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1.0 Executive summary
“Princi” pasticcini is a bakery business located in Camden town, London. Being a consumer retail company, our focus is mainly on the satisfaction of our customers and will try to accomplish it by not only offering handmade baked products but also in providing a great and emotional experience. The Princi’s image (https://www.princi.com/, n.d.) is based on the creamy, flavourful and freshly handmade wooden products that offer a unique experience for those customers who love to have a nice enjoyable breakfast, lovely break and a sweet dinner.
Our goal is to create a great engaging experience towards our products and our customers. The operation will feature a welcoming and overall a pleasing environment. After having a nice experience at our shop, it is expected that customers will return and also tell to the others for the experience and the services got in our shop. At the core of the company will be providing unique Italian products, creating and applying high impact, affordable marketing strategies, pricing in line with competitors and closely monitoring our experience.
As a business, we are in the bakery industry companies within this industry make fresh and frozen cakes, pies breads and other goods. While highly competitive, strong growth prospects for the industry are in place. The target market in which we will enter has an ample potential customer base and a small carve into it will yield the expected financial performance. As far as customers are concerned, we will create an appealing menu of bakery items for the target market.
Our management team is made up of experienced professionals. The team has the knowledge to purchase ingredients and bakery products that will be sold. The sales strategy will entail hiring employees and having management team present on site that shows a genuine passion for their job and the bakery.
The bakery will attract consumers through visible signage, word of mouth, public relations and detailed daily attention to all social media marketing outlets. This business plan details company operations for the next few years and provides a complete due diligence package for partners, employees and investors.

1.1 Financial statement
As it is shown from the graphic, the profit will come increasing year by year due to the great devotion to serve to different customers with a big range of products, the taste of which will be unforgettable. The service will be provided at the highest level so that the customers will be able to feel, eat and live the Italian “aroma” of wooden baked products of the “Princi” pasticcini.


[image: ]
Figure 1. Financial statement graph

1.2 Financial summary
A break even analysis will be provided for every month, like in the graph shown and to have a clear view of the projections that are going to be made and also the cash flow, profits generated due to the everyday devotion and customer growing.
[image: C:\Users\Toshiba\Desktop\break even analysis.png]
Figure 2. Financial summary graph


1.3 Mission statement
To be a profitable company focused on delivering great wooden baked goods, while maintaining a socially conscious business.

1.4 Objectives
· Establish continuous improvements in beating standards of customers satisfaction
· Provide affordable , accessible and in demand bakery products and to our target market client base
· Obtain and maintain profitability
· Build a wooden-based business that will become well recognised

2.0 Company description
“Princi” pasticcini has been formed to create a wooden-based bakery business. We will service our target market communities by offering delivery of wooden baked products. Wholesale distribution is expected to take place as well. Restaurants and other places of business that do operate brick and mortar locations within our market will be approached to carry our baked products.
The bakery will be headquartered in student’s areas such as universities, campuses in London Uk, employment areas. The expectation is to have a potential client base consisting of individual within a short radius of the location. The bakery will have a competitive advantage due to several factors, some of which will include highly skilled employees, excellent location, and great wooden baked goods (Burns, 2013).
Our company will be taking advantage of the swift increase of online technology that has been seen over the past years and that it is expected to continue in the future. We believe retail sales have been changed by technology and e-commerce is becoming a major force for selling products. Utilizing all the latest, in online e-commerce technologies we intend to generate a site that highlights our baked good offerings and acts as a store front for our business.
Perhaps more importantly, we realise that the full customer experience, from visiting our shop, to online serving and receiving our products is important. Due to this realisation, we will be implementing excellent customer service all along the sales and delivery service line as well. Adherence to high standards of quality and freshness are at the forefront of our company’s business philosophy based on the wooden baked “aroma” of our grandmother’s cooking. The quality of all wooden baked goods will be always superb. Those will meet the needs of individuals within the target market that is going to be served. A marketing strategy will be undertaken that will involve both traditional and online promotional
 campaigns (Rae, 2007). The company will have a competitive advantage due to high quality ingredients and great unique traditional Italian and modern recipes.


3.0 Management and organisation
We are assembling a management team that will have the necessary skill set to effectively and efficiently operate a wooden-based bakery.

