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Executive Summary
The current report sheds light on the idea of a new business, named PastryHub, who will serve delicious and quality artisan pastries, cookies, ready-to-drink, and breads in the Southwark Borough of London. The company will use organic materials and natural sweetener without adding any additives in their products, which will attract the health-conscious younger people. Apart from this, the firm will also introduce self-service and cashless payment option for their customers. The report portrays a marketing audit for understanding the level of competition and the preference for such products in the existing market, through SWOT, PESTLE, Porter’s 5 forces, survey, and competitor analysis. Apart from this, the target market, marketing plan, and management team related information of PastryHub is also given in this report. At the last part, a detailed financial plan is also included for understanding the profit and loss probability of the business. 
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[bookmark: _Toc58767488]1. Business/Company overview
[bookmark: _Toc58767489]1.1 Company overview
Although there are different types of food products available in the current market, and which are very popular also, the sweetest emotion of every human being can only be nourished by some sweeter dishes. Sweet dishes are often termed as the 'show-stopper' of a meal, and among all types of traditional desserts, pastries hold a certain upgraded position from the very old days. The company PastryHub will serve artisan pastries of superior quality and delicious taste to the local community of Southwark Borough. The tagline of the company will be 'Happiness starts here'.
[image: E:\December\Freelance\6th\1a37f5f2-4a06-43d9-a93c-047bd20bdc2a.jpg]
[bookmark: _Toc58764553]Figure 1: Logo of PastryHub
[bookmark: _Toc58767490]1.2 Problem worth solving
According to the statement of Akhmedova and Suschenko (2019), having sweet dishes in our everyday meal can be considered as a type of necessity for many people. Unfortunately, there are ample number of health issues, which might be caused due to having sweet products every day. Consuming too much sweet products can affect the body from different adverse perspectives. Since the bakery items like pastries and cakes are also categorised under the sweet tooth category, therefore, regular consumption of such products can affect out health. For example, in every bakery shop, the foods are generally produced from different synthetic materials, which are comprised of salt, sugar, and fats, along with fibre and micronutrients. Although the last two ingredients have positive impacts on the health of consumers, the maximum percentage of the bakery products are filled by the former three, which have high negative impacts on human health (Annushkina and Regazzo, 2020). For example, fat is always being a prime element, which is used between the croissant dough layers, in order to get the crispy and light texture. On the other hand, sugar is used while baking cakes for reducing the water activity and growing the shelf life. Over-consumption of bakery products can increase the level of saturated fats in the body, which ultimately leads to the rise of bad LDL cholesterol in the blood. According to the medical reports, the increasing amount of bad LDL can also increase the risk of stroke and heart disease. On the other hand, extreme eating of sweets like pastries can also be the reason of obesity, especially among the children, due to their current sedentary life style (Thao and Duong, 2019). However, the problem is that such health issues could not change the eating habits of sweet lovers, especially the cake-lovers, and therefore, some alternatives are required for them. 
In the local community of Southwark Street of Southwark Borough, the eating habits of the consumers are required to be changed, as an increasing graph of sweet consumption has been observed in that area. On the other hand, the area also lacks any such types of cafeteria or pastry shop, where people can seat and eat their sweet dishes with their family and friends. Hence, it becomes essential to open such type of outlet by bringing some innovative product and service idea for managing the health of the community and society.
[bookmark: _Toc58767491]1.3 Solution proposed
As per the statement of Saraiva et al. (2020), every person, having the consumption of sweet consumption, needs to take some right decisions and right choices, as people are now enough aware about the negative sides of consuming extreme sugar. Hence, the proposed solution for solving this problem is usage of organic ingredients and natural sweetener while baking the cakes, cookies, pastries, and other tasty treats. This could be the healthy alternatives for the sweet-lovers, especially the pastry-lover people. 
One of the major and primary benefit of using organic materials is it reduces the possibility of consuming pesticides, as the organic ingredients have no direct exposure to the pesticides. Therefore, people do not need to think about the harmful impacts of pesticides on the health status. On the other hand, Brütsch et al. (2018) mentioned that most of the pastries produced by the bakers contain different types of preservatives and additives, which are also harmful for the consumers. The toxic substances can create much issues in the bodies. Hence, using organic ingredients while baking pastries would reduce the usage of preservatives and sugary additives, which would ultimately make the health better in a long-run. Forleo et al. (2017) mentioned that reducing the level of chemicals used in the baked foods is also necessary. Hence, consuming organic pastries would be the only solution for avoid eating the harmful chemicals as well. 
Based on the above proposed solution, the management team of PastryHub decided to open a pastry shop for the sweet lovers of Southwark Borough, as it is already mentioned in the above section that the area needs such a place. Apart from this, using organic materials, sugar free elements, natural sweetener, and other less harmful ingredients would also make the lives better of the local residential of Southwark Borough. 
PastryHub will retain a true vision of bringing some new and innovative concept in the old-fashioned bakery industry. Not only for the local communities, PastryHub will also be a favourable location for the thousands of tourists, who visit London every year. Coupling the idea of organic materials and natural sweetener would create an USP of the firm. Apart from this, the exceptional customer service of the firm will also create a comfortable atmosphere for the consumers. The personalised pastry making experience will be joyful for the customers also. Different online and offline events will also make customers happy and they can make fun by joining the special pastry baking classes offered by PastryHub. Additionally, due to the presence of COVID-19 situation, the firm will incorporate self-service and cashless payment option, via different online payment platforms. The pleasant place besides the Thames river makes good memories for every customer. 
[bookmark: _Toc58767492]1.4 Mission and Vision
As reflected through the tagline of the company, it can be stated that the mission of the company is to make 'happy customers' by delivering them quality pastries, made from different scratch items as well as organic materials. Various types of artisan pastries will be made by the bakers, along with maintaining a creative and innovative environment, for maintaining the traditional roots of baking as well as the uniqueness of delicacies. Apart from this, the mission of the company will also include creating awareness regarding additive-free baking, along with the usage of organic products. 
Following are the mission statements, which would be followed by the new firm-
· To develop a bakery that will help to design and develop quality range of pastries from the raw products.
· To bake various flavours of pastries that have different flavours. 
· To develop a work environment that helps to support the growth of the employees and utilise their skills to provide the organisations to tackle the volatility of the global market. 
· To create warmth and a working environment so that the different customers can develop the interrelations for a longer duration. This would help the customers to retain the quality relationship for a higher time and would help them to benefit in a well-planned way. 
Vision statement: To innovate pastries by making everything from scratch on-site
The objective of the firm is as follows:
To establish an environment of learning within the organisational circle by imparting quality training methods and developmental activities that helps in additive free baking and ensures the smooth achievement of the targets being set up
[bookmark: _Toc58767493]1.5 Core values
One of the significant core value of the company is to ensure that all the staffs or employees would be treated equally in a proper manner, as this would make them happy and they could make the customers happy. Maintaining a work-life balance of the employees would be another core value of the firm, for maintaining a good mental health condition and ensuring quality services to the customers all day long. Apart from this, the company management will also focus on resolving any kind of customer complaints, in order to maintain a prompt and quality customer service protocol.
[bookmark: _Toc58767494]1.6 Business Model Canvas
As per the requirements of the market and customers, PastryHub will require developing an extensive business model. The business model of the firm is represented through the following Business Model Canvas. According to the statement of Huhtala and Feldt (2016), business model canvas can be mainly used for defining the primary focus on the business. It supports the management team of an organisation in launching a profitable business, not only via bringing innovative products but also via designing the business paths correctly. Apart from this, the BMC is also viable for the new business ideas, as it helps the firms in avoiding the situation of market failure and making a proficient product or market fit planning for the business. The nine business elements of the BMC connect the primary elements of a business, such as value proposition, revenue streams, and customer segments, based on which the business management team can further develop the marketing plans, strategies, positioning statement, sales strategy, and so on. From this perspective, it can be stated that the following BMC would be beneficial for PastryHub, as investors could properly have understood what type of activities are there, which key people are involved, and what cost structure would be followed in the business.


	Key Partners
· Suppliers of different organic raw materials
· Suppliers of cake baking equipment
· Distributors
· Consultation firms
· Bakery Chef Association
· Technical consultation team for website development
· Investors
· Funding people
· Hotels, restaurants, cafeteria
	Key Activities
· Sales activities
· Product designing
· Human resource planning
· Marketing and promotion
· Supply chain management
· Procurement and logistics management
· Inventory management
· Customer handling
· Participating in events, like wedding, birthdays, or other festivals

	Value Propositions
· Made from scratch products
· Mainly used organic materials for pastry preparation
· Absence of sugary additives
· Suitable for children and diabetic population also
· Personalised pastry making options
· Cashless payment and self-services
	Customer Relationship
· Direct selling approaches
· Home delivery of products
· Online ordering 
· Taking bulk orders
· Prompt and quick customer services
	Customer Segments
Local community of Southwark Borough, including the students of schools, colleges, and younger workers working in different nearby offices
Both male and female customers
Children and diabetic population also




	
	Key Resources
· Human resources
· Financial resources
· Equipment for baking
· Organic resources and scratch products
· Different equipment for decorating the Centre
· Logistics for delivering the products

	
	Channels
· Different online and offline platforms
	

	Cost Structure
· Material cost
· Machinery and equipment 
· Logistics and supply chain items
· Inventory management cost
· Consultation cost
· Employee wages
· Decoration materials
· Marketing and promotions
· Miscellaneous
	Revenue Streams
· B2C and B2B selling (to direct customers and to other hotels or cafes)
· Different online events, lie Special baking classes
· Different offline events, like office parties or small personal parties
· Social media video contents
· Sponsorship



