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Task 1 - Business Plan Development  

Element 1: Business Idea, Products/Services, Objectives & USP 

Overview of the Business Idea 

The proposed business, Romania-by-the-Sea Ltd., is a vegan and organic bakery café 

that would be located on the Worthing seaside. The idea is to combine traditional 

Romanian baking with modern consumer demand for healthier, plant-based and more 

sustainable food options. The business would aim to offer customers not only quality 

products, but also a warm and family-friendly environment. 

In recent years, consumer interest in vegan food, health-conscious choices and 

sustainable consumption has increased significantly. This creates a good opportunity 

for a business that can respond to these trends while also offering something 

distinctive. Romania-by-the-Sea would do this by selling organic, plant-based baked 

goods inspired by Romanian recipes, helping the business stand out from more 

traditional bakeries and cafés (Bryant, 2019; Aschemann-Witzel et al., 2019). 

The main offer would include freshly baked breads, pastries and desserts, all made 

with vegan and organic ingredients. Rather than trying to offer too many products, the 

business would focus on a smaller and more carefully selected menu to maintain 

quality and authenticity. In addition to fresh items, some frozen products would also 

be available for customers who want to enjoy them at home. 

The business would also include a café area where customers could sit and enjoy the 

products on site. A family-friendly atmosphere, including a small children’s play area, 

would make the bakery more than just a place to buy food. It would become a place 

where people can relax, spend time together and enjoy a different kind of customer 

experience, which reflects the idea of the experience economy (Pine & Gilmore, 1999). 

Objectives for Business 

Short-Term Objectives (1–2 years) 

In the short term, the main aim of Romania-by-the-Sea is to establish itself within the 

Worthing community and build a strong local customer base. This would involve 

creating brand awareness, attracting regular customers and making sure that the 
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business delivers consistent product quality and good customer service from the 

beginning. 

The business intends to forge partnerships with local suppliers of organic foods, 

promoting sustainability and bolstering the local economy. This aids in cost control 

and enhances brand positioning as an ethical and community-focused enterprise. 

Long-Term Objectives (3–5 years) 

In the long run, Romania-by-the-Sea aims to enhance its market presence and 

diversify its revenue sources. A strategic objective is to create a range of packaged 

and branded items for retail distribution and online sales, thus expanding the firm 

outside its physical premises. 

The business intends to expand its product range by including seasonal and foreign 

variations, while preserving its fundamental commitment to vegan and organic 

principles. This enables the enterprise to sustain competitiveness and adapt to 

evolving consumer preferences. 

A long-term goal is to position the brand as a premier destination for vegan and organic 

bakery products on the south coast, with opportunities for geographic expansion via 

additional stores or franchising. Attaining sustainable profitability while preserving 

product quality and brand integrity is essential for long-term success. 

Unique Selling Point (USP) 
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The main unique selling point of Romania-by-the-Sea is that it combines three 

attractive features in one business idea: Romanian-inspired bakery products, vegan 

and organic ingredients, and a family-friendly café experience. While many bakeries 

may offer vegan products, fewer businesses combine this with a clear cultural identity 

and a welcoming space for families. 

The Romanian influence gives the business a distinctive character and helps it stand 

out in the local market. Customers would not only be buying bakery items but also 

experiencing something less common and more memorable. This could appeal to both 

residents and visitors looking for something different. 

At the same time, the focus on vegan and organic ingredients matches growing 

consumer interest in health, sustainability and ethical food choices (Bryant, 2019; 

Aschemann-Witzel et al., 2019). This makes the business relevant to current market 

trends as well as different from standard bakery competitors. 

Finally, the café setting and children’s play area add value to the customer experience. 

Instead of being only a place for quick purchases, the business would encourage 

customers to stay longer and return. Together, these features create a clear and 

realistic USP for Romania-by-the-Sea. 

