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1. Business description / Market Opportunity 
Creamery Creations is one of the creative ventures that is set to be launched in the bakery industry, considering the increasing demand for plant-based culinary experiences (Abillion, 2020). This business is set to deliver the best prepared vegan cakes and muffins, with exceptional flavor with a major focus towards the health and dietary habits of the customers. 
Mission Statement: The commitment of Creamery Creations is highly unwavering and aims to deliver indulgent treats to its customers while also focusing towards sustainability and mindful consumption (Chilson, 2021). The main purpose is to redefine the paradigm of the bakery by presenting a diverse menu item on vegan delights that can meet the needs and expectations of individuals who are more concerned about their health and seek gluten-free indulgence. 
Product or Service Description: The products of Creamery Creations will have distinctive features such as the cakes and muffins will be prepared using vegan raw materials only that will set it apart from the competitive bakery landscape. The menu items of Creamery Creations will include a diverse selection of bakery items, thus offering a unique fusion of flavours without making any compromise in taste. This will begin from chocolate cakes to fruity muffins to all the different types of cakes that are only dedicated to vegan products, and also considering the health and ethical factors aligned to alternatives. 
Intellectual Property Considerations: The intellectual property of Creamery Creations would include unique recipes and designs that are innovative. Also, the integration of vegan raw materials with ethical and health-conscious choices can be the best combination for the customers, including the best taste ever (Abillion, 2020). The business will take a patent for its blend of recipes and culinary techniques that will help to set the product apart from the competitive market (Chilson, 2021). 
Ownership Structure and Legal Considerations: Operated as a privately held business, "Creamery Creations" is under the ownership of [Founder's Name], who holds the majority stake in the venture. The legal structure adheres to prevailing regulations, ensuring compliance and the protection of the business's interests.
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"Creamery Creations" thrives in the burgeoning vegan bakery industry, projected to reach $14.25 billion by 2023 with a compound annual growth rate (CAGR) of 9.8% (EMR, 2021). The sector, fueled by a 31% increase in vegan product launches since 2018, showcases a vibrant landscape with substantial sales potential (Cooper et al., 2022). Consumer awareness of ethical and health-conscious choices propels the industry forward, underscoring the robust market demand for plant-based indulgence.
VRIO Analysis 
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organized to Capture Value

	Unique Vegan Recipes
	Yes
	Yes
	Yes
	Yes

	Creative Culinary Techniques
	Yes
	Yes
	No
	Yes

	Brand Reputation
	Yes
	No
	No
	Yes

	Sustainable Sourcing
	Yes
	Yes
	Yes
	Yes

	Skilled Management Team
	Yes
	Yes
	Yes
	Yes


Table 1: VRIO Analysis
Source: Self-created
Valuable: The unique vegan recipes, creative culinary techniques, brand reputation, sustainable sourcing, and a skilled management team are all valuable resources/capabilities for "CReamery Creations."
Rare: The unique vegan recipes, creative culinary techniques, and sustainable sourcing are rare, providing a competitive advantage (Cooper et al., 2022).
Inimitable: The unique vegan recipes and sustainable sourcing are difficult for competitors to imitate, contributing to sustained competitive advantage.
Organized to Capture Value: The organization is effectively leveraging its valuable, rare, and inimitable resources, including its brand reputation and skilled management team, to capture and deliver value to the market.
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Porter’s Five Forces Analysis 
	Force
	Level
	Key Factors

	Threat of New Entrants
	Moderate
	- Uniqueness of vegan recipes and sustainable sourcing

	
	
	- Entry barriers requiring specialized knowledge

	
	
	- Access to sustainable ingredients (EMR, 2021).

	Bargaining Power of Suppliers
	Low
	- Diverse sources for vegan ingredients

	
	
	- Reduced dependency on any single supplier

	Bargaining Power of Buyers
	Moderate
	- Growing demand for vegan products

	
	
	- Mitigated by a strong brand and unique offerings

	Threat of Substitutes
	Low
	- Specialized nature of vegan bakery products

	
	
	- Limited substitutes available (Qualtrics, 2020).