[bookmark: _Toc58764339]Table 1: BMC of PastryHub
(Source: created by learner)
There are total 9 elements included and represented in the above BMC of PastryHub. The 9 elements are as follows-
· Key partners- The BMC represents that PastryHub will require a number of partners for operating their business effectively. For example, one of the main key partner of the organisation would be the suppliers of different organic raw materials. Apart from this, the suppliers of cake baking equipment would also be considered as one of the key partner. Additionally, another major player for the new business is investors or other funding people, from which the firm will collect their required amount of budget. Moreover, some other key partners of PastryHub are distributors, Bakery Chef Association, hotels, restaurant, and cafeteria chains.
· Key activities- There are a number of activities, which are conducted by the people of the firm, such as marketing, promotioning, product designing, area designing, supply chain management, inventory management, procurement and logistics, customer management, and so on. Additional to this, the firm will also participate in different small or medium sized events, either in corporate parties or for individual ones.
· Key resources- The key resources of the firm will include human resources, financial resources, different machineries or equipment for baking, organic resources and scratch items, different equipment for decorating the area, and logistics. All of these are required for operating the business, and unavailability of any of the certain resource would create issues for the new firm.
· Value propositions- The BMC represents that the firm will deliver a number of values for their customers. At first, the firm will operate for solving a particular problem faced by the consumers, through consuming the sugar-coated pastries. In order to maintain the pastry-loving behaviour of the people and the physical health status, the firm will use organic materials, natural sweetener, and less preservatives while making the products. On the other hand, personalised pastry making, cashless payment, and self-service option would also add values to the services.
· Customer relationship- The firm will follow different strategies for managing the relationship with customers. The primary one is direct selling approaches. Apart from this, the company will also take online orders from their customers, along with bulk orders for different small events, like office parties, birthday parties, and so on. Products will also be delivered to home via online ordering. 
· Channels- Different online and offline platforms are used as the primary channels or mediums for managing the relationship with the customers. For example, different social media channels would be used by the firm for understanding customer perception, gaining their feedbacks, and promoting different offers. On the other hand, food magazines would be used as the offline platform, where the firm will provide advertisement regarding their speciality products.
· Customer segments- Local communities of Southwark Borough, including the school-going students and young office workers, who would be the primary customers of the segment. On the other hand, since the product will contain organic materials and natural sweetener, children and diabetic people would also be included in the customer segments.
· Cost structure- The cost structure for the business will include material costs, machinery and equipment cost, logistics and supply chain items, inventory management cost, decoration materials, marketing and promotion cost, employee wages, and so on.
· Revenue stream- The firm will earn revenue by selling their products to both in B2B and B2C market, for example, PastryHub will serve to individual customers and other hotels or cafeterias. Apart from this, the firm will also get their desired revenue from the video content promotion and sponsorship programs. Additionally, different online and offline events will also make the paths of generating revenue for the firm.
[bookmark: _Toc58767495]2. Product and services
[bookmark: _Toc58767496]2.1 Descriptions of products and services
	Croissants
	Flaky and rich types of pastry rolls, which are termed due to their crescent shapes
	[image: Easy Croissant Recipe: this way is so much easier! -Baking a Moment]

	Apple Pie
	Type of fruit tart or pie, which is mainly prepared by using the pulps of Apple. This is often served with cheddar cheese, whipped cream, or ice cream on the top of it
	[image: Mini Apple Pies - Live Well Bake Often]

	Cannoli
	Tube-like fried pastry shells, often filled with different sweetened creamy flavour as well as ricotta cheese
	[image: Easy Homemade Cannoli Recipe - Shugary Sweets]

	Bakewell pudding
	Type of flaky pastry base, generally covered by fruit jams, like strawberry or raspberries, along with the toppings of almonds and custard. This is a type of shortcrust pastry.
	[image: BAKEWELL PUDDING | Food & Table]

	Strudel
	A type of layered pastry, made with filo pastry and serve with creamy variations
Customer will get this in different variations, such as cheese, apple, sour cherry.
	[image: Homemade Toaster Strudel - Cooking Classy]

	Charlotte
	Type of trifle, which could be served either cold or hot, and also known as ice-box cake, made by sponge cake or biscuit cookies, filled by custard or fruit puree
	[image: ]

	Cinnamon roll
	Type of Danish pastry, or also known as Cinnamon bun or Cinnamon swirl, generally made from sugar, flour, sugar, butter, and cinnamon and served with icing or cream cheese
	[image: ]

	Danishes
	Diverse pastry flavours, like cheese, mango, cherry, apple
	[image: Interesting facts about Danish pastry | Just Fun Facts]

	Cronut
	Type of croissant-doughnut pastry 
	[image: ]

	Some other common forms
	Some common forms of pastries will also be available, like White forest, Black Forest, Red Velvet, Dark Chocolate, and so on. 
	[image: Red Velevt Cake Recipe: How to make Christmas Red Velvet Cake Recipe at  Home | Homemade Red Velvet Cake Recipe - Times Food]
[image: Black forest cake (No Oven, No eggs), how to make black forest cake]
[image: Dark Chocolate Orange Cake Recipe | Recipe | Orange chocolate cake,  Desserts, Cake recipes]


[bookmark: _Toc58764340]Table 2: Product list of PastryHub
(Source: Created by learner)
Apart from the above, different types of cookies, flavoured bread options, rumballs, and ready-to-drink items will also be served to the customers. All of the drink items and other food products will be made without sugary additives and synthetic materials. Some of which are as follows-
	Apple juice
	This is one of favourite juice of the UK people, which is purely made from apples, by adding honey and other natural ingredients.
	[image: ]

	Blue lagoon
	This is a type of cocktail, containing blue curacao, lemonade, and vodka. However, vodka will be optional as per the requirements of the customers. Sometimes, customers prefer raspberry cordial and lime cordial with blue lagoon, which is then termed as Fruit tingle.
	[image: ]

	Frappuccino
	This is a type of milkshake, containing ice cream, espresso coffee, frothed milk, and cappuccino. The speciality of PastryHub Frappuccino will be the presence of honey and organic alternatives.
	[image: ]

	Cold coffee
	This is a type of coffee beverage, which is served in a chilled state. Coffee and Ice is the main ingredient of making cold coffee. Different variations will be available in PastryHub, such as Iced latte, Iced Mocha, and so on.
	[image: ]

	Tea
	Great Britain is often named as the series of tea-drinkers, as people love to have tea at a regular and timely basis. Hence, PastryHub will serve different tea brands, like Twinnings, Yorkshire Tea, Tetley, PG Tips, Lipton, Chelsea, Clipper, TeaPigs, and so on.
	[image: ]

	Rum balls
	This is a type of confectionary cake, more like a truffle, which is made from chocolate or butter, along with rum.
	[image: ]

	Flavoured bread
	PastryHub will serve different types of flavoured breads, such as rainbow bread, banana bread, baguette, breadstick, challah, ciabatta, focaccia, and so on.
	[image: ]

	Cookies
	Different type of cookies will be available in PastryHub, some of which are as follows-
· Chocolate chip cookies
· Oatmeal raisin cookies
· Shortbread cookies
· Gingersnaps
· Peanut butter cookies
· Whoopie Pies
· Kiss cookies
· Biscoti
· Spritz cookies
· Snowball cookies
	[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]


[bookmark: _Toc58764341]Table 3: Product list of PastryHub
(Source: Created by learner)
PastryHub will provide some additional services to their customers, such as self-service option and cashless payment. In cashless payment, customers have to collect the token for getting the desired pastry according to their preferences. All the products of PastryHub will be additive-free and purely made from different edible organic products. The raw materials will be acquired from different ethical sources. All this will be sourced ethically. As per the study conducted by Gould (2017), the success, as well as the reputation of the organisation, depends on the ethics that is being followed by the business organisation. In addition to this, natural sweeteners like honey and other sweet products will be used. Additional to the above, the firm will also provide the opportunity of preparing personalised pastries as per their preferable flavours. Customers can see the pastry making process if they want. 
[bookmark: _Toc58767497]2.2 Company’s USP
According to the statement of Malc et al. (2016), the USP or Unique Selling Proposition of any brand can make clear differentiation of their products from the other companies operating in the same industry. This is often considered as one of the key positioning element, which explains different characteristics of the proposed products or services. The brands having USP can easily persuade the customers through their market values, quality features, better style and representation, elite services, and various other uncommon attributes. PastryHub will also have their USP, as they offer a coherent solution of the problems faced by the current dessert-lover population. Presence of organic scratch materials, natural sweetener, and absence of preservatives or additives are the main USP of PastryHub’s products. Apart from this, providing opportunity of personalised pastry preparation can be considered as the service USP of the brand. Yin and Ritter (2020) mentioned that USP can appeal the values proposed by the brand, based on which buyers or consumers might return in the upcoming days. Hence, it can be stated that USP can also create a loyal customer base. Additional to the above, PastryHub will also make their USP through providing the opportunities of cashless payment and self-service facilities. 
[bookmark: _Toc58767498]3. Market audit
[bookmark: _Toc58767499]3.1 SWOT
In order to understand the growth opportunity of PastryHub, it is at first necessary analyse the internal environment of the organisation. Through using SWOT framework, the micro environmental factors could be analysed. According to the statement of Gürel and Tat (2017), SWOT will be effective in understanding the business better, addressing the weaknesses, deterring the threats, and capitalising the opportunities. 
	Strengths
	· PastryHub would have new type of product planning and new types of service facilities as well.
· The management team has core skills and talents in different field.
· Prompt customer service and competitive pricing would make the products quiet reasonable compared to the rival groups.
· The menu of the pastry shop will be suitable for the people having health consciousness or any kind of health issues, like diabetics. This would make a strong customer base for the pastry shop. 
· Having different value-added services would make the firm a strong competitor in the UK bakery industry.
· Appropriate location of the brick-and-mortar store would make PastryHub a popular name in the industry.
· Home delivery and online booking system would also be served as a competitive strength of the firm.

