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Introduction
This business plan is a proposal of Sweetcandles, a start-up based in the United Kingdom, which focuses on handmade and eco-friendly candles using naturally sourced soy wax and essential oils. This report aims at defining the business concept, studying both the market and internal environments, devising a promotional plan based on the 4Ps and positioning, and the legal, managerial and financial basis required to start the business. The plan is based on the developed academic models, such as PESTEL and SWOT analysis, to assess the feasibility of the business in the existing UK market (Burns, 2022; Kotler and Armstrong, 2023).
Element 1: Business idea, product/services, objectives and USP
Business idea and product overview
Sweetcandles is a small candle business based out of the home which produces homestead hand-made candle which is green and sustainable; made using 100% natural, lustreless soy wax, cotton wicks and essential oil blends. The company is e-commerce based and sells its products both on its own e-commerce platform and on other platforms like Etsy and Instagram Shop, as well as undertaking local craft markets and pop-ups in London. The product line has aromatherapy candles in glass jars, seasonally scented collections and personalised candles to use on gifting a present to someone like birthdays, weddings and holidays. Burns (2022) argues that at the initial phases of the venture creation, one must identify a distinct product offering, which corresponds to the trends among the consumers. The world candle market has witnessed a consistent growth due to the desire of consumers to purchase a wellness product and environmentally friendly home fragrance offerings, and the soy wax market segment has become more popular given its cleaner burning rate and renewable sources (Grand View Research, 2023).
Business objectives
In the short term the goal of Sweetcandles is to achieve recognition of the brand within the initial twelve months through the creation of an active social media presence of no less than 5,000 followers on Instagram and Tik Tok, the development of a fully functioning online store, and a minimum of 200 units in sales monthly. It is also aimed at the business to establish a consistent presence at two or three London-based craft markets during the first half year. Sweetcandles will extend wholesale dealings to independent local retailers and boutique bestowal shops spread out all over the UK, will instigate a box membership arrangement in the second year of business, and will accomplish yearly profits of least 50,000 in the third year. Due to the need to measure the progress and make the relevant strategic choices, small businesses should set some short- and long-term objectives that help them track the trend in the future (Stokes and Wilson, 2021).
Unique selling point
The company offers a mixture of sustainability, personalisation, and artisan quality, which is the unique selling point of Sweetcandles. They are all hand-poured with cruelty-free vegan ingredients, and the package is completely recyclable or biodegradable. The product can also be personalised with a custom scent candle bearing personalised label, which makes it quite suitable to be gifted out in the market. Another great and unique idea is a medium sized scented candle in a glass, in which the customer has to option to customize the candle with their own picture of choice. When the candle will be lighted the picture will become visible. The customer can also choose the scent of their candles, giving them even more choice. I think this is an excellent unique selling point as it allows the customer to have a whole new personalisation option which would be greatly appreciated especially for celebrations, anniversaries and birthdays. This distinction can be related to the finding of Kotler and Armstrong (2023) that the businesses generating a unique value that corresponds to the lifestyle needs of consumers are in a better position to establish a stable customer relationship.
Element 2: Business environment and competitor analysis
PESTEL analysis
The political environment's impact on organisations is examined using PESTLE analysis. For example, the study can produce findings about political conditions, such as whether political stability is advantageous to organisations. However, an unfavourable political environment, such as a war or a government that is unclear, might have a detrimental effect on the organization. The organization can gain a lot from recognising opportunities and addressing dangers in the political context. Political influences will be the continued assistance of the government of the UK to the small business in the form of grants along with the Start Up Loans scheme and the favourable VAT limits to micro enterprises. Registered VAT threshold is now 90,000 that means Sweetcandles will not have to collect VAT during its initial years. 		Data on economic conditions, including taxes, tariffs, interest rates, economic growth, recession, inflation rate, exchange rate, minimum wage, wage rates, unemployment, cost of living, working hours, availability of credit and financing, and rate of economic growth, are produced by the PESTLE analysis. Results on the state of the economy and how it might affect the organization enable it to react accordingly. Economic recessions, for instance, can have a detrimental impact on an organization's performance and ability to survive. Furthermore, interest rates have an impact on a company's cost of capital and, consequently, the degree to which an organization grows and develops. The economic reasons can also be a source of opportunities as well as threats, since inflation and cost-of-living issues have affected the consumer spending patterns but affordable luxury of scented candle has continued to be strong since people will tend to indulge themselves with small things during the time of financial limitations (Burns, 2022). 