	Competitive Rivalry
	Moderate
	- Unique value proposition of exclusively vegan offerings

	
	
	- Balancing innovation, sustainability, and flavour


Table 2: Porter’s Five Forces Analysis
Source: Self-created
STP analysis 
"CReamery Creations" employs a targeted STP (Segmentation, Targeting, Positioning) strategy. Segmentation focuses on health-conscious consumers seeking vegan indulgence. The target market includes individuals embracing plant-based lifestyles (Qualtrics, 2020). Through strategic marketing efforts on social media and collaborations with influencers, the brand positions itself as the go-to destination for guilt-free, delicious vegan cakes and muffins. By emphasizing quality, sustainability, and ethical sourcing, "CReamery Creations" aims to carve a unique niche in the competitive bakery market, appealing to those seeking exceptional taste aligned with conscious consumption.
Competitor Analysis 
Creamery Creations will majorly compete with traditional and modern bakeries in the UK, which will include competitors such as Ben's Cookies, Leafy Bean Co. and Brigit's Bakery. However, Creamery Creations will distinguish itself from other competitors by exclusively offering the best vegan treats in the UK bakery market, which is at present dominated by non-vegan options (Rahmania et al., 2018). The business will aim to collaborate with local farmers in order to procure a sustainable and fresh supply chain and set itself apart in the bakery market. Moreover, Creamery Creations will commit to veganism, sustainability and extra-delicious flavour profiles, with a target towards health-conscious consumers who are actively looking for plant-based and ethical treats. 
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Business Process
Creamery Creations will follow a system process in order to produce and deliver its products to consumers (Perreault et al., 2021). The local farmers and ethical suppliers will be approached for vegan raw materials, and the purchased items will be transported to the production site. The production house will be equipped with the required baking tools and machinery that will be used by the skilled team to prepare vegan cakes and muffins. Once the final product is prepared, the cakes and muffins will go into quality check to make sure that food quality standards are strictly being followed. The finished product will be transported to different geographical locations and bakery centres such as malls, local shops and cafes in an eco-friendly vehicle to ensure low environmental impact (Rahmania et al., 2018). The interconnection between the supply chain, production and distribution will guarantee freshness and quality of the final product. Also, the partnership with the farmers will help to stay consistent with the sustainable supply chain process. Also, the quality control team and production department will ensure the highest quality and commit to ethical sourcing and delivering treats with the best flavour and taste to the target customers (Lopatin et al., 2019). 
Revenue Generation
Creamery Creations will majorly focus on the strategic pricing method, and the revenue will be generated through upselling, which will include premium add-ons or large quantities, thus allowing customers to buy more based on their choice of upgradation to speciality or custom cakes (Perreault et al., 2021). Also, economies of scale can be harnessed through the optimisation of production efficiency. In order to prevent the loss of revenue, Creamery Creations will majorly prioritize satisfaction among the customers by offering the best quality product. 
Furthermore, the constant research in the market will require adjustments in price and cost-effective sourcing to be maintained. The concept of product diversification will be adopted in order to avoid relying on a specific item (Desai and Vidyapeeth, 2019). In addition to this, Creamery Creations will also adopt a robust market strategy, such as loyalty programs and promotions, with the purpose of retaining a greater number of customers. It is crucial to adapt to market trends and deliver the promise of safeguarding the revenue decline (Thomas and George, 2021). 
Operational activity
The top operational and management team of Creamery Creations will include individuals who possess a strong entrepreneurial skill. 
- The head of the business would be Mr Thomas Mathew, who has a long experience in the vegan bakery industry and holds a culinary degree (Desai and Vidyapeeth, 2019).
- The marketing specialist, Mrs Ana Maria, possesses good experience in designing a successful marketing campaign for different brands and holds a marketing degree. 
- The operations manager, Mr Stefan Lucus, holds strong expertise in supply chain operations and can successfully manage the operational process of Creamery Creations. 
- The financial analyst, Mrs Lucy Maritana, has achieved awards in budget optimisation in several companies and holds a financial degree (Doole et al., 2019). 
This diverse team will play a vital role in successfully attaining the entrepreneurial vision of Creamery Creations. 
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Marketing Strategy
The marketing strategy of Creamery Creations will target health-conscious consumers, putting a major emphasis on ethical and plant-based indulgence. The main focus will be towards digital platforms, approaching influencers for collaboration, and taking part in local events that can gradually help to spread brand awareness (Dibb et al., 2019). This will also help Creamery Creations to position itself as one of the most unique providers of vegan cakes and muffins. 
Positioning
Creamery Creations will always look forward to positioning itself as a pioneer in the vegan bakery industry and will stand out in the competitive market by offering the best vegan treats and committing to sustainability (Doole et al., 2019). The business will be highly recognised for its exceptional taste, ethical sourcing process and diversified menu that will commit to the vegan choices of target customers and also explore plant-based alternatives. 
Differentiating Propositions
The unique selling propositions include:
- Exclusivity: Creamery Creations will set itself apart due to the use of vegan raw materials to prepare vegan treats. 
- Sustainability: Creamery Creations will collaborate with local farmers to conduct sustainable sourcing of raw materials (Dibb et al., 2019). 
- Flavor Innovation: Diverse menu options are more appealing to diverse audiences, without compromise and with the best taste.
Marketing Mix (Four P’s)
Product: Creamery Creations will offer a wide variety of vegan cakes and muffins that will reflect its creativity, best flavours, taste and ethical sourcing. Moreover, the menu items will be innovated on a regular basis to retain more customers. 
Price: Creamery Creations will focus on competitive pricing. The prices will be set based on the quality and exclusivity of vegan treats (Loots et al., 2022). Moreover, the business will also promote its products through special promotions and loyalty programs in order to encourage repeat business. 
Promotion: Creamery Creations will create social media accounts on various platforms such as Facebook, Instagram, and Twitter and will also collaborate with a number of influencers and local events to enhance brand visibility (Stacy et al., 2022). 
Place (Distribution):  Creamery Creations will have its physical store in the local area and will also take online orders through online food delivery platforms. It will also partner with local bakery shops, cafes, hotels and malls. 
Market Entry
Creamery Creations aims to enter the bakery market through social media and e-commerce platforms and will also get engaged with influencers and local events (Errida and Lotfi, 2021). This can be the best option for local customers to enjoy delicious treats and gain a personalised experience. 
Sales Process
The sales are expected to begin through local shops and digital platforms. Physical and online stores will also play a vital role in offering a personalised experience to customers and encouraging repeat sales (Loots et al., 2022). The customer retention strategy will be further supported by loyalty programs and promotions. 
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Source and Uses of Funds Statement
Creamery Creations will require a total start-up investment of £150,000. This will include £50,000 from Den Dragon, £50,000 personal investment from the founder and a £50,000 bank loan. The utilization of funds will include £80,000 for facility setup and equipment, £30,000 for marketing efforts, £40,000 for premium, ethically sourced ingredients, and £30,000 for personnel hiring and training.
Types of Financing
- Personal Investment: Demonstrates commitment and belief in the venture.
- Bank Loan: Provides necessary working capital with manageable interest rates (Stacy et al., 2022).
- Grant: Acknowledges the business's commitment to sustainability, enhancing its reputation.
Six-Month Cash Budget Forecast
	Month
	Opening Balance
	Cash Inflows
	Cash Outflows
	Closing Balance