	Weaknesses
	· The product range would still have limitations; as other pastry shops have more range of product portfolio.
· Since the pastry shop would be new in the UK market, therefore, absence of sufficient popularity and reach might affect the business growth.

	Opportunities
	· PastryHub will launch their online business along with the brick-and-mortar store, which would create better opportunities for reaching to an expanded customer base. 
· The shop can focus on delivering their products outside of Southwark Borough, which would support in the development of firm’s reputation. 
· Aggressive promotion through online and offline media channels would also help in engaging customers and generative revenue.
· The firm could focus on partnership business model by partnering with different hotels, restaurants, and cafes, where the firm will serve their products in a bulk amount.
· Increasing the options of product customisation would attract more people. 
· Increasing the area of seating and making a relaxed environment inside the shop would make customers satisfied. 

	Threats
	· Extensive level of competition in the bakery market, as there are a number of major players currently operating in the UK bakery industry.
· Global presence of the different bakery firms would make the growth and expansion of the firm more difficult. 
· The industry is growing continuously, and therefore, it makes easy paths for the new venture firms.


[bookmark: _Toc58764342]Table 4: SWOT analysis
[bookmark: _Toc58767500]3.2 PESTLE
	Options
	External considerable factors
	Factors affecting bakery industry

	Political
	Political stability
Taxation rate
Industry regulations
Global trade agreements
Global trade restrictions
Government policy
	For every industry, the decision of UK government to leave their EU association after Brexit might create uncertainty, especially with the future trading process. The profit margins of the companies would be affected due to this movement.
Due to the current pandemic condition, the UK government has restricted in-person shopping trends. Due to this reason, the brick-and-mortar stores of the bakery industry has been affected. 
Although UK political environment has sufficient political stability, the recent threats of terrorism affected the growth and development of the new businesses. 

	Economic
	Economic growth 
Inflation rate
Interest rate
Cost of living
Consumer spending habits
Labour costs
	Due to the Brexit impacts, as UK is leaving EU, the UK businesses face higher level of uncertainty due to the volatile market condition.
Due to the presence of COVID-19 pandemic, the market performance of the industry has been deteriorated up to a certain level, as people could not go and buy products from the store. This increases the dependency on online shopping process.
Changes in the consumer spending habits make certain modifications in the existing trends of the market.

	Social
	Trends among the consumers
Consumer buying patterns
Lifestyle factors
Population and demographics
	Bakery industry would be majorly influenced due to the presence of cultural diversity and differentiated preferences of the consumers.
Bakery industry will require some extensive and inclusive approaches for determining the necessary moves towards the market trends.
Certain changes have been observed in the lifestyle factors of the UK population, where people are inclined towards a healthier life style. Such changes made several impacts on the traditional pastry baking industry. 

	Technological
	Automation
Disruptive technology
Social networking
Robotics and AI
Innovation

	Social networking becomes one of the trendiest aspect in case of promotion and marketing of business, which is also followed by bakery companies. 
Continuous disruption in the technologies make the environment vulnerable for the industry, as except some of the major players, other smaller firms could not promptly cope up with the disruptions.
Automation, robotics, and AI would have the opportunities of changing the bakery production process in the upcoming future. 

	Legal
	Company Law
Common Law
Employment Law
Health and Safety Regulations
Customer Act
Employment Act
Food safety guidelines
	All the players of bakery industry would require following the principles of different legislations, policies, and practices.
National minimum wages of the employees increase in yearly basis, which would be difficult to maintain for the small new businesses of this industry.
Compliance with all the legislations often makes the operational process slower, however it retains higher significance for avoiding legal conflicts as well.
Bakery industry will mostly require a regulatory compliance standard for maintaining the food safety guidelines (Bell et al. 2017).

	Environmental
	Environmental restrictions 
Environmental law
Sustainability maintenance 
Ethical sourcing
Procurement and supply chain management 
	Increasing the number of environmentally conscious and ethical shoppers put the pressure on the industry players to source their raw materials in a proper way. 
However, ethical sourcing makes an increasing graph of the goods’ prices.
Since bakery industry includes different types of food products, therefore, along with ethical sourcing, it is also necessary to maintain the procurement standard and supply chain process, for avoiding any kind of harmful impacts (Ülkü and Hsuan, 2017). 


[bookmark: _Toc58764343]Table 5: PESTLE analysis
(Source: Created by learner)
[bookmark: _Toc58767501]3.3 Porter’s Five Forces
After conducting the micro and macro environmental analysis, considering the industry condition would be necessary for ensuring the success ratio of the business. Therefore, in order to analyse the current market or industry condition, Porter’s 5 force framework would be more suitable for the organisation. As mentioned by Cake et al. (2020), the five force framework supports the firms in understanding the factors influencing profitability in a specific industry. This could be helpful in informing different decisions regarding the business operations, whether to maximise the capacitance of the firm, to enter with specific focus, or to develop different competitive strategies. 
	Competitive rivalry
	High
	According to the report of Isabelle et al. (2020), there are various major players currently serving the bakery industry of the UK. Reports suggest that the top four UK bakery firms only consist around 11.7% market share, hence, it can be easily assumed that there are a number of small and medium size bakeries, contributing in the economic growth and development of the industry. Hence, it can be stated that PastryHub will face intense competition while starting operation in the industry.

	Bargaining power of suppliers
	Low
	As per the report of Lewis (2017), suppliers associated with the bakery industry do not have much power of negotiation due to the well-established market and nature of commodities the companies are selling in the market. Although bakery firms could be affected due to the price increment of the raw materials, but this change would mostly be the outcome global supply-demand determinants instead of the negotiation power of the suppliers.

	Bargaining power of customers
	High
	Since bakery industry shows extensive growth in the previous years and ample number of small, medium, and large enterprises are operating, therefore, customers would have different options of switching their brands and choices whenever they. Availability of lower prices, volume discounts, and other customised options makes the industry more vulnerable from the customers’ perspectives. 

	Threats of new entrants
	Medium
	Although the macro environmental condition of the UK is favourable enough for new venture firms, the threats of new entrants in this bakery industry is medium. The industry has a beneficial economic scale, however, this would not influence the success percentage or probability in the industry. Hence, Vasileva (2017) mentioned that small and new firms need to enter in the market with a small capital amount. Evidence suggests most of the bakery firms need prominent distribution channels, such as supermarkets, grocery stores, and retail outlets, which would be easier for them if the firms have a reputed brand name. 

	Threats of substitutes
	High
	Every organisation operating currently in this firm has different types of expertisation and innovation capabilities. Hence, it can be assumed that the firms are enough capable of substituting the other companies’ products. Apart from this, baking is a type of passion of the customers, and they can also make different new types of baked good recipes by using easily available ingredients. Hence, PastryHub would follow the threat of substitute products after launching the new wave of organic pastry making. 


