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[bookmark: _Toc235286559]Executive Summary

‘At Granny’s – Traditional Moldavian Bakery’ is a proposed independent bakery that will be located in Aveley, Essex, within the Borough of Thurrock. The bakery will specialise in authentic Moldavian baked goods, particularly traditional ‘placinte’ with a variety of savoury and sweet fillings, as well as homemade desserts prepared using family recipes and high-quality ingredients.
Aveley is an expanding residential area with great transportation connections to South Ockendon, Grays, Purfleet-on-Thames, Rainham, and Lakeside shopping centre. The local community is diverse, with notable Moldavian, Romanian, Ukrainian, and Polish populations, which leads to high demand for authentic Eastern European products.
While local bakeries and supermarkets provide traditional British baked goods, Aveley lacks a dedicated Moldavian bakery. This creates a significant opportunity for ‘At Granny’s’ to address this gap by offering fresh, authentic, and unique Moldavian baked goods in the area.
The bakery will serve freshly made traditional products that evoke a sense of home for Eastern European customers while exposing British customers to the rich flavours and customs of Moldavian cuisine. It will stand out by using authentic family recipes, premium ingredients, daily fresh baking, and providing warm, personalised service inspired by Moldavian hospitality.
The business plans to develop a loyal local customer base, achieve profitability within its first year, and establish itself as the top specialist Eastern European bakery serving Aveley and the Thurrock region.




[bookmark: _Toc235286560]Business Concept
‘At Granny’s – Traditional Moldavian Bakery’ will be an independent artisan bakery in Aveley, Essex, specialising in authentic Moldavian baked goods prepared using traditional family recipes and high-quality ingredients while meeting UK food safety standards (Food Standards Agency, n.d.). The bakery will offer freshly baked products for takeaway, pre-orders, online ordering via social media, and local delivery services, providing convenient access for customers across Aveley and neighbouring communities. The bakery will offer a welcoming atmosphere, combining authentic Moldavian traditions, freshly baked products and friendly service to encourage repeat visits.
[bookmark: _Toc235286561]Business Description 
‘At Granny’s’ will operate as an independent retail bakery and limited company in Aveley, Essex, specialising in artisan baked goods for the UK food and beverage industry.
Mission Statement
To provide authentic, freshly baked Moldavian products using traditional family recipes, bringing the taste of home to Eastern European communities and introducing British customers to the unique flavours and traditions of Moldavian cuisine.
Vision Statement
To become Thurrock’s most trusted and recognised specialist Eastern European bakery, renowned for authenticity, exceptional quality, outstanding customer service and strong community connections.
Target Market
The bakery will primarily serve the Moldavian, Romanian, Ukrainian and Polish communities living in Aveley and surrounding areas, while also attracting British customers seeking artisan bakery products, international cuisine and catering for meetings, celebrations and community events.

[bookmark: _Toc235286562]Product Description 
‘At Granny’s’ will specialise in traditional Moldavian baked goods, including ‘placinte’ with sweet and savoury fillings, biscuits and seasonal pastries, prepared daily using authentic family recipes and quality ingredients. A full list of products can be found in Appendix A.
Unique Selling Proposition 
‘At Granny’s’ will differentiate itself by offering authentic, handmade Moldavian baked goods, prepared daily with traditional family recipes and high-quality ingredients. It will provide a unique cultural experience for customers from both Eastern Europe and Britain.

[bookmark: _Toc235286563]Business Objectives (SMART Objectives)
[bookmark: _Toc235286564]Short-Term Objectives (less than a year)
During its first year, ‘At Granny’s’ aims to launch the bakery within 6 months, achieve an average of 50 daily sales, build a loyal customer base of 300 regular customers, establish a social media following of 1,000 local followers, and break even.
[bookmark: _Toc235286565]Long-Term Objectives (More than a year)
Over the long term, ‘At Granny’s’ plans to boost annual sales by 15%, establish itself as the top Eastern European bakery within a 20-mile radius of Aveley within 3 years, expand its product offerings, develop partnerships with local businesses and community groups, and, depending on demand and financial results, open a second bakery or production site within five years.