1. Counter staff
2. Artisan production bakers
3. Sweet decorators
4. Financial specialists (accountant, bookkeeper)
5. Lawyer and insurance broker
6. Marketing and promotional staff

3.1 Organisational chart
As it is shown in the figure below, the organizational structure of the business will be structured by different “departments” that will make the business run smoothly in the market by serving and increasing the revenues day by day and renewing the menu by making the customers feel the difference in every product offered.
[image: C:\Users\Toshiba\Desktop\op hart.jpg]
Figure 3. Organisational chart for the company
4.0 Market analysis
The bakery industry has been gaining momentum largely due to changes in the consumer behaviour and preferences in these recent years. It had the tendency to use flour for the goods that those serve, but now the industry is doing better than the food services sector and this trend looks like it will continue in the next coming years. Economic indicators like increased income statement and consumer spending are expected to perform well over the same period, creating in this way a positive environment for the bakery operators. 	
The growing consumption of bakery products suggests a global potential growth in the bakery products industry. The potential looks extremely promising in emerging markets where there is a growing demand for healthy freshly baked products especially on the wooden ones which are unique for our business. As for 2019, the overall market for bakery products is forecasted to go as high as £534 billion in the next five years due to the high level of customer’s preferences and also by being diverted from the ready packed products offered in the supermarkets.
Individual companies have become profitable by operating efficiently and larger companies have the advantage of scale when it comes to purchasing goods, production and distribution. Small companies hope to compete with large companies by offering items that especially made from hands and baked from wood like our company and have a very effective distribution line and a well-service team. While the market growth looks very promising, there are some constraints (Allen, 2007), like consumers becoming more health aware and the restrictive food laws in some countries which are causing the pace of growth to slow down a bit, but nevertheless consumers are challenged to experience the greatness of wooden baked products that gave a real and healthy taste. This means a new innovative way of bringing into the market new products closely linked with the traditional aspect. 
Further growing can come from penetrating the premium and packaged-food segments of the bakery products industry. There is reportedly enormous competition in the bakery products market worldwide, mostly in developed regions such as Europe and North America, where many companies are competing in a fairly limited market. There are still growth opportunities in developing regions like Argentina, Brazil, China, India and South Africa due to an enormous consumer-driven demand in these countries for bakery products. This would be why most big players would expand their businesses into these growing markets. The bakery industry is blooming. There are multiple channels for market distribution and the growing popularity of flavoured baked goods is what will likely help the market grow at a steady pace. Mergers and acquisitions of small players have in the past been successful business strategies in these particular regions.
Aspects of the industry that tend to lead to success (Chell, 2012)
Location    Marketing    Customer service    Quality products
As with so many other business operations, this industry relies heavily on store location, the ability to attract customers via marketing, delivering great customer service and providing exceptional offerings as shown up.
4.1 Target market
The target market costumer will live, work, study near the universities, campuses in the London city such as Camden town and then scaling up towards Paddington side, Notting hill,etc. In this location, there are an abundant number of potential customers for the bakery. The offerings of a first-rate bakery are expected to appeal to a large demographic sector of the target market. Many people have come to enjoy baked goods and it has become an important experience in their life. We will reach out and educate the community in general about the bakery and its offerings. In doing so, it is expected to have generation x, z, baby boomers and millennials to be part of the target market and serve as a customer base as well. The price point of the menu offerings will make them affordable to individuals in low and middle-income classes. Potential customers at these income levels have shown a prospect to spend a portion of their disposable income on baked goods.
4.2 Competitive analysis
We expect to face competition from other bakeries in the area that offer the same offerings, or a similar alternative. The barrier of entry for opening a bakery is considered medium in that large capital outlays for equipment and location buildout are typically achievable by many “entrepreneurs” (Chell, 2008) wishing to enter the market. With this said we may face competition from not only other small to medium sized bakeries, but from large players in the field such as franchises and publicly traded bakery companies.
As a business, we will tackle competition from other bakeries, by focusing on our core strengths and executing on objectives, which will allow us a competitive edge over others. We will not be afraid to use technology enhancement such as mobile applications and social media marketing to improve patrons’ overall experience. These strategies along with a full marketing and promotional plan will provide us with a competitive advantage. In short, a combination of high quality great tasting goods, wooden baked ones, outstanding location and excellent patron service will allow our bakery to effectively compete in the market.

4.3. Swot analysis
Strengths
· Rapid response and decision making due to streamlined management structure
· Excellent patron service
· Low fixed overhead
· Founders previous experience in the industry and in the market
· Great wooden baked goods selection especially Italian ones
· Competitive pricing
Weaknesses
· The company is a start-up
· The cash may take  two months to scale up
Opportunities
· The market sector is expanding, with many future opportunities for success
· Room for innovation
· Larger demographic sectors are patronising bakeries
Threats
· A small change in focus of a large competitor might wipe out any market position achieved
· The economy may see a downturn




5.0 Products and services
The products will be the wooden baked goods served. Everything served will be fresh and good tasting. On top of this, we will pride (https://www.zomato.com/milano/princi-brera-milano/menu, n.d.) ourselves on providing a clean friendly warm environment where patrons can eat at or get wooden baked goods and go.
The initial menu will be as follows:
Fresh wooden baked cookies                                                     £2
Rich tarts (with apple, orange, strawberry, figs. jams)                £3 per piece
Chilled delight tiramisu                                                              £2.5 per piece
Crostata with strawberry                                                             £2
Cupcakes                                                                                      £1.5
Cannoli                                                                                        £2
Panettone                                                                                     £3-6£ (depending on size) 
Sfogliatella (different tastes)                                                        £2     
Focaccia   (different fills)                                                             £2 per piece   