	1
	£150,000
	£0
	£50,000
	£100,000

	2
	£100,000
	£5,000
	£25,000
	£80,000

	3
	£80,000
	£15,000
	£30,000
	£65,000

	4
	£65,000
	£25,000
	£35,000
	£55,000

	5
	£55,000
	£35,000
	£40,000
	£50,000

	6
	£50,000
	£45,000
	£45,000
	£50,000


Table 3: Cash Budget Forecast for Creamery Creations
Source: Self-created
Sales Strategy for Financial Sustainability: The sales strategy focuses on building a strong customer base through targeted marketing, social media campaigns, and local collaborations. Initial marketing investments aim to create brand awareness and attract customers. As sales increase, the cash budget forecasts a positive impact on cash flow. (Obrenovic et al., 2020) The commitment to sustainability and quality aligns with consumer preferences, enhancing customer loyalty and ensuring continued financial sustainability.
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Creamery Creations stands as a compelling investment opportunity with a distinct focus on vegan delicacies, capitalizing on the burgeoning demand for plant-based options. The diverse menu, sustainability commitment, and innovative flavours position the venture uniquely in the competitive bakery landscape. Collaborations with local farmers ensure an ethical and fresh supply chain. The strategic marketing plan, leveraging social media and local events, promises strong brand recognition. The financial plan, backed by diversified funding sources and a clear budget forecast, outlines a pathway to financial sustainability. With a unique selling proposition, a skilled management team, and a robust market strategy, CReamery Creations stands poised for profitability, making it an attractive prospect for investors in the thriving vegan bakery market.
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