Stakeholders' values, beliefs, attitudes, opinions, and lifestyles are all part of the social environment. Clients are influenced by social views, attitudes, and lifestyles. The study of the human population's size, geographic distribution, age, educational attainment, and economic distribution is part of the research of demographic factors. Organisations can define their likely market and suitable labour force by creating demographic data. The business is well supported by social factors, as consumer awareness levels on the topics of wellness, self-care, and sustainability have increased the demand of natural and environmentally friendly candles in the UK market considerably (Persistence Market Research, 2023). 
Depending on technical advancement, newly discovered technologies will likely lower production costs and increase productivity. However, the firm may face possibilities or risks because of the recognised changes in the technology environment. For example, the cost of purchasing new technologies may raise the organization's expenses considerably, which may then have an impact on the production cost of the business. For my bussiness I can use the technology including the internet and telecommunications technologies, to increase productivity and effectiveness to facilitate communication with suppliers and customers. The technological ones are the ease of access to the e-commerce platforms like Shopify and Etsy due to which small business owners can connect with the nationwide and even international groups with minimum upfront costs (Nuseir and Refae, 2022). 
PESTLE analysis looks at the natural environment to produce data on raw materials, pollution, and government laws pertaining to resource preservation. The organization's operations and reputation may be adversely affected by pollution produced by it or by others, particularly if those operations harm the environment. Therefore, it is crucial to produce data utilising PESTLE on waste management, pollution, and environmental protection regulations, among other topics. The business model focuses on the environmental factors since Sweetcandles is fitted to capitalise on the rising consumer preference towards products that are produced using renewable and biodegradable substances. 
A nation's rules and regulations are part of its legal environment. PESTLE analysis provides information on laws and regulations that will affect how my company makes and markets its goods. Organisational activities may be positively or negatively impacted by the legislation. Legal requirements are related to adherence to General Product Safety Regulations 2005, CLP labelling requirements in terms of candles that contain fragrance oil, and the legislation on consumer rights in the Consumer Rights Act 2015.
SWOT analysis 
The strength of Sweetcandles is that it uses high-quality natural ingredients, its brand narrative was based on sustainability and handcraftsmanship, and low overheads because it is a home-based enterprise. According to Unger (1974) outstanding features of the company makes this brand different from other brands. 
The main weaknesses include that, due to the nature of the handmade manufacturing, production capacity is limited, there is no developed brand reputation in the competitive market, and that the founder is being overly relied on as the only operator. 
One can take advantage of the increased demand of eco-friendly home items, the rise of the online shopping sector, and the possibility of wholesale relationships and contracts in corporate gifting (Albats, Podmetina and Vanhaverbeke, 2021). 
The threats are a high level of competition among the established brands like Yankee Candle and other independent artisan candle makers and changes in the cost of raw material that may influence the profit margin.
Element 3: 4Ps, market segmentation and marketing strategies
Market segmentation and target customers
Market segmentation is a process of categorising a wide consumer group into specific segments with similar features so that a company could adapt to the target group with most of the appropriate offerings (Kotler and Armstrong, 2023). Sweetcandles uses the demographic, psychographic, and behavioural segmentation in identifying its target market. On a demographical level, the main target market will be women aged between 22-45 that live in urban regions in the UK and have a moderate to high disposable income. In terms of psychology, these consumers appreciate sustainability, wellness, and beautiful home designs, and are prone to the influence of lifestyle influencers, on social media, like Instagram and Tik Tok. In terms of behaviour, the target audience will comprise habitual gift buyers, those who buy candles to relax and use aromatherapy, as well as the customers who are brand loyal and stick to brands based on their ethical values (Stokes and Wilson, 2021). Corporate customers who would want to purchase branded candles, or personalised candles as employee gifts, promotional gifts, and event favours, are the secondary market.
The 4Ps of marketing
Product, pricing, place, and promotion are the four Ps of marketing. Beh (1995) asserts that the mix would assist marketers in creating strategies that are appropriate for their target market and the changing social and political circumstances of their era. The significance of the four Ps is that to satisfy target customers and still achieve company goals, the right product must be developed and made available at the right place with the right promotion and at the right price. 
Product: Sweetcandles sells high-end glassware's with hand-cut labels containing soy wax candles of a curated selection. Its product range also covers signature scents like lavender and chamomile, seasonal limited editions, as well as a complete customisable option of having any customer pick their own scent, colour and label design. Every candle comes with a care card, and it is packed in recycled kraft boxes, which again emphasises that the brand is dedicated to sustainability (Chaffey and Smith, 2022).
