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A pastry van business is the operation of a mobile bakery that dispenses freshly baked products from a customised van or truck. These enterprises commonly journey to many destinations, encompassing office districts, festivals, markets, and residential communities, in order to vend a variety of baked goods, including croissants, muffins, scones, and pies. This particular sort of enterprise attracts clients who want convenience and are enticed by the attractiveness of freshly-baked, easily portable delicacies. It merges the portability of a food truck with the specific appeal of a specialty bakery, creating a versatile and potentially profitable business opportunity.(Tuggle,2021) 
Bread and baked goods are integral to the daily lives of many other, being consumed during meals, as sweet or savoury snacks, at parties, and during sports activities. These products consistently attract a demand for innovative options that cater to the preferences of consumers, such as longer fermentation times and the use of high-quality ingredients like unrefined flours, high fibre content, and low gluten levels. There is a growing consumer focus on reducing food waste and a rising popularity of bread in various regions of Southern Italy.(Capone,2016) Instead of discarding bread, people are finding other ways to utilise it for different purposes. Moreover, scent, smell, and flavour are linked to both enjoyment and well-being.(Spence,2020)
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[bookmark: _Toc165202731]Market segmentation

A thorough market segmentation for the pastry business can encompass several elements like product categorization, distribution methods, customer characteristics, and geographical regions. Below are few illustrations:

1. Product Type: Differentiation may be achieved by offering a diverse range of pastries, including classic, gluten-free, vegan, or organic alternatives. Consumers may exhibit choices influenced by their taste preferences, health considerations, or dietary limitations.
2. Consumer demographics Understanding consumer demographics is crucial in the pastry industry as factors such as age, income, lifestyle, and cultural backgrounds play a significant role in shaping consumer preferences and purchasing decisions.(Patel,2023)
3. Geographical areas significantly influence the pastry market due to regional preferences and local tastes. European markets tend to have a preference for classic pastries, whilst Asian markets tend to favour new and localised flavours.( Askegaard,1995) 
The level of competitiveness in the pastry sector might significantly differ based on the geographical region and market niche. Below is a summary of the usual rivals in this sector: 
           Local bakeries and pastry shops are often proprietor-operated establishments that specialise in meeting the specific tastes and preferences of the local community. They have the option to specialise in either classic or gourmet pastries. 
         Chain bakeries refer to bigger enterprises that operate many sites, potentially spanning beyond a national or worldwide scale. Some examples of such establishments are Panera Bread in the United States and Greggs in the United Kingdom. (Simpson,2020)
         Supermarkets and grocery stores often have on-site bakeries that create freshly baked pastries. These products are handy for customers and are frequently priced affordably. 
Online Pastry Shops: Due to the increasing popularity of e-commerce, several pastry establishments have started offering their products for sale on the internet. They may have expertise in personalised requests or distinctive taste pairings that are not readily available in physical retail establishments. (Rahman,2023)
           Many cafés and coffee shops have pastries on their menu, directly competing with establishments that specialise in pastries. Starbucks, for example, provides a variety of pastries in addition to its drinks. (Seaford,2012)
        Speciality Shops: These establishments focus on certain categories of pastries, such as macarons, cupcakes, or alternatives suitable for vegan or gluten-free diets.(Christian,2021)

                However, the van's mobility allows it to be utilised at car boot sales, festivals, and marketplaces where there is no presence of these competitors, making it an indirect competitor. The sole contenders found in these areas are those that provide various categories of cuisine, such as fast food trucks, steak restaurants with barbecues, ice cream vendors, and similar establishments.
[bookmark: _Toc165202732]Operation and Management team 

