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[bookmark: _Toc232778257]Part 1: Business Plan (1,000 Words)
1. [bookmark: _Toc232771700][bookmark: _Toc232778258]Business Description and Company Name
SophiasSweets19 (Because life is sweet) is a home-based, custom cake company that specialises in handmade, fully customised cakes for any celebration—whether it be a birthday, wedding, baby shower or business-related event. No shared items of stock are used; the business makes all their celebratory cakes, cupcakes and themed bakes to order, ensuring each one is individual to the person that has ordered it. All cakes produced are from premium fresh ingredients from suitable local sources (farm to table) with no additives or preservatives. As the business grows, it will be predominantly based on custom orders, based on social media communications and word-of-mouth recommendations. The fundamental concept is to offer an affordable, personal, handmade cake alternative to the supermarket cakes.
The goal is to bring joy to people’s tables.


2. [bookmark: _Toc232771701][bookmark: _Toc232778259]The Story Behind the Idea
I chose the name SophiasSweets19 in honour of my daughter maned Lara Sophia who was born on February 19, 2019. 
SophiasSweets19 was born from a love and passion for baking and a drive to create happiness through food that has endured throughout the years. This soon started to grow into a small commercial business, due to word of mouth. The ideas behind it were that they felt they were seeing a market need for truly personalised, handmade cakes at an affordable price locally. As Barringer and Ireland (2022, p. 8) note, entrepreneurship starts with recognising an opportunity that is both compatible with a person's skills, passion and meets the needs of a legitimate market — which is the case with this venture. 

3. [bookmark: _Toc232771702][bookmark: _Toc232778260] Business Ownership and Legal Structure
It is a sole trader business which is the simplest and most common form of business in the United Kingdom for small businesses. GoForma 2026 on the other hand, gives sole traders greater control, decision making autonomy, fewer accounting needs and keeps all profits after tax. This type of business is especially ideal for a low overhead, home-based business in its early stages. The main drawback is that there is unlimited personal liability – the owner's personal assets are liable for all business debts. Furthermore, GoForma (2026) identifies that as a sole trader there may be a problem to obtain external investment, since there are no shares that can be sold, and this may affect the business growth in future. However, there are also several disadvantages to a sole trader, and this is the most suitable for the scope and scope of the business currently.

4. [bookmark: _Toc232771703][bookmark: _Toc232778261]Mission Statement, Aims, Objectives and USP
Mission: To make beautiful, personalised, handmade cakes, which reflect the most important moments in life with the use of high-quality ingredients and caring fully in each order.
Target: SophiasSweets19 will become the best local brand for bespoke cakes and will have gained a reputation within a community, with sustainable growth within its initial year of operation.
SMART Objectives: An order log shall be used to track/monitor at least 10 paid orders monthly by September 2026. (3) To double the Instagram and TikTok following to 500 subscribers by December 2026 (based on platform analytics). To generate £500 of monthly revenue by October 2026, using a monthly tracking system for revenue. To ensure the home kitchen is registered with the relevant environmental health department, to achieve a Food Hygiene Rating of 5 by the local authority by August 2026.
USP: This means that each cake is produced from scratch, according to customer specifications. What sets SophiasSweets19 apart from supermarket bakeries as well as cake shops offering high-end cakes is the quality of the cakes being made, the homes they come from and the personalisation.
5. [bookmark: _Toc232771704][bookmark: _Toc232778262]Physical Location
The company has been able to use a private home kitchen to significantly be cut overheads by avoiding the need to rent commercial space. It’s a model in the artisan food sector which has been proven to be workable, as well as suitable for beginning micro business operations. The business is in Cardiff (Canton). Local deliveries within a determined radius, as well as order collection are available. One of the most important areas of managing premises, and thus of the attainment of early positive cash flow, is the cost control of a micro enterprise, as pointed out by Barrow, Barrow and Brown (2021, p. 112). [image: ]
6. [bookmark: _Toc232771705][bookmark: _Toc232778263]Human Resources
Currently, SophiasSweets19 is a one-person business where the owner handles both production tasks and customer service, marketing, and finances. This is suitable for the quantity of orders. It is hoped that part-time assistance with a family member or freelance decorator will be recruited during busy periods, for example, wintertime and the Christmas season, as the business expands. Hisrich, Peters and Shepherd (2019, p. 200) suggest that for young entrepreneurs, multi-talented ness becomes a must and a learning curve, as they grow their skills for a lifetime. There is a need for a simple organisational chart to put in place which depicts the Owner/Baker as the only role.