Element 2: Business Environment & Competitor Analysis 

Understanding both the external and internal business environment is important when 

assessing whether Romania-by-the-Sea could succeed in the UK food sector. In this 

section, the PESTEL framework is used to look at the main external factors that may 

affect the business, while the SWOT model is used to assess its strengths, 

weaknesses, opportunities and threats. Together, these tools help show whether the 

business idea is realistic and sustainable (Kotler et al., 2019). 

PESTEL Analysis 

Political Factors 

Political factors are chiefly to governmental laws and regulations impacting the food 

and hospitality industry. In the UK, enterprises are required to adhere to stringent food 

safety regulations imposed by regulatory authorities like the Food Standards Agency. 

Compliance guarantees consumer protection; yet, it may elevate operational 

expenses due to inspections, certifications, and hygiene mandates. Furthermore, 

governmental measures advocating for sustainable and nutritious eating may 
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indirectly bolster the industry, especially when plant-based diets receive increased 

policy focus (Lang & Heasman, 2015). 

Economic Factors 

Economic conditions profoundly affect consumer expenditure patterns. Inflation and 

escalating food prices can elevate operational costs, especially for organic foods, 

which are often pricier than conventional options. The expanding premium food sector 

in the UK indicates that customers are prepared to pay elevated costs for quality, 

sustainability, and ethical sources (Mintel, 2023). 

Moreover, economic instability may result in diminished discretionary expenditure, 

thus impacting café patronage. However, enterprises providing differentiated products 

and robust value propositions are more inclined to sustain demand even amid 

economic recessions (Kotler et al., 2019). 

Social Factors 

Social dynamics robustly endorse the feasibility of Romania-by-the-Sea. Growing 

consumer awareness regarding health, nutrition, and environmental sustainability is 

contributing to the proliferation of veganism and plant-based diets. Research indicates 

that ethical factors, such as animal welfare and environmental issues, are primary 

catalysts for this transition (Bryant, 2019). 

Moreover, there is an increasing need for experiential consumerism, wherein 

consumers desire not only things but also pleasurable and memorable experiences. 

The incorporation of a family-oriented atmosphere and coastal setting corresponds 

with these desires, rendering the business appealing to both local inhabitants and 

visitors. 

Technological Factors 

Technological innovations are essential in contemporary corporate operations and 

marketing. Digital platforms facilitate online ordering, customer interaction, and 

customised marketing tactics. Social media, specifically, serves as an efficient 

platform for marketing aesthetically pleasing food goods and enhancing brand 

recognition. 
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Furthermore, data analytics can be employed to assess customer preferences and 

enhance product offerings. The incorporation of technology improves operational 

efficiency and facilitates strategic decision-making (Chaffey & Ellis-Chadwick, 2019). 

Environmental Factors 

Environmental factors are significantly pertinent to the company concept. Consumers 

are progressively inclined towards enterprises that exhibit sustainable practices, such 

as utilising organic materials, minimising food waste, and employing eco-friendly 

packaging. The bakery's dedication to organic and vegan products corresponds with 

these expectations. 

Nonetheless, procuring organic products may pose difficulties concerning expense 

and supply chain dependability. Nonetheless, implementing sustainable practices can 

improve brand reputation and confer a competitive edge (Aschemann-Witzel et al., 

2019). 

Legal Factors 

Adherence to legal regulations is crucial in the food sector. Romania-by-the-Sea must 

comply with UK legislation including food cleanliness, labelling, employment law, and 

health and safety. Noncompliance may lead to penalties, reputational harm, or 

cessation of operations. 

Moreover, legislative obligations concerning allergen disclosure and product labelling 

are especially vital for a vegan bakery, as transparency is essential for consumer 

confidence. Although compliance elevates administrative complexity, it concurrently 

bolsters credibility and consumer trust. 

SWOT Analysis 

Strengths 

One of the principal advantages of Romania-by-the-Sea is its distinctive idea, 

integrating Romanian culinary traditions with vegan and organic offerings. This 

distinction enables the enterprise to excel in a competitive marketplace. 