[bookmark: _Toc235286566]Market Analysis and Marketing Plan
[bookmark: _Toc235286567]Market Analysis (Competitors, Customers, Target Groups)
Market analysis is the process of researching and evaluating a market to understand customers, competitors, market trends and business opportunities. It helps organisations identify customer needs, assess market demand and develop effective marketing strategies (Kotler, Keller and Chernev, 2022).
Local Market Overview
‘At Granny’s’ will operate in Aveley, Essex, within Thurrock Borough, benefiting from excellent transport links via the A13 and M25. Thurrock has a population of approximately 176,000 and a diverse community, creating demand for international food products (Thurrock Council, n.d.). Although the area is diverse, it currently has no specialist bakery that offers freshly baked Moldavian products.
Competitors and Competitive Advantage
The local bakery market is limited, with Liva’s and A Slice of Eden primarily offering traditional British baked goods. Supermarkets such as Tesco, Aldi, Lidl, Asda and Morrisons provide affordable bakery products, while Eastern European food stores mainly sell imported rather than freshly baked goods. ‘At Granny’s’ will differentiate itself by offering authentic, handmade Moldavian baked goods, prepared daily using traditional family recipes, and by providing a unique cultural experience supported by personalised customer service.
Customers and Market Opportunity
The bakery aims to serve Moldavian, Romanian, Ukrainian, and Polish communities in Aveley and surrounding towns, as well as local families, workers, and British customers interested in artisan and international foods. The lack of a dedicated Moldavian bakery in Thurrock, combined with growing cultural diversity and a rising demand for artisan products, offers a significant market opportunity for ‘At Granny’s’ to establish a unique position in the local bakery market. 
The Segmentation, Targeting and Positioning marketing analysis is provided in Appendix B.

[bookmark: _Toc235286568]PESTEL Analysis 
PESTEL analysis is a strategic management tool used to examine the external macro-environmental factors that may affect an organisation. It considers six key areas: Political, Economic, Social, Technological, Environmental and Legal factors, enabling businesses to identify opportunities and threats within the external environment (Whittington et al., 2019).
Political factors
The bakery must comply with UK food hygiene, licensing, employment and taxation regulations, while government support schemes may provide funding opportunities (Business.gov.uk, n.d.).
Economic factors
Inflation and higher food and energy prices may increase operating costs, but Thurrock’s growing population sustains customer demand.
Social factors
Aveley’s diverse population and increasing interest in artisan and international foods create demand for authentic Moldavian bakery products.
Technological factors
Modern baking equipment, online ordering, POS systems and social media will enhance operational efficiency and customer engagement.
Environmental factors
Sustainable practices, including recyclable packaging, waste reduction and energy-efficient equipment, will help reduce environmental impact and meet customer expectations.
Legal factors
The bakery must comply with UK food safety, allergen labelling, employment and consumer protection legislation to protect customers and maintain its reputation (Sutherland, 2023).

[bookmark: _Toc235286569]SWOT Analysis
A SWOT analysis evaluates a business’s internal strengths and weaknesses alongside external opportunities and threats to support strategic decision-making (Whittington et al., 2019). The full analysis in Appendix C indicates that ‘At Granny’s’ main competitive advantage stems from its authentic Moldavian recipes, handmade offerings, and rich cultural identity. Although limited start-up resources may constrain initial growth, rising demand for artisanal and Eastern European baked goods presents promising opportunities. Additionally, rising operating costs and local competition emphasise the importance of efficient cost control and targeted marketing strategies.
[bookmark: _Toc235286570]Marketing Mix (4Ps)
The marketing mix, commonly known as the 4Ps, is a framework consisting of Product, Price, Place, and Promotion. It helps businesses develop marketing strategies that meet customer needs while achieving organisational objectives and competitive advantage (Kotler and Armstrong, 2021).
Product
‘At Granny’s’ will offer a range of freshly prepared traditional Moldavian baked goods, including pastries, desserts and hot drinks.
Price
The bakery will implement a value-based pricing strategy, offering premium products at competitive prices. Loyalty cards, meal deals, seasonal promotions, and catering discounts will encourage repeat purchases.
Place
Products will be available in-store, by pre-order, via the bakery’s website, social media and local delivery services, providing convenient access for customers.
Promotion
Promotion will focus on building local brand awareness through social media. Promotions, free product tastings, and introductory discounts will attract new customers, while loyalty schemes, customer reviews, and partnerships with local schools, businesses, and community organisations will encourage repeat business.