[bookmark: _Toc58764344]Table 6: Porter’s five force table
(Source: created by learner)
[bookmark: _Toc58767502]3.4 Customer survey
Q1. Please state your age.
[image: ]
[bookmark: _Toc58764554]Figure 2: Response of Question 1
Analysis: According to the above response graph, it can be stated that around 80% of the participants belong from the age group of 18 to 25 years. This means that the popularity of pastry as a sweet dish is more among the young adults than the mid-aged population. Based on the survey result, it can be stated that targeting the younger generation will be feasible for the new pastry baking shop. 
Q2. Do you like eating different flavoured pastries?
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[bookmark: _Toc58764555]Figure 3: Response of Question 2
Analysis: 80% of the participants stated that they like to eat different flavoured pastries as a part of their meals. This analysis reflects the fact that despite of being more health conscious and more aware, the popularity of this sweet dish is not hampered till date. Hence, this will be a greater opportunity for PastryHub for developing and expanding their business. 
Q3. Do you like having pastry at least once in your meal per day?
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[bookmark: _Toc58764556]Figure 4: Response of Question 3
Analysis: 58.3% of the respondents stated that they would like to have pastry at least once in their meal per day, which reflects the popularity of this sweet dish among the local community of Southwark Borough. Reports suggest that not only Southwark Borough, pastry is considered as one of the most popular dessert for the UK people. Therefore, it can be assumed that the availability of different types of pastry made from organic products would be effective for enhancing the brand popularity of the firm, especially within the surrounding societies and communities. 
Q4. Among the following, which one is your favourite?
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[bookmark: _Toc58764557]Figure 5: Response of Question 4
Analysis: This question has some mixed review; as different participants have a different preference among the list of pastries. However, Cannoli and Danish received an equal percentage, which means that participants mostly prefer having these two types of pastries.
Q5. How far do you agree with the statement that pastry is one of the most common and popular desert option in the British culture?
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[bookmark: _Toc58764558]Figure 6: Response of Question 5
Analysis: Majority percentage thought in a same pattern that pastry is considered as a part of the most common as well as popular desert option in the British culture, as people consume it as a desert from the very ancient time. Hence, people living in London will always welcome different new and innovative pastry combinations. 
Q6. Have you heard about pastries made from organic scratch products and natural sweetener?
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[bookmark: _Toc58764559]Figure 7: Response of Question 6
Analysis: 60% of the respondents mentioned that they have not listened about such pastries made from organic scratch products as well as natural sweetener. Hence, it can be assumed that PastryHub will surely bring a new wave in the conventional pastry-baking process. The health conscious people could consume the pastries and other products without having the tension of being obese. 
Q7. Do you think that the new type of pastry would attract more the health conscious population?
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[bookmark: _Toc58764560]Figure 8: Response of Question 7
Analysis: As mentioned in the previous question, the new kind of pastry will attract more people, even who love to manage their health also, as the pastries and other food items served by PastryHub would not contain any artificial additives, sugar, or other harmful ingredients. Health-conscious teenagers would also like to eat such innovative pastries. On the other hand, the sugar-free products of PastryHub will also attract diabetic people and children also, as there would not be any probability of obesity, heart disease, tooth decay, or other health issues. 
Q8. Do you like to eat pastries with your family and friends?
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[bookmark: _Toc58764561]Figure 9: Response of Question 8
Analysis: 80% of the people stated that they like to have pastries with their family and friends. However, as mentioned earlier, Southwark Borough lacks such places of hangout, where people can enjoy having sweet dishes and drinks with their closed ones. Therefore, it can be assumed that the popularity of PastryHub will be more than prediction. The presence of Thames river beside the shop will add some extra points to the pastry shop.
Q9. Do you think that the option of self-service and cashless payment could add some competitive advantage for the new firm?
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[bookmark: _Toc58764562]Figure 10: Response of Question 9
Analysis: 83.3% of the respondents agreed with the statement that the self-service and cashless payment option could be more advantageous for the new business. The other pastry sellers of this community do not have cashless payment option, which is a necessary part, especially at the current pandemic situation. Apart from this, the self-service option will also help to maintain social distancing while visiting the pastry shop. 
Q10. What do you want more from PastryHub?
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[bookmark: _Toc58764563]Figure 11: Response of Question 10
Analysis: 50% of the respondents stated that they would like to see more product types in PastryHub, along with sufficient seating arrangements in the shop premises. Although PastryHub will serve different types of pastries, teas, coffees, cookies, and breads, customers would like to have more diversified product menu. On the other hand, as per the customer requirements, the shop premise will also require more number of seating arrangements for serving more customers at a time.
Q11. According to you, what would be the betterment option for PastryHub?
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[bookmark: _Toc58764564]Figure 12: Response of Question 11
Analysis: 33.3% of the respondents mentioned that increasing the types of products would be the most feasible option for the new firm, as it would attract more people and generate more revenue. The increasing product line will also expand the target market of the firm. However, along with this, there would be more other options, such as arranging the seating areas or adding some other value-services, for the betterment of the business.  
[bookmark: _Toc58767503]3.5 Competitor analysis
Due to the presence of a vast pastry-lover population and its popularity from the ancient time, it can be stated that a range of pastry firm is currently operating in the bakery industry of the UK. Since pastry is one of the traditional types of desert, therefore, a number of companies are there, who are popular in selling different types of pastries throughout the country. Some of the renowned pastry makers of the UK are Kova Patisserie, Lily Vanilli, Nordic Bakery, Violet, Rose Bakery, Brickhouse,Cutter, Hummingbird, Anges de Sucre, Cutter and Squidge, and so on (Vogue, 2018). Almost all of the companies have some sort of innovative products in their product portfolio, such as Kova Patisserie serves specialised Japanese cakes and organic Japanese teas, Lily Vanilli produces show-stopper artistic cakes, Nordic Bakery produces cinnamon buns, seasonal cupcakes produced by Violet, Cronut and Biskie of Cutter & Squidge, and so on. 
Dominique Ansel makes their innovation by hybridising the croissant and doughnut and named it Cronut. The name of this bakery is given after the name of French chef Dominique Ansel’s Belgravia Bakery, who made all the products more inviting for the customers. The location of the pastry shop is another point of attraction, as it invites people for having their popular dish Cronuts in an open-air environment (vogue, 2018). 
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[bookmark: _Toc58764565]Figure 13: Cronut of Dominique Ansel
(Source: vogue, 2018)
On the other hand, Kova Patisserie, which is one of the most recent bakeries of Soho, serves different Japanese cakes as well as organic Japanese teas. They specialise in the products like roasted green tea latte and Mille crepe cake (vogue, 2018). 
Bread Ahead provides freshly baked bread items to the customers. The speciality of this bakery shop is hidden in their bread production process. However, for explaining the process of baking a good and smelly bread, the firm provides opportunities of joining their online baking courses, for exploring the methods of kneading dough, filling doughnuts, and proofing pastries (vogue, 2018).
The Lily Vanilli produces a range of show-stopper cakes, which are nothing less than some pieces of art. This means that PastryHub will experience tough competition in this bakery market (vogue, 2018).
Another famous name of UK bakery market is Nordic Bakery, which is mostly famous for their specially made cinnamon buns. However, the bakery shop is also required to be mentioned for their coffee and cakes, and their unforgettable tastes, as well. 
Last but not the least, Cutter & Squidge also holds a certain position in the bakery market of the UK, as this bakery shop is famous for their cronuts and biskies. As per the report of Vogue, the combination of biscuit, cake, cookie, buttercream, and marshmallows, along with caramel and chocolate makes the shop a favourite destination for the dessert-lover customers. 
[bookmark: _Toc58767504]4. Target market
[bookmark: _Toc58767505]4.1 Current market size
According to the 2020 statistics published by Statista, it can be stated that the manufacturers of bread and fresh pastry of the UK had a sales value of around 6.3 billion British pound. According to the UK bakery market report, the value is around £3.9 billion, and this is considered as one of the largest food market in the whole food industry. The total volume of the industry is around 4 billion units, which is equivalent to 11 million loaves as well as packs sold by the firms in each single day. 
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[bookmark: _Toc58764566]Figure 14: Bread manufacturing sales 2008 to 2018 in the UK
(Source: statista, 2020)
Three different principle sectors are comprising the UK bakery industry, which are large plan bakery, in-store bakeries, and craft bakeries (fob.uk, 2020). The first type companies produce and sold around 85% of the items in the UK market, whereas the in-store bakeries produce around 12% of the whole, and the last one manufactures the rest percentage. 
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[bookmark: _Toc58764567]Figure 15: Market share of the UK bread production by volume and value
(Source: fob.uk, 2020)
Some of the major players in this industry are Warburtons Ltd, ABF Grain Products Ltd, Hovis Ltd, Finsbury Food Group Plc., and so on. The market share of the above-mentioned major players are as follows-
· Warburtons Ltd 6.6%
· Hovis Ltd 4.0%
· ABF Grain Products Ltd. 5.9%
· Finsbury Foods Group Plc 3.9% (Whitney, 2019)
From the analysis of 798 bakery companies currently operating in the UK, the following points have been derived, which are as follows-
· The average profit margin of the most profitable 354 bakery firms is around 6.2%
· The average profit margin of the least profitable 444 bakery firms is around 2.7%
· The values have been increased among 298 firms, which is more than 25%
· The values have been decreased among 339 firms, which is more than 25%
· Around 107 companies experienced loss in their profit margins in two consecutive years (Whitney, 2019)
Through considering the analysis of the firms and their current statistics, companies are often given ratings based on the ‘takeover attractiveness’. Around 305 companies are there having strong takeover ratings whereas around 237 companies operating in the market having the lowest or ‘danger’ ratings. On the other hand, 164 companies currently operating in the industry having the most attractive prospects for takeover. Among the different regions, London is considered as one of the most attractive area from the takeover perspective (Whitney, 2019).
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[bookmark: _Toc58764568]Figure 16: Market value of UK bakery industry
(Source: Whitney, 2019)
According to the Statista report, the current revenue in the bread and bakery industry of the UK is estimated to reach $14,621 million by the end of 2020, which has expected growth by 0.7% annually by the end of 2025. From the global comparative analysis, the highest revenue in this industry will be generated in China, which will be around $242,256 by the end of 2020. The average per capita consumption of the population will be 59.3 kg in the year 2020 (statista, 2020).
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[bookmark: _Toc58764569]Figure 17: Average revenue in the Bread and cereal industry of the UK
(Source: statista, 2020)
[bookmark: _Toc58767506]4.2 Market segmentation and targeting
As per the statement of Camilleri (2018), defining the target market before launching a new business is required for determining the probable growth and expansion of the firm. Apart from this, determining the target market is also an essential part of the decision-making process, especially while launching a new business. Hence, the detailed information of PastryHub's target market is given as follows-
· Segmentation- Based on the demographic segmentation, it is proved that in most of the cases children and younger people have the preference of having pastry very often compared to the mid-aged customers. On the other hand, since the pastries sold by PastryHub will be made from organic materials and natural sweetener, hence, youth people, having health consciousness, would also like to eat the products in their regular or occasional meals. Additional to this, due to the presence of natural sweetener and absence of sugary additives, the diabetic population will also be included in the segmented customer base. The raw materials used by PastryHub would act as the unique selling proposition and it would also attract the middle-aged customers as well.
· Targeting- The target market of PastryHub will first be the local community of Southwark Borough, including the students of schools, colleges, and younger workers working in different nearby offices. The target market will include both male and female customers, however, the number of female customers is comparatively higher. Additional to this, the pastries and other products offered by PastryHub would be especially consumable for the people suffering from diabetics.
[bookmark: _Toc58767507]4.3 Segmentation and targeting strategies
The strategies followed for choosing the segmented and target market is easier for the management team of the new firm. Based on the current market trends, it can be easily seen that the bakery industry of the UK is continuously growing, and therefore, ample opportunities are already there, supportive for the growth and development of a new business (Dolnicar et al. 2018). Increasing demand of such soothing sweet dishes is also present among the population. Therefore, PastryHub would mainly target the sweet-lovers but health conscious population, as they have less options of consuming the desserts on a daily basis. The market shows that most of the school-going, college-going, or young office workers want such types of delicious desserts with a feeling of relaxation and comfort. Hence, the plan of making organic pastry and other non-sugary desserts started from here. PastryHub also focused on targeting the people having health issues, especially diabetics, as they also have less options of consuming desserts. All of these people will provide sufficient values to the products and services of the new firm, as they would love to have fast and fun services like PastryHub will have.
[bookmark: _Toc58767508]5. Marketing plan
[bookmark: _Toc58767509]5.1 Marketing objectives
PastryHub will focus on the following marketing objectives, such as-
· To be one of the most reputable bakery in London region
· To deliver healthy and nutritious bakery items to the customers
· To create a new wave of pastry making by using organic products and natural sweetener
· To generate minimum 40% revenue by selling the products
[bookmark: _Toc58767510]5.2 7P marketing mix
Išoraitė (2016) mentioned that the marketing plan is an unavoidable part of any new business, as, through a properly developed marketing plan, an organisation can focus on achieving the desired revenue in this competitive environment. Additionally, the marketing plan is also necessary for the firms as through this, the company can convey their messages to their target customers. In order to make the marketing plan of PastryHub, 4p marketing mix framework can be developed, which would be as follows- 
	Products
	Different types of artisan pastries, made from additive-free organic materials and natural sweetener would be the primary products of the firm, such as croissants, cannoli, strudels, Danish, and other forms of pastries. The pastries will be available in a various range of flavours, such as cherry, apple, cheesy, mango, chocolate, and so on. Additional to this, the firm will also produce and sell different types of flavoured breads like banana bread, rainbow bread, baguette, breadstick, challah, ciabatta, focaccia, different types of cookies like oatmeal raisin, chocolate chip, shortbread, peanut butter, gingersnap, biscoti, spritz cookies, whoopee pies, and so on. Among the ready-to-drink items, the firm will serve apple juice, blue lagoon cocktail, cold coffee, Frappuccino, and different types famous teas of the UK.
 Additional to this, the firm will also provide options like cashless payment, personalised pastry making, and self-service, which are some of the value-added services of PastryHub.