The coastal location offers excellent exposure, drawing both local patrons and tourists, 

hence increasing foot traffic and sales opportunities. Moreover, the incorporation of a 
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family-oriented atmosphere, featuring a children's playground, enhances the 

experiential offering beyond conventional bakery services. 

A significant advantage is the congruence with prevailing consumer trends, especially 

the increasing need for plant-based and sustainable food options. This strategically 

puts the organization advantageously within a swiftly growing market niche. 

Weaknesses 

Notwithstanding its advantages, the enterprise has numerous internal obstacles. The 

utilisation of organic ingredients incurs elevated production costs, potentially resulting 

in premium pricing and restricting accessibility for cost-sensitive consumers. 

Furthermore, as a nascent market participant, the enterprise initially possesses little 

brand awareness and consumer allegiance, necessitating considerable investment in 

marketing and promotion. 

Operational complexity may stem from overseeing both a bakery and café setting, in 

addition to ensuring uniform quality across fresh and frozen products. 

Opportunities 

The enterprise capitalises on robust growth within the vegan and organic food sector, 

offering avenues for expansion and diversification. Introducing packaged items for 

retail and online sales can enhance revenue streams and broaden market reach. 

Coastal tourism in locations like Worthing offers enhanced prospects for attracting 

guests desiring distinctive culinary experiences. Partnerships with local enterprises 

and engagement in community events can augment brand visibility. 

Moreover, the growing utilisation of digital platforms allows the firm to interact with 

customers more efficiently and cultivate enduring relationships. 

Threats 

The main external threat is competition from established cafés, bakeries and larger 

chains that may offer similar products at lower prices. Competitors with stronger brand 

recognition and larger resources may find it easier to attract customers and maintain 

market share (Kotler et al., 2019). 
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Disruptions in the supply chain, especially regarding the procurement of organic 

materials, constitute an additional potential risk. Securing dependable suppliers is 

essential for upholding product quality and consistency. 

The PESTEL and SWOT analyses reveal that Romania-by-the-Sea functions within a 

conducive macro-environment marked by robust social and environmental trends that 

promote plant-based consumption. Despite the presence of economic and operational 

obstacles, the business's distinctive value proposition and congruence with consumer 

preferences establish a robust basis for success. 

The organization should strategically capitalise on its strengths, especially its 

distinctiveness and experience offerings, while mitigating shortcomings associated 

with cost and brand recognition. By using market possibilities and addressing external 

risks, Romania-by-the-Sea can attain sustainable growth in the competitive UK food 

service sector. 

Element 3: 4Ps, Market Segmentation & Marketing Strategies 

Market Segmentation and Customer Targeting 

Market segmentation is important because it helps Romania-by-the-Sea identify the 

groups of customers most likely to buy its products. By understanding who the target 

customers are, the business can design its products, pricing and promotion more 

effectively (Kotler et al., 2019). 

The main target market would include adults aged between 25 and 50, especially 

working professionals, young families and middle- to higher-income consumers. 

These groups are more likely to value organic ingredients, healthier food options and 

a comfortable café environment. Families with children would also be an important 

segment, as the play area would make the business more attractive to parents looking 

for a relaxed place to visit. 

The firm geographically concentrates on Worthing and other seaside regions, aiming 

at both local inhabitants and visitors. Coastal destinations draw tourists desiring 

recreational activities, thereby elevating the demand for cafés and experiential dining 

services. This dual market—local and tourist—bolsters revenue stability across 

several seasons. 
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Psychographic segmentation is particularly pertinent for this enterprise. The intended 

clientele consists of individuals who emphasise health, sustainability, and ethical 

consumption. These consumers are predisposed to embrace plant-based diets and 

endorse environmentally sustainable enterprises. Studies demonstrate that these 

customers are driven by considerations of personal health, ecological sustainability, 

and animal rights (Bryant, 2019). 