[bookmark: _Toc235286571]Management Team 
‘At Granny’s’ will initially operate with a small management team to minimise start-up costs while ensuring efficient day-to-day operations. The owner will oversee production, finance, marketing, supplier relationships, customer service, and food safety compliance. As the business expands, more staff will be hired to support production and sales.
[bookmark: _Toc235286572]Management Team and Their Background
The table describing the management team and key responsibilities is provided in Appendix D.
[bookmark: _Toc235286573]Organisational Chart
In the first year, the organisational structure will remain straightforward to facilitate effective communication and decision-making. As the business grows, it may hire more bakers, delivery personnel, and administrative staff.
Figure 1. Organisational Chart

Source: Irina Brinza

[bookmark: _Toc235286574]Key Milestones
The key milestones, as presented in Appendix E, provide a structured roadmap for the successful launch and development of ‘At Granny’s’ in its first year of operation.
[bookmark: _Toc235286575]Financial Plan (One Year)
The financial plan shows that ‘At Granny’s’ is economically sustainable, assuming realistic sales, costs, and customer demand. Detailed financial forecasts are provided in Appendices F-J.
[bookmark: _Toc235286576]Sources of Finance 
The business requires approximately £55,000 in start-up funding, financed through the owner’s investment (£20,000), a Start Up loan or bank loan (£30,000), and a £5,000 contingency fund (Appendix F).
[bookmark: _Toc235286577]Cash Flow Forecast  
The 12-month cash flow forecast indicates that cash flow is expected to improve as sales grow throughout the first year (Appendix G).
[bookmark: _Toc235286578]Sales Forecast
By the end of the first year, sales are projected to average 50 customer purchases per day, driven by bakery items, hot drinks, and catering services (Appendix H).
[bookmark: _Toc235286579]Cost of Production Forecast
Production costs include ingredients, packaging, wages, rent, utilities and other operating expenses. Efficient stock management and waste reduction will help control costs (Appendix I).
[bookmark: _Toc235286580]Break-Even Analysis 
The break-even analysis indicates that the bakery is expected to cover its operating costs within the first year, assuming the projected sales targets are met (Appendix J).
[bookmark: _Toc235286581]Operations and Management Plan
[bookmark: _Toc235286582]Production of Goods and Services
Products will be prepared daily on-site to guarantee freshness and a reliable supply. Ingredients will be sourced from reputable UK suppliers and specialised Eastern European wholesalers. Regular stock management, hygiene protocols, quality checks and allergen management will ensure compliance with UK Food Standards Agency regulations (Gov.uk, n.d.). Customers will be able to purchase products in-store, place pre-orders and use local delivery services.
[bookmark: _Toc235286583]Technology Plan
Modern commercial baking equipment will improve production efficiency, while a Point of Sale (POS) system will handle sales, payments and inventory. Accounting software, such as QuickBooks or Xero, will support financial management, and the bakery’s website and social media platforms will support marketing and order handling.
[bookmark: _Toc235286584]Human Resource Plan
During the first year, the bakery will operate with a small team consisting of the Owner and Managing Director, a Bakery Assistant and a Sales and Customer Service Assistant. The owner will oversee the business operations, finance, purchasing and marketing, while staff will support production and daily operations. Employees will receive training in food hygiene, health and safety, allergen awareness and customer service, supported by regular performance reviews (Gov.uk, n.d.).
[bookmark: _Toc235286585]Expansion Plan
In the first year, the business intends to establish a loyal customer base, achieve break-even, and enhance brand recognition. From years two to three, it will expand production capacity and delivery services, while introducing new products based on customer demand. If profitability continues, a second bakery is planned to open within five years.
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Appendix A: ‘At Granny’s’ - Product Range
	Traditional Placinte (fillings)

	Savoury fillings:

	Farmer's cheese

	Farmer's cheese & fresh herbs

	Potato

	Cabbage

	Sweet fillings:

	Sour cherries

	Pumpkin

	Apple

	Traditional Desserts:

	Homemade biscuits

	Powdered sugar crescent cookies

	Cozonac (sweet bread)

	Pasca (sweet cheese Easter bread)


Source: Irina Brinza
The table presents the main product range of ‘At Granny’s’, highlighting traditional Moldavian baked goods and desserts that serve as the bakery’s primary offerings. Additional seasonal fillings and desserts will be introduced throughout the year, in line with customer demand and traditional Moldavian celebrations.






