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[bookmark: _Toc214709029]Executive Summary
I, Anastasia Yaremenchuk, the founder of AY Sweets Balance, have many years of experience in confectionery, which began in my teenage years and was strengthened by professional training with a famous Ukrainian confectioner. I was motivated to start a bakery when my younger sister faced severe food allergies, making it difficult to choose safe desserts. It inspired me to develop inclusive recipes that are accessible to everyone.
[bookmark: _Toc214709030]Business Concept
The concept of  business is to create a modern bakery with an attractive, stylish and cozy design, which specializes in hypoallergenic and sensor-friendly desserts. A feature of the concept is the combination of safe individual desserts with a well-thought-out visual space that encourages customers to visit the establishment and share experiences on social networks. Business emphasizes personalization: each order adapts to the customer's food limitations and sensory needs.
[bookmark: _Toc214709031]Product Description
AY Sweets Balance offers hypoallergenic and sensory-friendly desserts made from natural ingredients and completely free of gluten, nuts, milk, soy and artificial additives. The main range includes cakes, cupcakes, muffins and cookies, created with light, natural flavors and a delicate texture, suitable even for people with increased sensory sensitivity. The bakery works in the format of a family confectionery, where each dessert is prepared with maximum attention to quality and safety.
In addition to the finished range, individual orders available, customers can choose options without individual ingredients (for example, without sugar or without eggs) or order an adapted dessert option with a milder taste.
“AY Sweets Balance” strives to make any celebration safe, inclusive and enjoyable for anyone with dietary or sensory limitations.
[bookmark: _Toc214709032]Business Objectives (SMART Objectives)
[bookmark: _Toc214709033]Short-Term Objectives (less than a year)
· Create a stable customer base and ensure minimum monthly profit;
· Strengthen the brand in social networks through creative promotion (Instagram, TikTok);
· Implement an online platform for orders and develop a delivery system.
[bookmark: _Toc214709034]Long-Term Objectives (More than a year)
· Become a recognisable and competitive brand in the London market;
· Get quality and safety certification (Allergen-Free Certified Bakery);
· To form a community of loyal customers who support the brand and its values.
[bookmark: _Toc214709035]Market Analysis and Marketing Plan
[bookmark: _Toc214709036]Market Analysis (Customers, Target Groups, Competitors,)	

According to the STP (Segmentation, Targeting and Positioning) model, an effective marketing strategy is based on market distribution, selection of the target segment and formation of a clear brand position. As noted by Kotler & Keller (2016), «the formula — segmentation, targeting, positioning (STP) — is the essence of strategic marketing» (EurekaFacts, 2018).
Market segmentation is carried out according to demographic, geographical, psychographic and behavioral criteria, which allows us to single out consumers with similar needs: young people who follow a healthy lifestyle, families with children, as well as people with food allergies and sensory sensitivity.
The main target audience is young adults aged 18–35 and families with children living in Wimbledon (London). This segment is characterized by a high level of interest in natural and hypoallergenic products, appreciates aesthetics and modern design, actively uses social networks and often focuses on the recommendations of opinion leaders. An additional factor of influence is the importance of the visual component: an attractive interior, a stylish presentation and the possibility of creating high-quality visual content have a positive effect on the decision to visit the institution.
The positioning of AY Sweets Balance is based on a combination of safety, and aesthetic appeal of products. The brand forms the image of an inclusive bakery, where every customer can get a safe dessert regardless of their food restrictions. An important component of positioning is an individual approach, seasonal novelties and tasting events that strengthen consumer engagement and contribute to the formation of a community around the brand.
The marketing strategy includes a combination of online and offline communication channels. In the social networks TikTok and Instagram, visual content is created that demonstrates the aesthetics and naturalness of products; cooperation with bloggers in the field of healthy nutrition increases brand recognition; participation in local festivals and placement of informational materials in sports clubs and family centers provides additional points of contact with consumers. Feedback and user-generated content play a significant role, enhancing brand credibility.
Customers choose AY Sweets Balance because the brand offers aesthetic, inclusive and safe desserts that meet the modern values of care for health, style and community. The company creates not just sweets, but a safe pleasure experience available to everyone regardless of food restrictions.
To better understand the internal features of the industry and the position of AY Sweets Balance among competitors, a comparative analysis of companies was conducted, which revealed the key strengths of the business.
	Сompetitor
	Strengths
	Weaknesses
	How AY Sweets Balance Surpasses Competitors

	Klear Labs
	Specializes in low-carb, gluten-free and sugar-free products, which attracts customers who follow a keto diet.