Drinks
Coffee espresso (Italian espresso)                                                   £2                                                                   
Cappuccino                                                                                    £2
Macchiato                                                                                      £2.5
Smoothies                                                                                      £3
Cupcakes                                                                                       £1


5.1 Bakery operations
Our business will have several operational areas (Dibb, 2012) targeted towards rapid cash flow and ensuring a quality product while running effectively. All operations will follow procedures to insure that the bakery maintains the highest standards. Main operating procedures will address food development and including also chef training, education, purchasing, maintenance and customer service. Production-Food preparation will be all done in the shop with the latest equipment based on the wooden ones to provide efficiency while obtaining the highest quality
5.2 Ingredients and raw materials
We will use only the highest quality ingredients when available and when economically feasible.
5.3 Purchasing
It will be based on a strategic plan to ensure, the acquisition of fresh products as well as the limiting of the storage of food for long periods. An additional assessment will be done weekly in order to determine the best pricing cost by taking into account also the cost savings which are crucial to a business. The entire team will be educated on cost saving measures and activities for that.
5.4 Maintenance
Cleanliness and maintenance of the shop will be a top priority. It will be power washed and cleaned every night including all the utensils, counter tops and the small tables as well. Counters will be cleaned throughout the day when needed, but no less than 4times a day together with the garbage containers.

5.5 Customer service
All staff and personnel will be expert on the menu and as such a large part of customer service will be to act as an informational source. A love for the food and drinks being sold and the patience to explain them are very important aspects of the customer service experience. 



6.0 Marketing and sales strategy
We will penetrate (Burns, 2011) the market by competitively pricing our offerings, promoting the bakery and continually improving the menu by having in this way a steady growth over the time. Using every growth opportunity available, we will build a solid well-established customer base and then leverage this to further grow the business in succeeding over times. We have planned to include traditional print ads as well as strategically placed online ads. 
An online marketing strategy is vital since many people now use the internet to search for local bakeries. A full social media effort will be carried out and public relation campaigns will be implemented. One of the most reliable forms of advertising has proven to be word of mouth. Knowing this, we will embrace and solicit client referrals. With our broad menu, our flexibility and dedication to unparalleled and friendly service, we are confident that guests will refer patrons our way. Management will ensure that the business is registered with major search engines and online portals so that potential patrons can easily find it. To this end, we will develop a comprehensive website and some of the features that will be implemented are:
· Photos, brochures and content on our website will enable clients to make informed decisions on different products and by feeling the overall taste and ambiance that the wooden bakery conveys.
· Full functionality of the site from the desktop computer, the smartphone and tablets will be available.
Within a tight marketing budget, we will use enough amounts of print and other traditional marketing initiatives for the local market.






7.0 Financials
Our business will have in its focus wooden baked products, freshly made and served throughout all the day especially to a target group that is specific. It is obviously know that the cash flow is considered to be the lifeline for a business and so we have made plans to ensure that our products will guarantee in generating (Porter, 1985)enough incomes for the business in order to scale up fast and effectively. Our intention relies on the fact that we intend to not struggle in paying the salaries and in maintaining an operational cost but in having a very “smooth” process helped by the patrons service and very qualitative wooden baked products. The sales forecasting is based on the area that is very popular and suitable for our products and we forecast to have a 90% of customer’s purchase of all types of our products. Below are shown in graphs the forecasts done.

[image: C:\Users\Toshiba\Desktop\projected income statement.png]
Figure 4.The forecasted projected income statement
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Figure 5. Assets and liabilities forecasted for the first month
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Figure 6. End of the 1st month
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Figure 7. Revenues for 4 month forecast
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Figure 8. Forecasted assets, liabilities and stockholders’ equity
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Figure 9.Forecasted cash gaining
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Figure 10.Forecasted growing for three years
As it is shown from the graphs and the financial statements, the company will be growing up sine in the first months of the products’ launching, based on the customers’ purchase that will be growing day by day and the new products enriching in this way the menu for very new opening in the strategic points in order to be nearer to our customers with our wooden-baked products.
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Projected Income statement
Month1 Month2 Month3

Potential UnitSales 450 500 550
Average price per unit R5.60  RS.60  R5.60
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Potential sales(tumover)  2520.00  2800.00  3080.00
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R R
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R R R
Gross Profit 1575.00 1750.00 1925.00
R R R
Operating Costs 1000.00  1000.00  1000.00

Net Profit before tax R575.00 R750.00 R925.00
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Assets $
Current Assets:
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Total:  34,050.00
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Real Estate (Land/Building) -
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Liabilities
Current Liabilities:
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Rent/Lease
Utiities

Sales Tax

Income Taxes

Payroll

Employee Medical Insurance

Long Term Liabilities:
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Total Liabilities:
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305,000.00

Total: 305,000.00

335,600.00
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