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[bookmark: _Toc214300720]Part 1: Business Plan
[bookmark: _Toc214300721]Cakes & Bakery, Cardiff Bay
[bookmark: _Toc214300722]1. Overview of the business
Cakes & Bakery is a sit-in bakery planned for Cardiff Bay. The bakery will serve traditional, home-style bakes that remind customers of family kitchens and simple treats. The menu will include sponge cakes, tray bakes, sweet and savoury pastries, pies, simple breads and a small range of hot drinks. Customers can eat in, take away or pre-order for collection. The interior will feel warm and homely, with soft colours, wooden tables and displays that show the day’s bakes rather than packaged goods. The target market is local residents, nearby office workers and tourists looking for an independent place rather than a chain cafe.
[image: ]
Figure 1: Cakes & Bakery Proposed Interior
[bookmark: _Toc214300723]2. Short Story / Origin of Idea
The idea for Cakes & Bakery came from helping friends and neighbours with home bakes during weekends and holidays. Many people said the taste reminded them of their childhood and asked if the items could be bought regularly. At the same time, I noticed that several cafés in the Bay focus on drinks first and baking second, with many relying on frozen or central-kitchen items. There was a gap for a small bakery that offered simple, nostalgic flavours made fresh each morning. This encouraged me to develop the concept into a warm, sit-in bakery where people could enjoy the comfort of home-style baking close to the waterfront.
[bookmark: _Toc214300724]3. Mission, aim, objectives and USP
The mission of Cakes & Bakery is to bring the comforting flavours of childhood home baking to Cardiff Bay, one slice at a time. The year one aim is to become the first choice for customers in the area who want traditional cakes and pastries in a cosy setting.
Objectives for the first twelve months are to:
1. Offer a menu of at least ten core items and four rotating specials, all based on home-style recipes.
2. Use fresh, good quality ingredients from reliable suppliers and review customer feedback each month.
3. Maintain an average Google rating of 4.6 or above.
4. Reach monthly sales that cover all costs and give a modest profit by month twelve.
5. Launch at least four seasonal or limited-time nostalgic treats linked to holidays or local events.
The unique selling point is the focus on simple, nostalgic flavours baked on site. Many cafés in the area use frozen products. Cakes & Bakery keeps a smaller, carefully chosen menu that tastes like home.
[bookmark: _Toc214300725]4. Legal structure and organization
The business will operate as a private limited company, Cakes & Bakery Ltd. This limits personal liability and makes it easier to bring in an investor in future. The disadvantages are more paperwork and the cost of formal accounts. These will be managed using digital bookkeeping and an accountant (Deng et.al, 2025).
The owner will act as Director and will be responsible for finance, supplier relationships and overall quality. Under the Director there will be a Bakery Manager, who runs day-to-day operations, one or two bakers and front-of-house staff. 


[bookmark: _Toc214300726]5. Proposed location
The bakery will be based in Cardiff Bay. This area offers a mix of flats, offices and leisure venues and attracts large numbers of visitors each year. A ground floor unit near the main walking routes to the waterfront will give good visibility. Cardiff Bay has several independent businesses, so an authentic bakery fits the local feel (Jiang et.al, 2021). The location gives steady daytime trade from residents and workers and higher volumes at weekends and during events. A Google Maps screenshot will be added to the final document to show the exact street near attractions. 
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Figure 2: Cakes & Bakery Storefront
[bookmark: _Toc214300727]6. HRM strategy
Cakes & Bakery’s HRM strategy focuses on building a small team that shares a love for home-style baking and friendly service. In year one the core team will be the Director, a Bakery Manager, one baker and two front-of-house staff working a mix of shifts. Part-time help will be used in busy periods.
Staff will receive training in baking standards, food hygiene, allergen control and warm customer care. Simple checklists will support consistency, such as daily opening and closing routines and cleaning schedules. Performance will be reviewed through waste levels, mystery visits and customer feedback. The work culture aims to be supportive and creative, so staff feel able to suggest new nostalgic recipes and seasonal ideas.
[bookmark: _Toc214300728]7. Market research
An earlier project for this brand used an online questionnaire with local students and professionals. Most respondents said that social media and product photographs affect which bakery they choose. Many also mentioned the importance of easy ordering for collection and clear allergen information. A large share of people said they prefer independent cafés in the Bay because they feel more genuine and relaxed than large chains,
Secondary research from industry reports shows that visual platforms and online reviews are important for food businesses (Huang and Lin, 2025). This supports the need for strong images of cakes and tray bakes, a complete Google Business Profile and clear branding. The findings also confirm demand for a cosy, local bakery that sells recognisable products rather than highly decorative show pieces only.
[bookmark: _Toc214300729]8. Marketing strategy and branding
Branding will use warm cream and soft brown tones with hints of muted red, to suggest ovens, bread crust and kitchen tables. The logo will combine the name with a simple cake icon. All signs, menus, boxes and social media posts will follow this look, so customers recognise the brand.
[image: ]
Figure 3: Brand Logo
Digital marketing will include a simple website with menu, prices, opening hours and online ordering for collection. Instagram and Facebook pages will show daily bakes, short clips from the kitchen and seasonal offers. A full Google Business Profile with accurate map, photos and opening hours will help people find the bakery when they search on their phones (Mariam and Defran, (2024; Sindhuja et.al, 2023; Varghese and Agrawal, 2021).
Launch activity will include flyer drops in nearby flats and offices, a “taste of home” opening weekend with small tasters, and a modest discount for first-time customers who join the mailing list. Ongoing promotion will use tray-bake offers for offices, loyalty stamp cards and regular social posts. Results will be tracked through follower numbers, website visits, online orders and repeat customers (Maheshwari, 2025).
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Figure 4: Cakes & Bakery Packing Boxes
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Figure 5: Promotional Flyer
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Figure 6: Cakes & Bakery Sample Menu
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Figure 7: Cakes & Bakery Social Media Post