Appendix B: Market Analysis - STP model. 
The Segmentation, Targeting and Positioning (STP) model is a strategic marketing framework used to identify customer groups, select the most attractive target market, and position products to meet customer needs more effectively than competitors (Kotler, Keller and Chernev, 2022).
Market Segmentation
Market segmentation divides customers into groups with similar characteristics (Kotler, Keller and Chernev, 2022). ‘At Granny’s’ will segment its market by:
Demographic: Adults aged 18-65, families, professionals, and Moldavian, Romanian, Ukrainian and Polish communities.
Geographic: Customers in Aveley, Thurrock and nearby towns.
Psychographic: Customers who value authentic homemade food, traditional recipes and artisan products.
Behavioural: Customers seeking fresh bakery products for everyday use or special occasions.
Target Market
The main target market consists of Moldavians and other Eastern Europeans seeking authentic baked goods from their home countries. This market is underserved, as Thurrock lacks a dedicated Moldavian bakery. The secondary market includes British consumers, local families, workers, and food enthusiasts interested in artisan and international bakery products, driven by growing cultural diversity and a desire for unique food experiences.
Market Positioning
‘At Granny’s’ will position itself as Thurrock’s only specialist Moldavian bakery, offering freshly baked products made daily using traditional family recipes. Unlike supermarkets and local bakeries that primarily sell mass-produced British goods, this business will offer authentic handmade products, personalised service, and a welcoming cultural experience. This positioning creates a competitive advantage by combining authenticity, freshness, and cultural heritage. 
Appendix C: ‘At Granny’s’ SWOT analysis
	Strength:

	Weaknesses:


	· Authentic Moldavian recipes unavailable locally
· Freshly made bakery products, handcrafted with care
· A strong sense of cultural identity
· Strategic location with good transport links to Aveley and neighbouring towns
	· New business lacking an established reputation
· Limited initial budget for the 
start-up
· Initially, small-scale production capacity
· Reliance on the owner in the initial stages


	Opportunities:

	Threats:


	· Increasing Eastern European community in Thurrock
· Rising demand for artisanal and international cuisine
· Online ordering and delivery services
· Providing catering services for local events and businesses

	· Competition from supermarkets and well-known bakeries
· Rising ingredient and energy costs
· Economic uncertainty is reducing consumer spending
· New competitors entering the local bakery market


Source: Irina Brinza
The SWOT analysis highlights the company’s internal strengths and weaknesses, as well as external opportunities and threats that could impact long-term success and strategic planning.




Appendix D: Management Team and Their Background
	Role:
	Key Responsibilities:

	Founder & Managing Director
 (Irina Brinza)
	Oversees operations, finance, marketing, supplier relationships and regulatory compliance.

	Bakery Assistant
	Supports baking, food preparation, stock control, and general bakery daily operations.

	Sales & Customer Service Assistant
	Manages sales, orders, payments and customer service.


Source: Irina Brinza
The table outlines the proposed management structure for ‘At Granny’s’, detailing the key roles and responsibilities required to support the bakery’s daily operations during its initial stage of development.













Appendix E: Key Milestones 
	Timeframe
	Milestones

	Months 1-2
	Obtain business funding and complete company registration.

	Months 2-3
	Prepare and set up the bakery premises in Aveley.

	Months 3-4
	Buy bakery tools and kitchen furniture.

	Months 4-6
	Secure food hygiene registration, licenses, and insurance.

	Months 5-6
	Develop suppliers, test recipes, and finalise the product range.

	Months 6
	Hire and train staff members.

	Months 6
	Create social media profiles and start a local marketing campaign.

	Months 7
	Official opening of ‘At Granny’s-Traditional Moldavian Bakery’.

	Months 8-12
	Build a loyal customer base by implementing loyalty cards and offering catering services.

	End of year 1
	Reach the break-even point and secure at least 300 regular customers to align with the business goals.


Source: Irina Brinza
The key milestones provide a structured roadmap for the successful launch and development of ‘At Granny’s – Traditional Moldavian Bakery’ during its first year of operation. The plan begins with securing funding, completing business registration and preparing premises, followed by purchasing equipment and obtaining the necessary licences and food hygiene approvals. Before opening, suppliers will be established, recipes finalised, staff recruited and trained, and marketing activities launched to raise local awareness. Following the official opening in month seven, the business will focus on building customer loyalty, expanding catering services and achieving break-even by the end of the first year.
Appendix F: Start-up Costs and Sources of Finance
Start-up Costs
	Items
	Costs (£)