	Price
	Unlike the other pastry firms, PastryHub will follow a competitive pricing strategy for attracting customers. Kienzler and Kowalkowski (2017) mentioned that competitive pricing will be more feasible for the firm after considering the price of different other pastry-makers and pastry-sellers (Al-Shakhsheer et al. 2017). The benchmarking price would be a more attractive point for the younger customers of PastryHub. Since the company is targeting the middle income population, therefore, following the competitive pricing strategy will attract more people and retain them for a long-term basis. 

	Promotion
	This is a main part of the marketing plan, as, without proper marketing and promotion, customers will not be aware of the products and other value-added services delivered by PastryHub. PastryHub will focus on both offline and online mode of promotions. In case of offline promotion, the firm will distribute pamphlets and design different posters for the local community of Southwark. On the other hand, the company will also invest a certain amount of money on television advertisements also. However, despite having an offline promotion, the company will mostly focus on online promotional strategy, especially the social media one, for attracting younger customers. Different social media platforms, like FaceBook, Twitter, YouTube, and Instagram will be used for being connected with the target customers, along with understanding their demands and preferences (Schwemmer and Ziewiecki, 2018). 

	Place
	The firm will open a brick-and-mortar store at the Southwark Street of Southwark London Borough. The position of this shop will be in the south direction of the Thames river, and the pleasant environment would be another point of attraction for the younger generation. 
Apart from the above offline presence, PastryHub will also initiate their online selling process, as this is one of the most essential medium for reaching to the customers and earning revenue. The firm will create and launch their official website, which will be one of the extreme efficient method for the growth and development of the business. Customers will check all the products and services in their websites, from where they can also find the option of buying for home delivery. The firm will provide free delivery for a nearby distance whereas would charge a small portion of delivery fee for the distant regions. 

	People
	A number of people will be associated with the firm’s operations, such as the marketing manager, HR manager, production manager, financial managers, and so on. Apart from this, the firm will look for the recruitment of Pastry Chef, who will have the responsibility of baking different types of creative and innovative pastries and other types of products. Išoraitė (2016) mentioned that people of an organisation will make the path of triumph or joy, by supporting the paths of success. Additional to the Pastry Chef, the firm will also require other staffs for serving and delivering the foods, maintaining logistics and supply chain process, consulting with third party organisations, and so on. The skills and knowledge of the people associated with the business will help in flourishing the growth, along with assuring a successful product cycle. 

	Physical Evidence
	The physical evidence of the new bakery would be their brick-and-mortar store and the logo of the company. Apart from this, physical evidence of PastryHub will also include the official website launched by the pastry shop. The interior decoration of the shop premises and the service layout of the firm could also be considered as physical evidence of PastryHub.

	Process
	The company will include different types of process in their operations, such as manufacturing or producing the baked goods, retail distribution, logistics and supply chain management, procurement, marketing and promotion, HR recruitment, and so on. The first one requires extensive control over quality and quantity before selling to the customers, as it would impact the reputation of the firm. On the other hand, logistics and supply chain management is also required to be maintained properly, without harming the quality of the raw materials and finished goods. As influenced from Blut et al. (2018), maintaining the procurement standards would be essential, along with implementing the ethical sourcing process. 


[bookmark: _Toc58764345]Table 7: Marketing mix of PastryHub
(Source: created by learner)
[bookmark: _Toc58767511]6. Management team
[bookmark: _Toc58767512]6.1 Ownership and structure
Every organisation has a proper management structure and skilled management team, who have the capabilities of operating the business at a higher organisational level. As per the study led by Gryshova et al. (2019), a management team is a group of individuals that come up together for operating at the higher levels of an organisation. In addition to this, the team is entrusted with the responsibility to guide the employee so that they are able to carry out day-to-day responsibility without harming the operations of the organisation. Apart from this, Gryshova et al. (2019) mentioned that the management team would also be responsible to maintain the quality of the products and services of the firm. The new firm, PastryHub will have a 5-member management team, with a flat management structure, for avoiding any type of miscommunication and less coordination. The benefit of having flat management structure is it supports in elevating the roles and responsibilities of the staffs in the organisation (Wu and Li, 2018). Removal of excess management layer supports in improving the level of coordination as well as speed of communication among the employees and employers. On the other hand, the less complex structure of the new firm will also help in taking the right decisions by including all the members in the process of decision-making, which ultimately leads to the development of workplace harmony.
[bookmark: _Toc58767513]6.2 Team member roles and responsibilities
In the case of PastryHub, there would be 5 members in the management team, who would have different responsibilities according to the functional requirements of the firm. For example, one of the management team will be positioned at the designation of the HR head, having the responsibility of planning and making a skilled and competent HR team for the company. Another member will manage the financial allocation, being the finance manager of PastryHub and the manager will have the responsibility of preparing a budget, determining the forecast, and maintaining financial health. Preparation of food will be the responsibility of third and fourth members, as this would be the most critical part of PastryHub's operation, for ensuring the quality of the product and services. The fifth member will control the marketing and promotion department by preparing different new marketing strategies.
The detailed roles and responsibilities of the team members are as follows
	Member 1
	HR head
	According to the statement of Naznin and Hussain (2016), HR managers need to look after the needs and requirements of the company related with HR functionality. This means that the primary duty of a HR manager is preparing plans for recruitment and selection, especially in order to recruit the best talented and skilled persons in the firm. Since PastryHub is aiming to start their business, recruiting and selecting skilled and passionate people will be required for creating a brand reputation among the targeted customer groups. Hence, the HR head of the firm at first requires providing advertisement about the requirements in the company, after consultation with the other managers of the firm. The interview sessions will also be conducted by the HR manager for checking the background details, hiring or referring qualified candidates, conducing new employee orientations, and processing the necessary paperwork. Apart from the above, Naznin and Hussain (2016) mentioned that Member 1 will also coordinate with the workforce for supporting and motivating them, resolving any kind of workplace conflicts, and preparing policies for equal opportunities and diversity management, and so on.

	Member 2
	Financial manager
	The smoother transitions of different operations are highly dependent on the financial resources and its better management strategies (Angguliyah Rizqi et al. 2019). Hence, the role of financial manager is very crucial for both the existing and new firms as well. Financial managers need to perform review of the financial information, including the budget for the necessary resources, the projected cash flow statement, project profit and loss statement, and project 3-year growth assumption. Prediction of future financial trends would be another responsibility of the financial manager. Apart from this, Member 2 of PastryHub management tea, would also need to focus on preparing reports on account payables or account receivables. Putri et al. (2019) mentioned that reviewing, monitoring, as well as managing the budget will also be the prime responsibility of financial managers.

	Member 3 and Member 4
	Production and food preparation
	This would be the most significant designation in case of PastryHub, as the members need to supervise the bakery production process and maintain the selling of different bakery products. As influenced from the viewpoint of Wolniak (2019), this designation is significant as the management team members need to check the quality of all the raw ingredients, the baked goods, and the quantity of the products before serving to the customers. Using bakery production skills would be necessary for the PastryHub managers through scheduling the company’s policies. The managers also need to take active participation in the Research and Development process also, for understanding and evaluating the trends of the market and the targeted customer groups. Additional to this, the bakery production managers of PastryHub will also supervise the procurement process, along with the distribution system of the freshly baked pastries or other products. Analysis of quality records will also be required for certifying the compliances with the policies and specifications of the products. Moreover, in order to ensure the deliveries of the products, the production managers will have to coordinate with the suppliers and distributors as well.

	Member 5
	Marketing and promotion
	As being one of the newest entry in the UK bakery industry, PastryHub will definitely require extensive and aggressive marketing plans for promoting their products and services. Therefore, marketing manager has several roles and responsibilities, especially for creating awareness regarding the services of the firm among the consumers (Ebrahim, 2017). One of the prime role of marketing manager is consultation with executive team members and preparation of marketing strategies, as per the business requirements. Researching as well as analysing the market trends, along with the strategies followed by competitors would also be performed by the marketing manager of the firm. Preparation of different online and offline marketing events, tracking the effectiveness of the different marketing campaigns, preparing a marketing specialist team, and managing the designs of different promotional materials would be some of prime duties of the PastryHub management team member (Kyriakopoulos et al. 2016).