As proprietors of a small firm, we will need to engage in multitasking in order to optimise our profits. I shall assume the role of the managing director, as well as fulfil the responsibilities of being the driver of the van and the buyer. Until the firm expands, at the very least. Given my background in managing a small business and my expertise as a purchaser, I am fully equipped to handle this task without any difficulty. Regarding operating a vehicle, I have previous experience in this area, so it should not pose any difficulties. One of my friends agreed to take on the role of marketing manager due to her expertise in marketing and extensive knowledge of the pastry business. She will be responsibility for managing social media, overseeing marketing, determining pricing, and selecting the sorts of things we will offer at various events. In addition, she volunteered to assist with the sales process, recognising that there may be occasions when the workload becomes overwhelming and a single seller may not be sufficient. 
            The pastry chef will be the most crucial individual, serving as the core of the organisation. I have hired an individual who possesses relevant expertise and a thorough familiarity with the products. She is dependable and she prepares delectable cuisine.
           As previously said, until the firm expands, all employees apart from the chef will be required to multitask. 
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Target Audience -The plan with the pastry van, as stated before , is to go over the weekend at festivals, car boot sales and markets. During the week we can cater for different companies, or go into industrial areas in the morning or at lunch to sell our products.
Competitors- We won't have direct competitors as we'll be mobile and none of the big pastry companies like Greggs do that. However, in the food industry there are always different options , different type of food. Mobile food vans are present at these events as well. That is why we have to make sure that our products are always fresh, tasty and the price it's not very high.
[bookmark: _Toc165202735] Branding 
[bookmark: _Toc165202736]Name and logo- The firm is called Pastries et al, indicating that the menu can be modified at any moment to meet the demands of the market.
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[bookmark: _Toc165202737]Brand Message The uniqueness of the goods stems from the utilisation of high-quality ingredients, inclusion of vegan choices, and a commitment to ensuring freshness at all times.
[bookmark: _Toc165202738]Product Strategy
Due to the young nature of the firm, we will initially conduct market testing. We will prioritise the sale of the most prevalent and well regarded items first, while also providing samples of additional products that we aim to offer. Conducting market testing is essential for the success of our organisation. The menu will be updated based on consumer input, with new items being added and underperforming items being removed. The objective is to develop a concise menu with only the most popular items within a few months.
[bookmark: _Toc165202739] Promotion Strategy 
Bakery goods that have been freshly baked have the ability to create their own market environment. The aroma is going to be so alluring that it will lure each and every person to come in. Through the combination of this and marketing ourselves on social media channels, we will be able to educate people about when and where we will be, as well as what is available in the near future. This will constitute a highly cost-effective strategy to getting ourselves known to the general public.
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Assumptions
· Initial Monthly Sales: £5,000, increasing by 30% each month.
· Cost of Goods Sold (COGS): 30% of sales.
· Fixed and Variable Expenses (excluding marketing): £4,000 per month.
· Marketing Expenses: £1,000 per month.
· Total Expenses: £5,000 per month (combining fixed/variable and marketing).
Forecast
	Month
	Sales (£)
	Growth Rate
	COGS (£)
	Gross Profit (£)
	Expenses (£)
	Net Profit (£)

	1
	5,000
	-
	1,500
	3,500
	5,000
	-1,500

	2
	6,500
	30%
	1,950
	4,550
	5,000
	-450

	3
	8,450
	30%
	2,535
	5,915
	5,000
	915

	4
	10,985
	30%
	3,296
	7,689
	5,000
	2,689

	5
	14,280
	30%
	4,284
	9,996
	5,000
	4,996

	6
	18,564
	30%
	5,569
	12,995
	5,000
	7,995


[bookmark: _Toc165202742]Marketing Efficiency: When working with a limited marketing budget, it is essential to optimise the effectiveness of marketing expenditures. This may entail implementing focused social media advertisements, establishing local collaborations, and capitalising on positive consumer experiences to generate word-of-mouth promotion. 
            Cost Management: Given a predetermined expenditure budget, it becomes crucial to meticulously monitor and control all expenses. Give priority to expenditures that directly enhance sales growth and customer happiness. 
            Scalability and sustainability: As sales increase, it may be required to reassess the marketing spend to maintain brand visibility and competitive advantage. It is important to strike a balance between the necessity to control total costs in order to sustain profitability. 
          Based on this estimate, the firm is expected to achieve profitability by the third month and see substantial growth in profitability in the subsequent months, by employing strategic management and making efficient use of a restricted marketing budget.
[bookmark: _Toc165202743]Conclusion