[bookmark: _Toc214300730]9. Financial overview
Start-up costs cover unit refurbishment, ovens, mixers, refrigeration, counters, seating, licences and registrations, small equipment, first stock orders, packaging, marketing materials and some working capital. Funding is expected from owner savings and a small start-up loan.
 The twelve-month cash flow forecast assumes modest sales in the first three months while awareness grows, with higher turnover in later months. The average spend per customer is expected to be around £6-£7.  Based on forecast, serving approximately 150 customers 
a day on busy days and fewer during quieter time, would be enough to covered fixed costs and wages. Careful management of ingredient cost and energy use will be essential, particularly given the likelihood of price increases in both areas. 
[bookmark: _Toc214300731]10. SWOT and PESTLE summary
	Strengths
	Wweaknesses 

	
· The bakery offers a clear home-style concept, a prime Cardiff Bay location
fresh one-site baking, and a warm,
Consistent brand image (Gümüs & Turhan, 2024).

	
· As a new business, it has no trading
history and relies on a small, 
specialized team (Jones et al, 2023).

	Opportunities 	
	Threats 

	
	· Competition from chain cafes and 
Supermarkets, rising ingredient.



	· Growing demand for independent 
Café, potential office tray-bake
contracts, and seasonal events provide
avenues for additional revenue.
	 Energy costs, and potential reductions  
  in footfall pose (H.C. Wahyuni, W. Sumarami. 2018) challenges 






 PESTLE Analysis
	Political
	Economic
	Social
	Technological
	Environmental
	Legal

	Compliance 
With food safety and allergen regulations is essential, requiring strict procedures and training (Food Standards Agency, 2023).
	Inflation, energy costs, and ingredient price
Fluctuations 
Will
directly 
impact
pricing
strategies 
and profit 
margins.
	Consumer
A show a 
Preference 
for local,
nostalgic 
foods, 
alongside
growing 
interest in
vegan, 
gluten 
free, or
other 
dietary
options
	Contactless 
Payment
Systems, online
Ordering, and social media customers discover, review, and interact with the bakery

	Environmental
I concern focus on packaging waste and energy consumption; the bakery will prioritise recyclable packaging and monitor oven and refrigeration 
efficiency 
(Mahmoudi et al., 2025).
	Staying
Updated 
With local business regulation, employment 
law, and safety requirements will be ongoing priorities 




  


[bookmark: _Toc214300732]Part 2: Reflection
[bookmark: _Toc214300733]1) Skills I have exercised and developed
This business plan has helped me turn Cakes & Bakery from a loose idea into something more practical. I had to bring together many parts I normally think about separately. Communicating the concept, story and the mission of the bakery brought about some clarity into what it stands for and who it serves. The outcome of this exercise has put something on the menu where I can get an idea of what “homestyle baking” looks like. It’s not all in my head.
Planning this business structure taught me more about roles and responsibility. Putting the Owner, Bakery Manager, baker and front-of-house staff into an organisation chart helped me see who is in charge of what, and how information should move. I now understand better why clear roles matter for things like hygiene checks and customer complaints.
I also improved some basic finance skills. The cash flow exercise meant I had to list real costs such as ovens, rent, ingredients and wages. I had to choose a realistic average spend per customer and then see if that could support the overheads. It stopped me from assuming “it will be fine” and forced me to check how many customers I would need on a normal weekday and at weekends.
On the marketing side, I linked my earlier questionnaire work to this plan. The research showed how much people care about visuals, local stories and easy ordering. In the plan I used those insights to shape the brand colours, the website, the Google Business profile and the idea of tray-bake offers for offices. This reminded me that market research is not just a separate assignment; it should change how the business is designed.
[bookmark: _Toc214300734]2) An entrepreneurial trait I need to develop (and how)
A trait I need to develop is comfort with detailed numbers. I enjoy the creative side of baking and branding, but I sometimes avoid spreadsheets and exact figures. For a bakery this is dangerous because small changes in ingredient prices or waste can remove the profit.
To improve, I will set a fixed time each week to update a simple numbers sheet. It will track daily customer numbers, average spend, ingredient costs and waste. I will also practise costing each recipe properly, weighing ingredients and checking the margin per slice or tray. To support this, I plan to watch short tutorials on basic food cost control and speak with at least one small café owner about how they watch their numbers. The goal is not to become an accountant, but to remove fear around figures and treat them as a normal part of running bakery.
[bookmark: _Toc214300735]3) Feasibility of my business idea
Working through the plan has made me more realistic about Cakes & Bakery. The concept is modest. It is one small unit in Cardiff Bay, a limited menu and a small team. This scale suits my current resources and experience. The location offers a mix of residents, offices and visitors, which means there are different customer groups across the week.
The numbers show that the idea can work if I control costs and build repeat trade. The bakery will only succeed if I get enough daily customers at the right average spend and keep waste low. Risks such as energy prices, ingredient costs and quiet months are real. 
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