[bookmark: _Toc58764346]Table 8: Team member roles and responsibilities
(Source: Created by learner)
[bookmark: _Toc58767514]6.3 Skill gap analysis and job advert
Although PastryHub will have a 5-member management team, all of whom have extensive skills and talents in different field, one of the most significant designation is the position of Pastry Chef in the firm. This is essential as the Pastry Chef needs to manage the production process, through preparing different types of cookies, pastries, and breads from the scratch organic materials and natural sweetener. Additional to this, the pastry chefs of PastryHub will also need to create different types of exciting and new desserts by renewing the menus as well as engaging more customers. Decoration of the pastries by using various toppings or icings is another responsibility of the Pastry Chefs for ensuring different presentation, which would be both exciting and beautiful. 
Roles and responsibilities of the Pastry Chef-
· Preparation of wide range of baked goods as mentioned in the above product list
· Creation of new, unique, and innovative types of desserts
· Decoration by using different scratch materials 
· Monitoring the baking ingredient stocks
· Checking quality of raw materials and conditions of machineries as well as equipment for cooking
· Guiding pastry assistants and other bakers for working more efficiently
· Maintaining and adhering the health and safety standards (Lee et al. 2020)
Requirements for the position-
· Certified experience as Pastry Chef
· Greater attention detail and nature of creativity
· Leadership and organisation skills
· In-depth knowledge regarding food preparation, sanitation, nutrition, and baking techniques
· In-depth working knowledge of different limitations of the baking ingredients
· Having certified experiences in pastry-making, baking, and culinary arts form
[bookmark: _Toc58767515]7. Financial plan
[bookmark: _Toc58767516]7.1 Cost breakdown structure
	Particulars
	Amount (£)
	Amount (£)
	Percentage of revenue

	Advertisement cost
	 
	 
	 

	Social media
	70000
	 
	 

	News paper
	75000
	 
	 

	Television
	90000
	 
	 

	Total advertisement cost
	 
	235000
	2%

	Employee salary
	 
	120000
	1%

	Product development cost
	 
	 
	 

	Raw material cost
	1800000
	 
	 

	Decoration and equipment
	1000000
	 
	 

	logistics cost
	300000
	 
	 

	Inventory management cost
	250000
	 
	 

	Total product development cost
	 
	3350000
	28%

	Others cost
	 
	 
	 

	Stationary
	5000
	 
	 

	Traveling 
	4000
	 
	 

	Website development and maintenance
	8000
	 
	 

	Printing 
	9000
	 
	 

	Market research
	300000
	 
	 

	Total other cost
	 
	326000
	3%

	Total Cost
	 
	4031000
	 

	Profit
	 
	 
	66%


[bookmark: _Toc58764347]Table 9: Cost breakdown structure
(Source: Created by learner)

[bookmark: _Toc58764570]Figure 18: Percentage of revenue
(Source: Created by learner)
[bookmark: _Toc58767517]7.2 Profit and loss statement
	Projected profit and loss statement
	 
	 
	 

	 
	Year 1
	Year 2
	Year 3

	Sales
	1000000
	2000000
	3000000

	Less: Cost of sales
	450000
	750000
	1000000

	Gross profit
	550000
	1250000
	2000000

	 
	 
	 
	 

	Operating expenses
	 
	 
	 

	Restaurant Insurance
	15000
	18000
	16000

	Advanced booking and ordering software
	7000
	10000
	11000

	Staff recruitment and training
	20000
	30000
	32000

	Internet and other marketing expense
	11000
	15000
	22000

	Electricity and property maintenance
	48000
	50000
	60000

	Staff salary
	20000
	25000
	28000

	Miscellaneous
	30000
	40000
	43000

	Rental
	35000
	40000
	42000

	Total operating costs
	186000
	228000
	254000

	 
	 
	 
	 

	Operating profit
	364000
	1022000
	1746000

	 
	 
	 
	 

	Less: Interest
	35000
	35000
	35000

	 
	 
	 
	 

	PBT
	329000
	987000
	1711000

	 
	 
	 
	 

	Less: Tax 28%
	92120
	276360
	479080

	 
	 
	 
	 

	Net profit
	236880
	710640
	1231920

	 
	 
	 
	 

	Net Margin 
	23.69%
	35.53%
	41.06%


[bookmark: _Toc58764348]Table 10: Profit and loss statement
(Source: Created by learner)
[bookmark: _Toc58767518]7.3 Cash flow statement
1-year basis
	 
	January 
	February
	March
	April
	 May
	June 
	July
	August
	Sept
	Oct 
	Nov
	Dec
	Total

	Sales 1:
	15,200
	18300
	21300
	24500
	27,700
	30,200
	33,600
	36,400
	37900
	40,100
	43,900
	47,000
	376100

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Total Sales:
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	SET UP COSTS TOTAL
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Direct Costs:
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Materials.
	4000
	1000
	1100
	1200
	1500
	1600
	1800
	2000
	2100
	2100
	2200
	2300
	22900

	TOTAL Direct Costs:
	4000
	1000
	1100
	1200
	1500
	1600
	1800
	2000
	2100
	2100
	2200
	2300
	22900

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Fixed Costs:
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Salaries 1
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	1000
	12000

	Rent.
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	2000
	24000

	Staff Wages.
	2800
	2800
	2800
	2800
	2800
	2800
	2800
	2800
	2800
	2800
	2800
	2800
	33600

	Utilities/Gas/Elec
	600
	600
	600
	600
	600
	600
	600
	600
	600
	600
	600
	600
	7200

	Promotion & Ad.
	2200
	2200
	2200
	2200
	2200
	2200
	2200
	2200
	2200
	2200
	2200
	2200
	26400

	Legal
	600
	600
	600
	600
	600
	600
	600
	600
	600
	600
	600
	600
	7200

	Transport
	300
	300
	300
	300
	300
	300
	300
	300
	300
	300
	300
	300
	3600

	Insurance
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	4800

	Maintenance
	500
	500
	500
	500
	500
	500
	500
	500
	500
	500
	500
	500
	6000

	Misc.
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	4800

	Loan repayment.
	1500
	1500
	1500
	1500
	1500
	1500
	1500
	1500
	1500
	1500
	1500
	1500
	18000

	Interest on loan.
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	400
	4800

	TOTAL:
	12700
	12700
	12700
	12700
	12700
	12700
	12700
	12700
	12700
	12700
	12700
	12700
	152400

	Sub Total: Fix + Direct Costs.
	16700
	13700
	13800
	13900
	14200
	14300
	14500
	14700
	14800
	14800
	14900
	15000
	175300

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Net Profit: Sales – Sub total
	-1,500
	4,600
	7,500
	10,600
	13,500
	15,900
	19,100
	21,700
	23,100
	25,300
	29,000
	32,000
	200800


[bookmark: _Toc58764349]Table 11: 1-year based cash flow
(Source: Created by learner)


3-year basis
	Particulars
	Year 1
	Year 2
	Year 3

	 
	 
	 
	 

	Net profit
	236880
	710640
	1231920

	Cash from operating activities:
	 
	 
	 

	Cash generated from customers
	1000000
	1300000
	1500000

	Increase in current liabilities
	0
	10000
	14000

	Increase in current assets
	0
	-70000
	-100000

	Total operating cash flow:
	800000
	1240000
	1414000

	 
	 
	 
	 

	Cash from investing activities:
	 
	 
	 

	Non-current assets purchased
	-12000
	-45000
	-55000

	Total investing cash flow:
	-12000
	-45000
	-55000

	 
	 
	 
	 

	Cash from financing activities:
	 
	 
	 

	Cash received from the owner
	25000
	25000
	25000

	Total financing cash flow:
	25000
	25000
	25000

	 
	 
	 
	 

	Net cash inflow
	1049880
	1930640
	2615920


[bookmark: _Toc58764350]Table 12: 3-year based cash flow
(Source: Created by learner)
[bookmark: _Toc58767519]7.4 3-year projection
	