To summarise, the idea of a pastry van company, functioning as a mobile bakery, is a contemporary version of the conventional bakery model. It involves delivering freshly baked items directly to customers in different locations, including office districts, festivals, and residential neighbourhoods. This business strategy leverages the increasing customer need for convenience, high quality, and innovative bakery items. It cleverly merges the appeal of freshly made, handcrafted baking with the convenience of a mobile service unit, offering a compelling value proposition to a wide range of customers. 
          The adaptability of this business model is further shown by the evolving consumer demands for premium ingredients and healthier choices. Research has shown a notable trend towards the preference for goods that have improved nutritional characteristics, such as those containing high levels of dietary fibre, low amounts of gluten, or the use of unprocessed flours (Stoin et al, 2021). This is in perfect alignment with the offers of a mobile bakery, which has the ability to promptly adjust its variety of products to cater to local and rising market trends. 
            Moreover, it has been recognised that the strategic emphasis on market segmentation and consumer demography is crucial in order to successfully target the appropriate client segments (Weinstein,2013). By comprehending and addressing the distinct preferences and nutritional requirements of various demographic segments, the pastry van may enhance its product assortment and marketing tactics to achieve the highest possible reach and customer contentment. 
           According to industry study, the ability of the pastry van to move about gives it an edge over competitors since it can reach places that are not often covered by regular bakeries and retail chains. This reduces the amount of direct rivalry it faces from established businesses (Baum and Korn, 1996). This flexibility enables the dynamic expansion into new consumer markets at events and gatherings where conventional bakeries have little representation. 
         The operational plan, as described, includes a proactive management approach mixed with a skilful marketing strategy to promote brand awareness and customer loyalty. Utilising social media and focused marketing strategies is crucial for generating awareness and boosting revenues, especially during the early phases of the firm(Tsimonis and Dimitriades,2014). Furthermore, a comprehensive financial strategy is essential for monitoring expenditures and forecasting expansion, guaranteeing the long-term viability of the organisation. 
        Essentially, the pastry van business capitalises on prevailing consumer trends and integrates them with well-planned marketing strategies and an adaptable operating structure. This method not only satisfies the requirements of the current fast-paced lifestyle but also provides a foundation for swift expansion and financial success. By implementing meticulous management, maintaining high quality standards, and employing effective marketing strategies, the pastry van has the potential to establish itself as a prominent presence in the realm of contemporary culinary pleasures. It may transform ordinary sites into enticing chances for indulging in and savouring delightful treats.







[bookmark: _Toc165202744]  References


1. Askegaard, S. and Madsen, T.K., 1995. European food cultures: An exploratory analysis of food related preferences and behaviour in European regions.
2. Baum, J.A. and Korn, H.J., 1996. Competitive dynamics of interfirm rivalry. Academy of Management journal, 39(2), pp.255-291.
3. Capone, R., Bennett, A., Debs, P., Bucatariu, C.A., El Bilali, H., Smolak, J., Lee, W.T.K., Bottalico, F., Diei-Ouadi, Y. and Toppe, J., 2016. Food losses and waste: global overview from a Mediterranean perspective. Zero waste in the Mediterranean: Natural resources, food and knowledge”. CIHEAM and FAO (Ed.), pp.193-242.
4. Christian, G., 2021. Taste!: How to Choose the Best Deli Ingredients.
5. Patel, H., 2023. Impact of Consumer Behavior towards Bakery Products.
6. Rahman, F.B.A., Hanafiah, M.H., Zahari, M.S.M. and Jipiu, L.B., 2023. Social commerce adoption: a study on consumer's online purchase behaviour of perishable pastry products. British Food Journal, 125(1), pp.318-344.
7. Seaford, B.C., Culp, R.C. and Brooks, B.W., 2012. Starbucks: Maintaining a clear position. Journal of the International Academy for Case Studies, 18(3), p.39.
8. Simpson, J., Kumar, P., Kemp, A., Awate, K. and Manning, K., Strategic Management Strategic Management.
9. Spence, C., 2020. Using ambient scent to enhance well-being in the multisensory built environment. Frontiers in Psychology, 11, p.598859.
10. Stoin, D., Jianu, C., Poiana, M.A., Alexa, E.C. and Velciov, A.B., 2021. Current trends in the use of unconventional raw materials for the development of gluten-free bakery and pastry products with high nutritional value: A review. Journal of Agroalimentary Processes and Technologies, 27(4), pp.378-391.
11. Tsimonis, G. and Dimitriadis, S., 2014. Brand strategies in social media. Marketing intelligence & planning, 32(3), pp.328-344.
12. Tuggle, F.D.D., Berl, C.T., Berl, S.J. and Berl, L., 2021. Business Opportunities. Cambridge Scholars Publishing.
13. Weinstein, A., 2013. Handbook of market segmentation: Strategic targeting for business and technology firms. Routledge.

MD


Marketing Manager


Pastry chef


Salesperson


Driver/buyer


2

image2.png
co e SANNPZea g

T S NNe




image1.png
UNIVERSITY OF WALES
Trinity Saint David
% London