It has an online store and delivery via Deliveroo, which ensures convenience of shopping.
	The range is limited to missing nut-free, dairy-free or egg-free desserts.


Less developed visual communication and brand identity.
	AY Sweets Balance offers a wider selection of inclusive desserts. All products are created taking into account sensory characteristics and dietary restrictions.

The company actively promotes itself in social networks in order to be remembered as much as possible by the client

	Markers
	Local coffee shop with regular customers and convenient location.

Offers traditional desserts and quality coffee, which attracts a wide audience.
	Does not accept orders for cakes or individual desserts.

There is no specialization in allergen-free products.

Less digital activity, weak online promotion.
	AY Sweets Balance wins thanks to the ability to individually order cakes taking into account allergies and dietary needs of customers

The brand actively develops online ordering, delivery and social media marketing, which allows it to reach a wider audience.


[bookmark: _Toc214709037]PESTEL Analysis

PESTLE analysis is used to assess external factors that may affect the further development of the company in Great Britain.
Political factors: 
State support for small businesses creates favorable conditions for the development of AY Sweets Balance and can provide access to grants or tax benefits, which is a positive factor for a startup. At the same time, after Brexit, increased trade tariffs on imported ingredients could increase the cost of production, stimulating the transition to local suppliers and a review of the supply chain.
Economic Factors: 
London's economic growth and high income levels support a steady demand for quality inclusive desserts. However, inflation and declining purchasing power may limit customer spending on premium sweets, making flexible and adaptive pricing necessary.
Social factors:
Growing interest in healthy foods and allergen-free foods is fueling the brand's popularity, as AY Sweets Balance's offering follows current consumer trends. The demographic and cultural diversity of the district requires a wider range and the possibility of adapting the formulation to different food needs.
Technological factors:
The development of online platforms, modern order systems and technical equipment creates opportunities to improve the quality of service and convenience for customers. However, the introduction of automation and digital technologies requires investment, which can be a challenge for small businesses at an early stage.
Environmental factors:
Environmental standards motivate the use of biodegradable packaging and local ingredients, which contributes to the formation of a positive brand image. However, volatility in the supply of organic raw materials and price fluctuations can affect production costs.
Legal factors:
Adherence to food safety standards and allergen labeling rules is key to the trust of customers and the reputation of AY Sweets Balance. At the same time, sectoral regulations require regular monitoring, passing inspections and additional certification costs.
PESTLE's analysis shows that AY Sweets Balance has significant development opportunities due to the growing demand for inclusive desserts and the expansion of digital solutions. Challenges related to economic fluctuations and regulatory requirements are offset by collaboration with local suppliers, flexible pricing and environmental practices, which shapes the sustainable competitive position of the brand.
[bookmark: _Toc214709038]Legal Format and Management Structure
[bookmark: _Toc214709039]Legal structure
If we consider the form of doing business, the Sole Trader model could be suitable for AY Sweets Balance due to its simplicity and ease of setup, as it allows full personal control over all aspects of operations. According to the definition, “A sole trader or sole proprietor is someone who is self-employed and owns and runs their own unincorporated business. Although they may have employees, they are the sole owner of the business. As an unincorporated business, there is no legal separation between the business and the sole trader’s personal affairs/assets.” (UK Government, 2024).
However, despite its simplicity, this structure exposes the owner to full financial liability, as personal and business assets are not legally separated.
Considering that AY Sweets Balance is a family-based business with multiple members and clear potential for future expansion, the most appropriate legal form is a Limited Liability Company (LLC). This model ensures personal asset protection, separating private property from business risks such as debts or lawsuits. It also provides tax simplicity, avoiding double taxation, and offers management flexibility through an operating agreement defining the roles of family members. Furthermore, an LLC enhances the professional image of the company, strengthening trust among customers, suppliers, and financial institutions. Overall, this structure supports long-term stability, controlled growth, and a credible presence in the market.
[bookmark: _Toc214709040]Management Team and Their Background

