, according to several analysts, which is substantial in this £95 billion business. A combination of improved processing methods and heightened consumer knowledge of the health advantages of calcium-rich foods is to blame for this uptick in dairy consumption (Carmichael, 2006).

Industry for Gourmet/Special Foods: The gourmet/special food market is expected to increase at a rapid rate over the next decade. Since the beginning of the decade, this $19 billion domestic business has grown by double digits and is anticipated to continue to do so through 2022.
Small towns have the potential to thrive in this business despite the fact that demographic data suggests that the sector is greatest in urban regions. Special emphasis will be paid to the product's packaging and marketing initiatives at the point of sale in this segment (Egleston, 2006).




	INDUSTRY ANALYSIS

Threat of new entry 

It's easy to get started in this business because of the minimal entrance requirements. Industry success does not need economies of scale, although they are desirable. As a consequence, small enterprises may join the sector with low startup costs. Both the leaders' ability to obtain adequate distribution channels to pay operational expenses and their ability to establish brand awareness and loyalty are key factors of a new company's success. Bakeries that have established brands or the means to build one may readily obtain distribution channels such as supermarkets and grocery shops (Lester, 2007).

Threat of substitutes

A wide variety of bakery goods may be substituted for the originals. People may prepare their own baked products, breakfast cereals, and rice/potatoes, all of which can serve as substitutes. It is up to the person to decide whether or not they want to buy a replacement or cook what they need at home based on convenience and price points (Levitt, 2016).

Bargaining power of customers

A major portion of the bakery industry's earnings is available to end users like supermarkets and grocery shops as well as hotel chains and convenience stores because of the abundance of small bakeries competing for market share. Low pricing and bulk discounts are possible because of this. Only major companies like Kraft, Kellogg, Yamazaki Baking, and Grupo Bimbo can ensure a more equitable distribution of earnings by levelling the playing field (Mutinda; G.; Baltenweck; I. and Omondi; I., 2015).
Bargaining power of suppliers

As a result of well-developed marketplaces for their goods and their commodities' commoditized character, suppliers have little leverage in the bread industry. Prices of raw ingredients may impact bakeries, although the shifts are driven by global supply and demand factors rather than the capacity of individual suppliers (Newton, 2016).

Competitive Rivalry: who are your main competitors and how can you differentiate yourself from them

Popular retail locations sell numerous different types of whipped topping. Large companies, such as Kraft and Elmlea, create all of the ready-to-eat kinds seen in London-area supermarkets. Sunday Foods does not face direct competition from other dry mixes. Frozen tubs account for 65 percent of national brand prepared whipped topping sales in London grocery stores, while pressurised cans account for the remaining 35 percent.

Market share and distribution channels are the goods' greatest assets. They're widely accessible and well-liked and can be found at just about every grocery store. They are also sold among other frozen and refrigerated dairy items. Finally, they are cheaper than Sunday's offering, with a recommended retail price of £1.39-1.99 per 8-ounce tub or 6-ounce pressurised can. There is a dearth of diversity in these items. No flavoured toppings are made or sold by any of these firms. Although they are marketed as "whipped toppings," many of these items are really non-dairy based.

	Name of competitor
	Differentiation

	Elmlea

	No flavoured toppings are available from this firm; hence Sunday’s products are much more innovative. 

	Kraft

	Weak customer support for UK; No flavoured toppings are available from this firm; hence Sunday’s products are much more innovative.

	Nestle

	Not a genuine dairy product, have better price, but poorer quality. 



















	OPERATIONS AND MANAGEMENT TEAM 
OPERATIONS
Our plans for opening a restaurant mean that we'll be able to produce a certain percentage of the food ourselves. Sunday's goal is to utilise these facilities to produce meals that may be sold to the general public, but only while the restaurant is closed. With a high-speed mixer, a pressurised tank that can be gassed with nitrous oxide, and an enormous 10-foot by 10-foot walk-in freezer, Sunday Cream will be able to both create and store frozen tubs of the creamy treat (Newton, 2016). This method has already been commercially successful. They are already producing Sunday Cream and keeping it in the freezer for their restaurant. The focus group at Queen Mary University verified our belief that the product's specialised character would benefit from the pressurised container. Sunday Foods has engaged with a London-based dairy processing company to produce the pressurised 6-ounce cans in order to take advantage of this potential.