From a behavioural standpoint, the enterprise aims at consumers who prioritise 

convenience, quality, and distinctive experiences. These customers are prepared to 

pay a premium for products that provide both functional advantages (nutrition and 

flavour) and emotional significance (experience and ambiance). Moreover, repeat 

customers who prioritise consistency and brand identification are essential for 

sustained success. 

Romania-by-the-Sea employs a diverse targeting strategy, catering to several 

segments (families, health-conscious individuals, and visitors) with a cohesive brand 

offering. This expansion of market reach necessitates meticulous management to 

maintain consistency in service delivery and brand positioning. 

Marketing Mix (4Ps)  

Product 

The product offering comprises both physical things and experience services. The 

primary product consists of vegan and organic baked goods derived from Romanian 

recipes, whilst the augmented product comprises the café ambiance, customer service, 

and family-oriented amenities. 

From a strategic perspective, the enterprise provides not merely sustenance but also 

an experience, in accordance with the experience economy paradigm (Pine & Gilmore, 

1999). The addition of a children's playground and coastal environment fosters 

emotional connection and promotes extended customer stays. 

Furthermore, the emphasis on authenticity and sustainability enhances product 

distinction. By offering a carefully curated assortment of high-quality products instead 

of a vast menu, the firm guarantees stability and strengthens its premium brand. 

Price 
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Romania-by-the-Sea would use value-based pricing. This means prices would reflect 

the quality of the ingredients, the uniqueness of the products and the overall café 

experience. Because organic and vegan ingredients can be more expensive, prices 

are likely to be slightly higher than in a standard bakery. 

However, prices should remain reasonable for the local market. To make the business 

more accessible, it could offer a mix of lower-priced takeaway items and higher-priced 

café products. The business could also use promotions, meal deals or loyalty 

discounts during quieter periods to attract and retain customers, as pricing strategy 

plays an important role in customer perception and competitiveness (Kotler et al., 

2019). 

Place 

The enterprise employs a mixed distribution model, integrating a physical presence 

with digital accessibility. The main outlet is the bakery café located on the Worthing 

seaside, which enjoys substantial foot traffic and visibility. 

Furthermore, the enterprise can establish online ordering and delivery services, so 

extending its reach beyond in-person clientele. This corresponds with overarching 

trends in digitisation and customer demand for convenience (Chaffey & Ellis-Chadwick, 

2019). 

The advantageous location serves as a significant competitive edge, augmenting the 

experiential dimension of the firm and drawing both local inhabitants and tourists. 

Promotion 

Promotion would focus mainly on digital marketing and local community engagement. 

Social media platforms such as Instagram and Facebook would be useful for showing 

the products, sharing the story behind the business and building a connection with 

customers. 

The business could also work with local food bloggers or influencers who are 

interested in vegan food and healthy lifestyles. In addition, taking part in local events 

or working with nearby businesses could help increase visibility in Worthing. Overall, 

the promotional message should highlight product quality, sustainability and the 

unique Romanian identity of the bakery, while digital channels can support stronger 
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customer engagement and brand awareness (Chaffey & Ellis-Chadwick, 2019; Kaplan 

& Haenlein, 2010). 

Strategies for Internet Marketing 

Online marketing would play an important role in helping Romania-by-the-Sea attract 

new customers and keep existing ones. 

Search Engine Optimisation (SEO) would help the business appear in online 

searches such as “vegan bakery in Worthing” or “organic café near the seaside.” This 

could increase website traffic and improve visibility without depending only on paid 

advertising (Chaffey & Ellis-Chadwick, 2019). 

Social media marketing would also be very important, especially because bakery 

and café products are highly visual. Instagram and Facebook could be used to post 

photos of products, customer reviews, special offers and behind-the-scenes content. 

This would help the business build a stronger identity and connect with customers 

more personally (Kaplan & Haenlein, 2010). 