	Gross margin
	 
	Net margin
	 

	2021
	550000
	55%
	236880
	23.69%

	2022
	1250000
	63%
	710640
	35.53%

	2023
	2000000
	67%
	1231920
	41.06%


[bookmark: _Toc58764351]Table 13: 3-year financial projection
(Source: Created by learner)
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Pastry hub is a new business concept that will carry out its services and operation for the local people of the Southwark borough situated in London. The organisation is based on themes to deliver services to the local community with delicious and yummy pastries and other bakery items. The company will exploit different requirements to deliver the best quality bakery items to the local people and provide superior quality of baked food items. 
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The company will also focus on giving artisan pastries to the local community. Different techniques will be applied by the organisation to bake different types of baked items cookies, bread, croissants, pastries and other items. The current goal of the company will be to capitalise the existing opportunity in the market and maximize the profit earned by it by serving quality products and delicious pastries to the local community.
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1.      The first main mission of the pastry hub is to deliver superior quality food by utilising effective raw materials grown organically.
2.      The second important mission of the company is to prepare different varieties of baked items with different flavours.
3.      Third, the vision of the company will be to create enhance the experience by the consumption of a different variety of baked items to increase its sales
4.      Fourth, the vision of pastry hubs will focus on improving the learning atmosphere within the organisation and create a friendly environment for the employees as well as the consumers.
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The code value of pastry hubs is to deliver a conducive working environment for the workers so that they can access quality based services and deliver friendly services to the customers within the company.
The other main core value of the organisation is to create an impactful environment for the employees and maintain a work-life balance by offering a reward and financial support.
The other main core value of the company relies on the fact for supporting workplace diversity minimising issues related to harassment or distress in the working place.
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PastryHub will have a wide variety of product ranges ranging from products of the organisation will be baked item to ready-to-drink items but the main product of the organisation will be baked items. The company will provide different flavours of pastries, one of its renowned flavours will be chocolate flavour with a cheesy crunch on the pastry. Apart from this red velvet, chocolate pastries, the black forest will also be available. The company will also deliver an experience for the rum lovers to buy baking rum balls with a chocolate twist.  
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In the ready to drink item the company will serve apple juice blue lagoon, cappuccino, latte, green tea, chamomile tea and other beverages which can be taken home as well. All the products prepared by the company will be focused to be fat-free and the flour and butter used for making bread will be refined by the company itself. Therefore, the products will be refined and will also serve health benefits as all the products will be accessed organically. The company will support organic production and consumption to save consumers from heart disease or obesity.
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The other famous products of pastry hubs will be cheese burst chocolate pastry with the twist of strawberry flakes on it. Cassata pastry served with hot chocolate sauce will be one of the finest and twisted items for cassata lovers. The other items will be cannoli which will be a unique tube-shaped pastry that is only innervated in this organisation. Apart from other bait items such as brownie cheese and strudels with apple flavour cookies, the employees of the organisation will serve the customers with friendly nature and smile on their face. Besides, one of the attractive strategies adopted by the organisation to attract customers is that the pastry hub will provide a free baking kit to the regular customers of the company that too free of cost. This kit can be used by the consumers to try baking at home as a field of interest.
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From the above survey, it can be stated that around 80% of the survey participants belonged from the 18 to 25 years’ age group. This means that the popularity of pastry is comparatively higher among the younger adults than the mid-40 customers, as they often face serious health issues in case of consuming excessive sugar. 58.3% of the respondents mentioned that they would like to take pastries at least once in their regular meals, which also portrays the popularity of pastry as a dessert among the British population. 
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The third question provides a mixed review while asking for the favourite type of pastry, as some people like cannoli, some like Danish preparation, whereas some want to have strudel. However, around 80% of the respondents mentioned that they like to eat different flavoured pastries, innovative and unique in taste and appearance, instead of the common ones. 40% of the respondents stated that pastry holds a certain position in the preferable dessert list of the British people, as they always want to have pastry as either the meal-stopper or to fulfil the sweet cravings. 
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Since pastries are made from different sugar-based additives, flour, and other synthetic materials, therefore, it can be stated that eating too much pastries might create health issues among the people, such as tooth decay, diabetes, obesity, and so on. Therefore, by considering the health issue, PastryHub decided to make pastries from organic scratch products and natural sweetener, like honey. These products do not harm the health condition of the people, and customers having issues like tooth decay or diabetes could also enjoy the sweet dish due to the absence of any sugar-coated product. Around 60% of the respondents did not hear about the pastries made from organic materials and natural sweetener, therefore, 80% of the respondents think that this would act as the USP factor for the business and attract more health conscious people as well. 
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Young adults often want to eat pastries during evening times with their nearest ones, and therefore, 80% of the respondents would like to eat with their families and friends. Additional to this, the cashless payment option and self-service option would also act as the competitive advantageous factors for the new firm, especially due to the current pandemic situation, as these would ensure the social distancing process. However, customers want an expanded product line from the new company, including different other types of pastry or evening snacks in their product portfolio. 
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Market audit can be performed by competitors analysis and estimating the current market trends for the organisation. Due to the ever-increasing demand, there are varieties of companies offering baked items and pastries to the vast population of baked item lovers.  The ever increasing demand and changes in preferences for flavours and different baked items the organisation will have to face threat from some of the renowned existing companies in the market of the UK. The main competition will be lily vanilla, rose bakery, hummingbird and Nordic bakery which are some of the famous baked item companies in the UK.
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The current market trend for pastry items in the UK can be estimated by looking at the sales value of bread and fresh prepared pastry items. It is seen that the sales value has increased to around 6.3 billion pound according to the statistics of 2020 (statista, 2020).therefore the market trend indicates that the demand for unique baked items will increase in coming years.
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Any business needs to have a specific target market for performing the organisational strategy and marketing strategies to uplift its new business scenario in the market. Therefore the target market for pastry hub will be determined based on the demographic and lifestyle element among the consumers.  In the demographic element the main target audience will be based on their age, gender income and another context. The main target audience for pastry hubs will be students from schools and colleges, young employees; children as well as elderly people because all groups of people enjoy having pastries and baked items. 




Slide 16




Furthermore, lifestyle will be considered because the product served by the organisation is focused on organic raw material so people have shifted their consumption to healthy items. Therefore high-income professionals, fitness lovers, educated millennial as well as the poor unit of the country will also be targeted as an approach to CSR activity.
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Marketing plan of the pastry hub will be prepared by following the 4ps of marketing. The first p is the product in which the company will sell different types of baked items as well as ready to drink items. Some of its famous and unique products will be cannoli, strudels with cheese and apple flavoured and it will focus on preparing the items with organic materials such as sweetness of honey, freshly chopped strawberries and cherries and other raw material will be refined in the company itself.
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The other marketing strategy is price which plays a significant role for getting customer loyalty for the company (Resnick et al., 2016). Pastry hub will focus on practicing competitive pricing strategy in which prices of all the items will be kept by analysing the prices of competitors' companies in the market.
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The store of pastry hub will be opened in south work street situated in the borough of London. The location of the store will be situated just beside south of the river themes. Therefore it will be an amazing view for the customers to get lavish experience in the store.
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The other important marketing plan is promotion to create awareness among the consumers for the existence of a newly developed company. It will be an important marketing strategy for pastry hubs as it is a start-up business. For promotional activity the organisation will make use of offline and online marketing to develop advertisement content promotion for its product in the local community. Posters and banners will be developed. Creative advertisement on baked items and contents for significance of organically prepared pastries will be made.  The promotional activity delivers a unique selling proposition among consumers (Eneizan and Obaid, 2016). With the help of online marketing, the company will have the opportunity to create awareness regarding its company and product around the world which will be helpful in future branch development and growth.
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Percentage of revenue	
Total advertisement cost	Employee salary	Total product development cost	Total other cost	Profit	1.9583333333333335E-2	0.01	0.27916666666666667	2.7166666666666665E-2	0.66408333333333336	


image2.jpeg




Microsoft_PowerPoint_Slide24.sldx












Eneizan, B.M. and Obaid, T.F., 2016. Prior research on green marketing and green marketing strategy: critical analysis. Singaporean Journal of Business, Economics and Management Studies, 51(3965), pp.1-19.

Resnick, S.M., Cheng, R., Simpson, M. and Lourenço, F., 2016. Marketing in SMEs: a "4Ps" self-branding model. International Journal of Entrepreneurial Behavior & Research.

statista.com. 2020. Bread manufacturing sales UK 2008-2018 | Statista. Available at: <https://www.statista.com/statistics/313539/bread-and-fresh-pastry-manufacturers-sales-in-the-united-kingdom-uk/> [Accessed: 7 December 2020].
















image3.jpeg




image4.jpeg




image5.jpeg




image6.jpeg




image7.png




image8.png




image9.jpeg




image10.png




image11.gif




image12.jpeg




image13.jpeg




image14.png




image15.png




image16.png




image17.png




image18.png




image19.png




image20.png




image21.png




image22.png




image23.png




image24.png




image25.png




image26.png




image27.png
@ 1225y
@250y
P




image28.png
0w
o




image29.png
0w
o

® Orcalpervest.
@ Orcaiper morin
@ Dortinon




image30.png
@ sncel
@ Camrat

@ Coissant

@ 0.

@ Nona o sbove




image31.png
@ siongy sgree

® e

® Newal

@ Dissgee
‘Svongy dssree





image32.png
0w
o




image33.png
0w
o




image34.png
0w
o
Nosea




image35.png
@ o prosuctpes.
® or rumoar o sestng srangamant
@ sonotine stone




image36.png
@ Incresing productypes
® arangng sesing rsss

@ assingsome thr vaue-sdded otos.
® aorve sbore




image37.png




image38.png
2001

200:

6409
6583
6372
6416
201
6309
2018
0 000 2000 3000 4000 5000 000 7000





image39.png
Large plant bakers
In-store bakeries

Craft bakers

% by value
75

20

100

% by volume

85

100




image40.png
200

850

800

750

700

550

Market Value (£bn)

541

857
525 B4
s B33
508
777
739
720 I





image41.png
20,000

15,000

10,000

5,000

@ 5read @ Fasta
Rice 1 Breakfast Cereals ® Other Cereal Products




image42.emf
Business 

Plan: 

PastryHub


Microsoft_PowerPoint_Slide.sldx














































































Business Plan: PastryHub















image1.png







image2.png







image3.png









Business.
Plan:
PastryHub






image43.emf
Company Overview

★

Pastry hub

★

Situated in- Southwark borough

London

★

Deliver services to the local

community


Microsoft_PowerPoint_Slide1.sldx












































Company Overview

Pastry hub

Situated in- Southwark borough London

Deliver services to the local community









Pastry hub is a new business concept that will carry out its services and operation for the local people of the Southwark borough situated in London. The organisation is based on themes to deliver services to the local community with delicious and yummy pastries and other bakery items. The company will exploit different requirements to deliver the best quality bakery items to the local people and provide superior quality of baked food items. 
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Artisan pastries

Baked food items such as cookies, bread, croissants, pastries and other items









The company will also focus on giving artisan pastries to the local community. Different techniques will be applied by the organisation to bake different types of baked items cookies, bread, croissants, pastries and other items. The current goal of the company will be to capitalise the existing opportunity in the market and maximize the profit earned by it by serving quality products and delicious pastries to the local community.
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Mission and Vision

Use organically materials

Prepare different varieties of baked items

Enhance experience to increase its sales

Learning atmosphere within the organisation

Friendly environment for the employees as well as the consumers







1.      The first main mission of the pastry hub is to deliver superior quality food by utilising effective raw materials grown organically.

2.      The second important mission of the company is to prepare different varieties of baked items with different flavours.