Rescue Plans

· Sunday Foods plans to double in-store incentives in the first year because of low sales. The firm will personally organise and carry out these deals during the weekend during peak shopping hours, when people are most likely to shop. Sunday Foods will promote in the regular shopping brochures of the shops for one month if in-store marketing fail to raise sales within a month.
· Sunday Foods will assess its trade receivables practises in the event that the firm lacks liquidity to guarantee that payment terms are fair and that payments are received on time. For this purpose, cash flow estimates will be examined to identify whether the financial stability of the company is being threatened by unexpected cash flows or costs (Pryke, 2017).
· Sunday Foods will first study and evaluate per-unit expenses of manufacturing and marketing with sales prices if returns on assets and owners' equity fall below acceptable levels. A price rise for items offered at specialty or gourmet stores may be considered if the profit margins are very tight. Non-flavoured equivalents are already available at cheaper rates, which may make this choice inappropriate for items that are offered in supermarkets. In order to reduce manufacturing costs, Sunday Foods will look at various marketing/distribution methods and prospects.

How would you generate revenue for your business?

Start-up business loan via the government scheme, which allow us to obtain large amount with very low interest and monthly repayments.  

MANAGEMENT TEAM

	Name 
	Skills
	What do they bring to the firm

	Founder/Owner
	Visioner, innovator, entrepreneur
	Vision, Goals, Mission 

	Project Manager 
	Good motivator capable of giving efficient guidelines
	Implementation of the vision, goals and mission within the most efficient measures

	Supervisor
	Excellent baking/cooking skills, motivated and well-coordinated
	Coordination between personnel, monitoring of their work

	Personnel
	Excellent baking/cooking skills
	Good image and development of our market. 







	MARKETING: The Four P’s must be used to describe your marketing strategy

Product: Brief description of your product
Sunday Foods' whipped cream topping ideas include numerous that use several flavours of whipped cream. Chocolate, raspberry, cinnamon almond, and strawberry are among the flavours available. We want to make big numbers of these flavoured desserts toppings to be utilised in our new bakery/cake business (Rose, 2020).

Price: How much would you charge for your product and what is the basis for the price chosen?
Sunday Cream prices fluctuate due to the fact that its suppliers are farmers and cooperatives, which means that milk costs rise and fall with inflation. Sunday Foods’ marketing mix includes a differential pricing approach that differs by location. Packages and varieties of milk also affect the price. Similarly, other milk products are affected by increased costs of other inputs, and we should expect to see pricing adjustments as a result. The firm also deals with fresh fruits and maintains rates that are depending on the market. However, many of its goods face a lot of competition, so it has to keep their costs low. Having a big infrastructure will allow Sunday Foods to offset the expenses by producing a large number of items (Caldwell, 2014).

Promotional Mix: What techniques would be used in promoting your product?

It is expected that Sunday Foods would use a subdued approach to marketing. Given the tough competition we're expected to encounter from national players, Sunday Foods is attempting to develop a sensible marketing approach that focuses on improving communication. A variety of advertising campaigns are currently being devised to win over customers' minds. A new campaign called "PM to Farmer" has been launched by the firm, in which we appreciate the farmers who provide us with our milk (Carmichael, 2006).

Place (Distribution strategy): How would your product be distributed?

Sunday Foods intends to be a major player in the UK market. Distribution is a vital aspect of the company in this market, thus reaching out to different locations around the nation is essential. Savings on other middlemen are made possible by the fact that its suppliers are farmers and cooperatives. As a perishable product that requires refrigeration and has a short shelf life, Sunday Foods manufactures according to regional demand. Farmers bring their produce to collecting centres, where they'll be processed at the facilities before being sent to distributors in their area. The products are subsequently distributed to smaller merchants, such as convenience shops and supermarkets, through these Local Area Distributors (Egleston, 2006).



	FINANCIALS 

Sources of funds: Corporate and ordinary customers

Use of funds

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Projected Revenue (from your operations and marketing section)


	22,000
	26,000
	23,000
	21,000
	23,000
	28,000

	Fixed Costs
(Raw materials, bills)






	9,000
	12,000
	8,000
	7,500
	8,000
	11,000

	Variable Costs
(Wages, Machinery maintain)








	6,000
	8,000
	5,500
	4,000
	6,000
	7,000

	Profit 
	7,000
	6,000
	9,500
	9,500
	9,000
	10,000
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