Content marketing could also support the brand. For example, the business could 

share short posts about vegan baking, Romanian recipes or the benefits of organic 

ingredients. This would help create interest and make the business appear more 

authentic and knowledgeable. 

Email marketing could be used to keep in touch with customers by sending updates, 

offers and news about new products. A simple loyalty scheme or discount for repeat 

customers could also encourage customer retention, which is important because 

keeping existing customers is usually less expensive than attracting new ones (Kotler 

et al., 2019). 

Although digital marketing is useful and relatively cost-effective, it also takes time and 

consistency. Managing several online platforms can be demanding for a small 

business. However, if it is done well, it can be an effective way to build awareness, 

attract customers and encourage repeat visits (Chaffey & Ellis-Chadwick, 2019). 

Element 4: Legal, Management, and Financial Planning 

Definitions of Important Terms  
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In the UK, a business can operate under different legal forms. A sole trader is a 

business owned and run by one person, who keeps the profits but is also personally 

responsible for any debts. A partnership involves two or more people sharing 

ownership, profits and responsibilities. A limited company is a separate legal entity, 

which means the owners have limited liability and are protected financially beyond 

their investment (Burns, 2020). 

A franchise is a business that operates under the name and system of an existing 

brand in return for fees or a percentage of income. An online enterprise mainly sells 

products or services through digital platforms such as websites or apps. A social 

enterprise is a business that aims to make a profit while also creating a positive social 

or environmental impact (Ridley-Duff & Bull, 2019). 

Justification of Legal Structure 

Romania-by-the-Sea would be set up as a private limited company (Ltd.). This legal 

structure is suitable because it offers limited liability, meaning the owners’ personal 

assets would be protected if the business faced financial problems or legal claims. 

This is especially important in the food and hospitality sector, where risks linked to 

food safety, staffing and day-to-day operations can arise. 

A limited company can also give the business a more professional image, which may 

help build trust with customers, suppliers and possible investors. In addition, this 

structure makes it easier to raise finance in the future through loans or investment. 

Although it involves more administration than operating as a sole trader, the 

advantages make it the most appropriate choice for this business (Burns, 2020). 

Organisational Framework 

The enterprise will implement a functional organisational structure, guaranteeing a 

distinct allocation of responsibilities and effective administration. 

Managing Director 
├ Operations Manager 
│ ├ Bakers / Chefs 

│ └ Café Assistants / Service Staff 

├ Marketing Manager 
├ Finance Manager 
└ HR Coordinator 
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The Managing Director occupies the apex of the pyramid, accountable for overarching 

strategy and decision-making. The Operations Manager, responsible for daily bakery 

production, supply chain management, and quality control, reports to this post. 

The Marketing Manager oversees digital marketing, branding, and consumer 

involvement, whereas the Finance Manager is accountable for budgeting, accounting, 

and financial planning. A Human Resources Coordinator manages recruitment, 

employee training, and personnel relations. 

Operational personnel encompass chefs, bakers, café helpers, and service staff, who 

are directly engaged in the provision of products and services. This framework 

facilitates scalability while ensuring efficiency and responsibility. 

Budgeting and Sources of Funding 

The estimated start-up cost for Romania-by-the-Sea would be between £120,000 and 

£180,000. This would include rent and refurbishment of the premises, bakery 

equipment, initial stock, staff recruitment and training, marketing activities and working 

capital for the first months of operation. 

To raise this money, the business could use a mix of funding sources. Personal 

savings could provide some of the initial capital and show commitment from the 

owners. A bank loan could cover a larger part of the start-up costs, although it would 

need to be repaid with interest. The business could also apply for small business 

grants or local support schemes, particularly those linked to sustainability or 

independent start-ups. Another possible option would be angel investment or 

crowdfunding, which could also help build awareness of the business before launch 

(Hisrich & Peters, 2002; Burns, 2020). 
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