7. [bookmark: _Toc232771706][bookmark: _Toc232778264]Marketing Activities
Marketing is applied to SophiasSweets19 is directed at low cost, high impact digital channels. Instagram and Facebook are the main platforms for product showcasing and photos of orders placed are posted regularly on both accounts. The study conducted by Han and Balabanis (2024) shows that in the food and beverage industry, more engaging, personalised content is more effective in creating brand awareness as well as direct purchase intent. Instagram Stories are being used to provide an inside look at the baking process, adding a human touch to the brand and fostering trust with its audience. According to Kotler, Armstrong and Opresnik (2021, p. 438), social media marketing with the help of social media platforms is an effective and economically feasible way for small businesses to reach the right target groups and establish a brand equity without paying for traditional advertising. These marketing pieces include a new, custom business card for the company with its name, logo, and Instagram handle, Facebook for Small Business launch post introducing the company, and a custom promotional flyer for local community events. Word of mouth is still a great tool, too; happy customers are asked to share the business's name in their posts.


8. [bookmark: _Toc232771707][bookmark: _Toc232778265]Market Research
Information for the business proposition gathered through a combination of both primary and secondary research. A brief survey with 15 respondents was sent to local people on WhatsApp and Instagram for primary research. Most (73%) had bought an 'occasion cake' in the last year and 60% said that if the price difference was no more than 15%, they would opt for a small local maker rather than the supermarket. Personalisation was the most valued attribute, as were fresh ingredients. According to Straits Research (2024), the value of the bakery product market in the UK amounted to USD 12.20 billion in 2024 and is expected to increase to USD 16.63 billion in 2033 at a compound annual growth rate of 3.5%. The cakes and pastries category is expected to be one of the major growth opportunities due to the increasing demand for personalised and artisanal products. The data offers an interesting business backdrop to the business proposition.





9. [bookmark: _Toc232771708][bookmark: _Toc232778266] Financial Resources and 12-Month Cash Flow Forecast
The main source is own saving of £500 covering initial start-up costs such as equipment and stock of ingredients. Ingredients range from around £140 to £300 per month based on the volume of orders and then there are the pack costs (£20 to £55 per month) and then overheads including insurance and utilities contribution (£50 per month). A realistic cash flow forecast is one of the key tools a new entrepreneur has, and an early sense of expected shortfalls is essential to making good financial decisions, Williams (2022, p. 145) states. Assuming an average order value of £40-65, the forecast below is based on steady growth of income with peak growth expected in November and December with the Christmas and winter wedding season.
	
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Jan
	Feb
	Mar

	Sales Income (£)
	£400
	£350
	£500
	£300
	£350
	£400
	£450
	£700
	£800
	£300
	£350
	£500

	Ingredient Costs (£)
	£180
	£160
	£200
	£140
	£160
	£180
	£200
	£280
	£300
	£140
	£160
	£200

	Packaging (£)
	£30
	£25
	£35
	£20
	£25
	£30
	£35
	£50
	£55
	£20
	£25
	£35

	Overheads (£)
	£50
	£50
	£50
	£50
	£50
	£50
	£50
	£50
	£50
	£50
	£50
	£50

	Total Outgoings (£)
	£260
	£235
	£285
	£210
	£235
	£260
	£285
	£380
	£405
	£210
	£235
	£285

	Net Cash Flow (£)
	£140
	£115
	£215
	£90
	£115
	£140
	£165
	£320
	£395
	£90
	£115
	£215

	Opening Balance (£)
	£500
	£640
	£755
	£970
	£1060
	£1175
	£1315
	£1480
	£1800
	£2195
	£2285
	£2400

	Closing Balance (£)
	£640
	£755
	£970
	£1060
	£1175
	£1315
	£1480
	£1800
	£2195
	£2285
	£2400
	£2615




The cash flow forecast illustrates a net positive situation throughout the year. It is estimated that the closing balance will keep increasing smoothly reaching £2680 by March which will give the business more money to invest in year 2.

[bookmark: _Toc232771709]

[bookmark: _Toc232778267]10.Competitor Analysis
For any new business, it's crucial to understand the competitive environment and leverage it to your advantage (Whittington et al., 2023, p. 68). The market for cakes is competitive, there are three main entrants in the market: large supermarket chains tending to offer a low price for mass produced, non-personalised cakes, local independent bakeries, usually in commercial premises, requiring people to pay a considerable premium to have their cakes made to order (typically £80+ for a custom cake) and other home-made bakers that trade through social media, and platforms like Etsy, that charge a premium for their custom cakes, usually around £60+ for a cake. The competitive strengths of SophiasSweets19 are truly bespoke cake personalisation; a clear home-baked identity; excellent customer service and competitive prices when compared to commercial cake shops and commercial cake products, but clearly superior in terms of quality and personalisation compared to supermarket cake products.