[bookmark: _GoBack]“AY Sweets Balance” is not just a business, but a family business created out of love for people and concern for their health.
The team consists of close relatives and friends who share the common values of naturalness, safety, inclusiveness and quality.
Each member of the family has its own unique role and responsibility, which allows you to combine creativity, professionalism and trust in a common cause.
The founder and main confectioner of – Anastasіia Yaremechuk
Manages the business, develops strategy, creates and tests new gluten-free and sugar-free recipes, monitors quality and innovates in production.
Pastry assistant – Valentуna Staskus
Helps in the preparation, baking and decoration of cakes under the guidance of the main confectioner. Monitors the cleanliness of the working space, exact adherence to recipes and stable quality of products.
Financial manager – Maryna Yaremechuk
Performs financial planning, control of costs and payments, is responsible for the stability and profitability of the business.
  Marketing and Social Media Manager – Erika Staskus
Promotes the bakery brand through social media, creates content, analyzes customer engagement and develops marketing strategies to increase sales.
 Delivery manager – Volodymyr Yaremechuk
Organizes timely and safe delivery of orders to customers and partners.
IT manager – Anton Savisko
Supports the site and online ordering system, provides cyber security and technical support for the team.
Front-zone assistant Yeva Staskus
Meets guests, accepts orders, advises on products, maintains a pleasant atmosphere in the coffee shop.
[bookmark: _Toc214709041]Organisational Chart

       


Founder & Head Pastry Chef
Anastasiia Yaremenchuk

Assistant Pastry Chef
Valentyna Staskus

Finance Manager
Maryna Yaremenchuk

Marketing&Social Media Manager Erika Staskus


Delivery Manager                Vladimir Yaremenchuk

IT Manager                  Anton Savisko
Front Assistant              Yeva Staskus
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[bookmark: _Toc214709043]Startup Cost







	Description
	Est. Cost

	Initial Costs
	 

	Rent deposit
	 £                     8,000.00

	Renovation
	 £                   10,000.00 

	Licenses& permits
	 £                     2,000.00 

	Insurance
	 £                     2,000.00 

	Marketing(pre-launch)
	 

	Branding (logo, packaging design)
	 £                     1,000.00 

	Website creation & setup
	 £                     1,000.00 

	Equipment  (oven, mixers, fridge)
	£                      8,000.00   

	Kitchen & Interior Equipment
	 
 

	Kitchen tools & utensils
	 £                      2,500.00 

	Furniture (display, seating)
	 £                      4,500.00 

	Initial Inventory
	 

	Ingredients
	 £                      3,000.00 

	Packaging materials
	 £                      800.00 

	Cleaning Suppliers
	 £                      400.00 

	Training
	 £                      1,000.00 

	First month payroll
	 £                      6,500.00

	
	 

	Total
	                           50,700













[bookmark: _Toc214709044]Operational Cost

[bookmark: _Toc214709045]Fixed Cost
	Description
	January
	February
	March
	April
	May
	June

	Rent
	1,800
	1,800
	1,800
	1,800
	1,800
	1,800

	Utilities (electricity, water, internet)
	
300
	
300
	
300
	
300
	
300
	
300

	Commercial Insurance
	150
	150
	150
	150
	150
	150

	Staff Salaries
	11,500
	11,500
	11,500
	11,500
	11,500
	11,500

	Digital Marketing & Hosting
	
350
	
350
	
350
	
350
	
350
	
350

	Maintenance cost
	250
	250
	250
	250
	250
	250

	Total
	14,350
	14,350
	14,350
	14,350
	14,350
	14,350


[bookmark: _Toc214709046]Variable Cost
	Description
	January
	February
	March
	April
	May
	June

	Ingredients & Supplies
	2,000
	1,800
	2,100
	1,754
	1,549
	1,658

	Temporary Staff (Hourly
	
960
	
1,135
	
1,023
	
850
	
890
	
975

	Packaging Materials
	300
	400
	340
	290
	340
	410

	Cleaning Supplies
	200
	169
	156
	130
	140
	111

	Seasonal Ingredients
	120
	100
	150
	90
	80
	110

	Decorations & Cake Toppers
	90
	120
	110
	95
	100
	130

	Total
	3,670
	3,724
	3,879
	3,209
	3,099
	3,394



[bookmark: _Toc214709047]Cashflow Forecast
	 
	January
	February
	March
	April 
	May 
	June

	Fixed cost
	 £ 14,350 
	£ 14,350
	£ 14,350
	£ 14,350
	£ 14,350
	£ 14,350

	Variable Cost
	 £ 3,670
	 £ 3,724
	 £ 3,879 
	 £ 3,209
	 £ 3,099
	 £ 3,394

	Total  cost
	 £18,020
	 £18,074
	 £18,229
	 £17,559
	 £17,449
	 £17,744

	Revenue
	 £15,000
	 £17,000
	 £19,500 
	 £20,000
	 £20,500
	 £21,000

	Profit/loss
	-£(3,020)
	 -£ (1,074)
	 £ 1,271
	 £ 2,441
	 £ 3,051
	 £ 3,256



Investment capital needed = 50,700 + 4,094 = £54,794
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