	Lease deposit (3 months)
	6,000

	Shop refurbishment & decoration
	7,000

	Commercial bakery oven
	9,000

	Dough mixer
	2,500

	Refrigeration & freezer
	3,500

	Display counters
	3,000

	Small bakery equipment
	2,000

	Furniture & seating
	2,000

	Initial ingredients & packaging
	2,500

	Licences, insurance & registrations
	1,500

	Website & branding
	1,500

	Initial marketing campaign 
	2,000

	Working capital reserve
	12,500

	Total Start-up Cost
	55,000


Source: Irina Brinza
The table outlines the projected initial costs for setting up the bakery before opening for business.
Source of Finance
	Source
	Amount (£)

	Owner's Savings
	20,000

	Start Up Loan / Bank Loan
	30,000

	Contingency Fund
	5,000

	Total Finance
	55,000


Source: Irina Brinza
The table presents the financing plan for the initial investment required by the business.

Appendix G: 12-Month Cash Flow Forecast
	Month
	Cash In (£)
	Cash Out (£)
	Net Cash Flow (£)

	January
	8,000
	11,500
	-3,500

	February
	9,500
	11,300
	-1,800

	March
	11,500
	11,400
	100

	April
	13,000
	11,500
	1,500

	May
	14,500
	11,800
	2,700

	June
	15,500
	12,000
	3,500

	July
	16,500
	12,300
	4,200

	August
	17,000
	12,500
	4,500

	September
	18,000
	12,700
	5,300

	October
	18,500
	13,000
	5,500

	November
	19,500
	13,200
	6,300

	December
	22,000
	14,000
	8,000

	Total Income
	£183,500
	
	

	Total Expenses
	£147,200
	
	

	Projected Cash Surplus
	£36,300
	
	


Source: Irina Brinza
The cash flow forecast shows the expected cash movements during the first year, highlighting growing liquidity as sales rise.








Appendix H: Sales Forecast
Assumptions:
· Average selling price = £7.00 per customer
· Average customers increase from 40/day to 100/day
· Open 26 days per month
	Month
	Average Customers/Day
	Monthly Sales (£)

	January
	40
	7,280

	February
	45
	8,190

	March
	50
	9,100

	April
	55
	10,010

	May
	60
	10,920

	June
	65
	11,830

	July
	70
	12,740

	August
	75
	13,650

	September
	80
	14,560

	October
	85
	15,470

	November
	90
	16,380

	December
	100
	18,200

	Projected Annual Sales
	
	£148,330


Source: Irina Brinza
The sales forecast predicts customer numbers and revenue growth for the first year, based on realistic trading assumptions.





Appendix I: Cost of Production Forecast
	Cost Category
	Annual Cost (£)

	Ingredients
	33,000

	Packaging
	4,500

	Staff Wages
	36,000

	Rent
	18,000

	Utilities
	6,000

	Insurance
	1,500

	Marketing
	3,000

	Equipment Maintenance
	2,000

	Cleaning & Hygiene
	1,500

	Office/Admin Expenses
	2,000

	Miscellaneous
	2,500

	Total Annual Costs
	£110,000


Source: Irina Brinza
The production cost forecast outlines the expected yearly operating expenses needed to produce and sell the bakery’s products.










Appendix J: Break-even Analysis
Estimated Selling Price:
Average selling price per customer - £7.00
Variable Cost per Sale:
	Ingredients
	£1.60

	Packaging
	£0.40

	Utilities
	£0.30

	Other Variable Costs
	£0.20

	Total Variable Cost
	£2.50


Source: Irina Brinza
The table shows the variable costs used to determine the contribution per sale.
Contribution per sale:
Contribution = Selling Price – Variable Cost = £7.00 - £2.50 = £4.50
Annual Fixed Costs:
	Fixed Cost
	Amount (£)

	Rent
	18,000

	Wages
	36,000

	Insurance
	1,500

	Marketing
	3,000

	Equipment
	2,000

	Utilities (Fixed)
	4,500

	Other Costs
	5,000

	Total Fixed Costs
	£70,000


Source: Irina Brinza
Break-even Formula
Break-even Units = Fixed Costs ÷ Contribution per Sale=
= £70,000 ÷ £4.50 = 15,556 customer purchases per year
Monthly: 15,556 ÷ 12 months = 1,296 customers
Daily: 1,296 ÷ 26 opening days = 50 customers per day
The fixed cost analysis underpins the break-even calculation, showing the minimum sales needed to cover the operating expenses.



Owner/Bakery Manager
Irina Brinza


Bakery assistant



Sales and customer service assistant
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