3.      Third, the vision of the company will be  to create enhance the experience by the consumption of a different variety of baked items to increase its sales

4.      Fourth, the vision of pastry hubs will focus on improving the learning atmosphere within the organisation and create a friendly environment for the employees as well as the consumers.
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Core values

Conducive working environment

Maintain work-life balance by offering a reward and financial support

Supporting workplace diversity

Minimising issues related to harassment 









The code value of pastry hubs is to deliver a conducive working environment for the workers so that they can access quality based services and deliver friendly services to the customers within the company.

The other main core value of the organisation is to create an impactful environment for the employees and maintain a work-life balance by offering a reward and financial support.

The other main core value of the company relies on the fact for supporting workplace diversity minimising issues related to harassment or distress in the working place.
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Product and Services

Baked item- Pastries, cookies, flavoured bread, croissants, rum balls

Ready to drink items-Apple juice, blue lagoon, coffee, tea and other beverages can be accompanied with baked items









PastryHub will have a wide variety of product ranges ranging from products of the organisation will be baked item to ready-to-drink items but the main product of the organisation will be baked items. The company will provide different flavours of pastries, one of its renowned flavours will be chocolate flavour with a cheesy crunch on the pastry. Apart from this red velvet, chocolate pastries, the black forest will also be available. The company will also deliver an experience for the rum lovers to buy baking rum balls with a chocolate twist.  
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Product and Services(contd…)



Products will be prepared fat-free and will be  of rich in different flavours















In the ready to drink item the company will serve apple juice blue lagoon, cappuccino, latte, green tea, chamomile tea and other beverages which can be taken home as well. All the products prepared by the company will be focused to be fat-free and the flour and butter used for making bread will be refined by the company itself. Therefore the products will be refined and will also serve health benefits as all the products will be accessed organically. The company will support organic production and consumption to save consumers from heart disease or obesity.
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Product and Services (Contd…)

Cannoli a tube-shaped pastries

Cassata pastry with chocolate sauce

Brownie with vanilla scoop

Strudels with cheese and apple flavoured

Customer-friendly workers









The other famous products of pastry hubs will be cheese burst chocolate pastry with the twist of strawberry flakes on it. Cassata pastry served with hot chocolate sauce will be one of the finest and twisted items for cassata lovers. The other items will be cannoli which will be a unique tube-shaped pastry that is only innervated in this organisation. Apart from other bait items such as brownie cheese and strudels with apple flavour cookies, the employees of the organisation will serve the customers with friendly nature and smile on their face. Besides, one of the attractive strategies adopted by the organisation to attract customers is that the pastry hub will provide a free baking kit to the regular customers of the company that too free of cost. This kit can be used by the consumers to try baking at home as a field of interest.
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Market Audit











From the above survey, it can be stated that around 80% of the survey participants belonged from the 18 to 25 years’ age group. This means that the popularity of pastry is comparatively higher among the younger adults than the mid-40 customers, as they often face serious health issues in case of consuming excessive sugar. 58.3% of the respondents mentioned that they would like to take pastries at least once in their regular meals, which also portrays the popularity of pastry as a dessert among the British population. 
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Market Audit(contd…)









The third question provides a mixed review while asking for the favourite type of pastry, as some people like cannoli, some like Danish preparation, whereas some want to have strudel. However, around 80% of the respondents mentioned that they like to eat different flavoured pastries, innovative and unique in taste and appearance, instead of the common ones. 40% of the respondents stated that pastry holds a certain position in the preferable dessert list of the British people, as they always want to have pastry as either the meal-stopper or to fulfil the sweet cravings. 
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Since pastries are made from different sugar-based additives, flour, and other synthetic materials, therefore, it can be stated that eating too much pastries might create health issues among the people, such as tooth decay, diabetes, obesity, and so on. Therefore, by considering the health issue, PastryHub decided to make pastries from organic scratch products and natural sweetener, like honey. These products do not harm the health condition of the people, and customers having issues like tooth decay or diabetes could also enjoy the sweet dish due to the absence of any sugar-coated product. Around 60% of the respondents did not hear about the pastries made from organic materials and natural sweetener, therefore, 80% of the respondents think that this would act as the USP factor for the business and attract more health conscious people as well. 
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Young adults often want to eat pastries during evening times with their nearest ones, and therefore, 80% of the respondents would like to eat with their families and friends. Additional to this, the cashless payment option and self-service option would also act as the competitive advantageous factors for the new firm, especially due to the current pandemic situation, as these would ensure the social distancing process. However, customers want an expanded product line from the new company, including different other types of pastry or evening snacks in their product portfolio. 
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Competitor analysis: Lily
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Market Audit (Contd…)

Competitor analysis: Lily vanilla Rose bakery, Hummingbird and Nordic bakery













Market audit can be performed by competitors analysis and estimating the current market trends for the organisation. Due to the ever-increasing demand, there are varieties of companies offering baked items and pastries to the vast population of baked item lovers.  The ever increasing demand and changes in preferences for flavours and different baked items the organisation will have to face threat from some of the renowned existing companies in the market of the UK. The main competition will be lily vanilla, rose bakery, hummingbird and Nordic bakery which are some of the famous baked item companies in the UK.
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Market Audit (Contd…)

Market trends: Sales value has increased to around 6.3 billion pound









The current market trend for pastry items in the UK can be estimated by looking at the sales value of bread and fresh prepared pastry items. It is seen that the sales value has increased to around 6.3 billion pound according to the statistics of 2020 (statista, 2020).therefore the market trend indicates that the demand for unique baked items will increase in coming years.
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Target Market

· Demographic element- Students from schools and colleges, young employees, children as well as elderly people









Any business needs to have a specific target market for performing the organisational strategy and marketing strategies to uplift its new business scenario in the market. Therefore the target market for pastry hub will be determined based on the demographic and lifestyle element among the consumers.  In the demographic element the main target audience will be based on their age, gender income and another context. The main target audience for pastry hubs will be students from schools and colleges, young employees; children as well as elderly people because all groups of people enjoy having pastries and baked items. 
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Target Market (Contd…)

Lifestyle- High-income professionals, fitness lovers, educated millennial as well as the poor unit of the country







Furthermore, lifestyle will be considered because the product served by the organisation is focused on organic raw material so people have shifted their consumption to healthy items. Therefore high-income professionals, fitness lovers, educated millennial as well as the poor unit of the country will also be targeted as an approach to CSR activity.
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Product: Organic materials such as sweetness of honey, freshly chopped strawberries, and raw material will be refined in the company itself.







Marketing plan of the pastry hub will be prepared by following the 4ps of marketing. The first p is the product in which the company will sell different types of baked items as well as ready to drink items. Some of its famous and unique products will be cannoli, strudels with cheese and apple flavoured and it will focus on preparing the items with organic materials such as sweetness of honey, freshly chopped strawberries and cherries and other raw material will be refined in the company itself.
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Price: Pastry hub will follow competitive pricing strategy







The other marketing strategy is price which plays a significant role for getting customer loyalty for the company (Resnick et al., 2016). Pastry hub will focus on practicing competitive pricing strategy in which prices of all the items will be kept by analysing the prices of competitors' companies in the market.
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Marketing Plan (Contd…)

· Place: Southwark street, situated just beside south of the river themes to get lavish experience











The store of pastry hub will be opened in south work street situated in the borough of London. The location of the store will be situated just beside south of the river themes. Therefore it will be an amazing view for the customers to get lavish experience in the store.
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Marketing Plan (Contd…)

· Promotion: Offline and online marketing, posters and banners, creative advertising and marketing.









The other important marketing plan is promotion to create awareness among the consumers for the existence of a newly developed company. It will be an important marketing strategy for pastry hubs as it is a start-up business. For promotional activity the organisation will make use of offline and online marketing to develop advertisement content promotion for its product in the local community. Posters and banners will be developed. Creative advertisement on baked items and contents for significance of organically prepared pastries will be made.  The promotional activity delivers a unique selling proposition among consumers (Eneizan and Obaid, 2016). With the help of online marketing, the company will have the opportunity to create awareness regarding its company and product around the world which will be helpful in future branch development and growth.
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Projected  profit and loss

statement
Year 1 Year2 Year3

Sales 1000000 2000000 3000000

Less: Cost of sales 450000 750000 1000000

Gross profit 550000 1250000 2000000

Operating expenses

Restaurant Insurance 15000 18000 16000

Advanced booking and ordering | 7000 10000 11000

software

Staff recruitment and training 20000 30000 32000

Intemet and other marketing | 11000 15000 22000

expense

Electricity ~ and  property | 48000 50000 60000

‘maintenance

Staff salary 20000 25000 28000

Miscellaneous 30000 40000 43000
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Rental 35000 40000 42000
Total operating costs. 186000 228000 254000
Operating profit 364000 1022000 1746000
Less: Interest 35000 35000 35000

PBT 320000 987000 1711000
Less: Tax 28% 92120 276360 479080
Net profit 236880 710640 1231020
Net Margin 23.69% 3553% 41.06%
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Particulars

Net profit

Cash from operating activities:
Cash generated from customers
Increase in current labilities
Increase in current assets

Total operating cash flow:

Year1

236880

1000000

0

0

800000

Year2

710640

1300000

10000

-70000

1240000

Year3

1231920

1500000

14000

-100000

1414000
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Cash from investing activities:
Non-current assets purchased

Total investing cash flow

Cash from financing activities:

Cash received from the owner

Total financing cash flow:

Net cash inflow

-12000

-12000

25000

25000

1049880

-45000

-45000

25000

25000

1930640

000

25000

25000

2615920
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Gross margin Net margin

2021 550000 55% 236880 23.69%

2022 1250000 63% 710640 35.53%

2023 2000000 67% 1231920 41.06%

3-year Projection
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