[bookmark: _Toc232771710][bookmark: _Toc232778268]11.Critical Appraisal: SWOT Analysis and Viability Conclusion
The SWOT analysis below examines the business proposition in a structured fashion and builds on the conclusions of the market research and the cash flow forecast.

	Strengths
• Low overhead — home-based kitchen
• Fully customised, handmade products
• Existing loyal local customer base
• Strong baking passion and craft skills
	Weaknesses
• Limited production capacity as a sole trader
• Seasonal fluctuation in demand
• Restricted marketing budget
• Home kitchen subject to food hygiene registration

	Opportunities
• Growing UK artisan bakery market (CAGR 3.5%)
• Rising consumer demand for personalization
• Potential expansion to events and corporate orders
	Threats
• Competition from supermarket bakeries and online sellers
• Rising ingredient costs due to inflation
• Difficulty scaling without further capital investment



After conducting a SWOT Analysis and Market Research of the business and based on the cash flow forecast over a period of 12 months, it is found that SophiasSweets19 is a viable business venture. The UK bakery product industry is expanding, there is a strong demand for artisan and bespoke products (Straits Research, 2024), and the cash flow forecast shows a positive cash flow from the beginning. The main dangers - low production capacity and increasing ingredient prices – are easily addressed at the present level of activity. Viability is not just about market opportunity; however, it is also about the skill of the entrepreneur and the poor that he will have in place; Barringer and Ireland (2022, p. 72). If the SMART objectives are followed step by step and the marketing plan is followed consistently, then there is a realistic chance for the business to achieve sustainable growth.









[bookmark: _Toc232778269][bookmark: _Toc232771711]Part 2: Individual Reflection (500 Words)
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[bookmark: _Toc232778271][bookmark: _Toc232771713]Individual Reflection
[bookmark: _Toc232778272]Entrepreneurial Skills Developed
[bookmark: _Toc232771714]This module and the business planning activity it involves has really been a turning point and this process has certainly affirmed and identified skills that could be developed. I had developed the skills of product development, customer communication and a basic pricing strategy into my practical skills, through running a small cake business informally. The discipline of creating a business plan, however, enabled me to look at issues in entrepreneurship that would be considered intuitively but not strategically. The most notable new skill learnt was that of financial planning. Prior to undertaking this module, I had mostly relied on a gut feel for my pricing, working through a 12-month cash flow forecast involved going through the process of systematically breaking down costs, making realistic estimates of revenue and taking account of the long-term financial viability of the business. According to Williams (2022), entrepreneurship is learned when an entrepreneur acquires some skills, of which financial literacy is one, and this homework has significantly helped in that regard. I also gained more research skills developing the ability to differentiate between primary and secondary data and use both appropriately for a business situation. I found that undertaking a local survey, analysing the data and correlating this with the secondary data at an industry level was very of interest to me and helped develop my analytical thinking further. In addition, I structured my strategic thinking through a SMART objective setting framework, a mission statement, and a SWOT analysis, allowing me to have a more disciplined approach to my strategy; skills that Barringer and Ireland (2022) found to be essential to entrepreneurial planning. One of the biggest, perhaps the most unexpected, skills I acquired was the ability to be able to critically review my own business idea, identify the shortcomings, assess external risks – all of this in a way that is far beyond the norm of business activity.
[bookmark: _Toc232778273]Would I Personally Invest in This Business?
After researching the market, reviewing the financials and critically evaluating the business proposition strengths and weaknesses, I would say yes, but not too enthusiastically. The primary and secondary research conducted showed that the idea of running a cake business in the private sphere at home can be considered feasible. The UK bakery product market has been growing and the appetite for artisan and bespoke bakery products amongst consumers is known (Straits Research, 2024), and my primary research went beyond that - a significant proportion of the local population would opt for a small, independent bakery rather than a supermarket if the price gap was small. The cash flow forecast shows profits, without any large investments being made from the first month forward, therefore creating less cash flow risk for the venture. But I am also aware of the restriction. An all-in-one set up as a sole trader means that if we have a drop in orders or a surge in the cost of the raw materials, my personal account is impacted. A one-person home kitchen will have a limited production capacity, and as the business grows in volume, the only way to increase production is to invest in equipment or hire more staff. As an external investor I would want to see the greater production capacity expansion in Year 2 and a more mature order book before giving them any big capital injections. All in all, though, and despite the relatively high overhead associated with the arrangement, the market is expanding, the personal investment is strong and the figures aren't bad, so I would consider a modest initial investment with the expectation of revisiting the situation as the business grows and gains traction and customers.
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