Price: The pricing policy is that of value-based pricing process, considering the quality of the handmade and the natural ingredients and keeping the artisan candles affordable in the market of the candles. The prices of the standard candles are between £12 and £18, personalised candles are priced between 16-24 and gift set prices are between 30-45. This pricing helps to position Sweetcandles higher than the alternatives in the mass market, but at the same time, be competitive with other independent candled brands in the UK. Kotler and Armstrong (2023) explain that a value-based pricing strategy helps to send information about the quality of the product and to match the price purchased against the perceived benefit of the consumer.
Place: Sweetcandles will rely on the e-commerce store as the main selling point that will be facilitated by third-party applications such as Etsy and Not on The High Street. The company is also available directly in local craft markets, temporary pop-ups and co-operation with individual boutiques in London. This multi-channel is a way of reaching many people but with a personal experience of the brand. Online and offline distribution reinforces the visibility of small businesses and enables engaging with customers based on the data, as Saura, Palacios-Marques and Ribeiro-Soriano (2023) note.
Promotion: The promotion campaign will be based primarily on digital marketing, and the need to promote the brand, show products, and engage consumers using Instagram and Tik Tok as the main channels to do that. To create a real community around the brand, Sweetcandles will utilise short-form video content with the demonstration of the candle-making process, backstage looks and recommendations on scents. The monthly newsletter will be used to conduct email marketing with certain discounts and pre-sales rights to seasonal collections. Partnerships with micro-influencers in the wellness and home decor segments will allow reaching extremely targeted audiences (Rizvanovic et al., 2023).
Online marketing strategies
The social media marketing, content marketing, and email marketing comprise three main pillars of digital marketing strategy of Sweetcandles. Social media marketing via Instagram and Tik Tok provides the opportunity to promote the business to its target audience with visually pleasing content, such as reels, storeys, and user-generated content campaigns. Social media platforms are the most economical methods through which small businesses can create awareness of their brands and engage in direct interactions with the targeted customers as proposed by Malesev and Cherry (2021). Content marketing would incorporate a blog in the Sweetcandles website discussing the benefits of aromatherapy, the environmentally friendly living tips and the advice related to owning candles, which would enhance search engines visibility due to organic search engine optimization. 
The customer relationships will be nurtured via email marketing whereby personalised product suggestions, seasonal discounts, and loyalty points will be sent to the subscribers (Nuseir and Refae, 2022). Instagram and Facebook paid social media advertising will also be strategically applied in prime months like Christmas, Valentines Day and Mother Day to encourage traffic and conversion. Traditionally, a combination of these strategies will help the business to attract new and retain old customers with the help of regular and interactive communication (Gbandi and Iyamu, 2022).
Element 4: Legal, management, and financial planning
Key business structures in the UK
A sole trader is someone who runs business independently and has complete personal obligation and debt on any business liability and is not legally separated by the business (Burns, 2022). 
A limited company is a type of business entity registered in Companies House and that is a separate legal entity of the shareholders, i.e., the liability of the shareholders does not exceed the sum they invested in the company (Stokes and Wilson, 2021). 
Partnership is a form of business where two or more persons are equal partners in business including the sharing of profits and legal personal liabilities of the business including business debts according to Partnership Act of 1890. 
A franchise is a business model where one or a collective buy the right to use an existing business system and brand in exchange to pay the franchisor sums of money as fees and royalties (Kotler and Armstrong, 2023). 
An online enterprise is a commercial organisation that performs the main business activities by the internet that may be e-commerce stores, online services providers, and web-based subscriptions (Chaffey and Smith, 2022). A social enterprise is a company that is committed to selling based on social or environmental call and using most of its surpluses to advance its declared mission, as opposed to allocating them to its shareholders (Burns, 2022).
Legal structure of Sweetcandles
Sweetcandles will be founded as a sole trader, as this organisation type is the easiest and least expensive to enter the market as a single owner with a home-based business. Being a sole trader, the founder is free to make all business decisions and report his taxes simply using HMRC Self-Assessment. Such a structure also eliminates both administrative and financial expnses of registering limited company that is to prepare annual accounts with Companies House and to keep statutory books (Stokes and Wilson, 2021). When the business expands and more revenue is earned after the first year, the founder will switch to limited company framework because it would help them gain the protection of limited liability and higher taxes on increased earnings. This stepwise strategy is in line with the suggestion provided by Burns (2022), who recommends revising the simplest possible legal form when starting a new venture and evolving it to the more complex one as the company expands and engages in more complex activities.
Organisational structure
In its initial years of operations, Sweetcandles will be run single-handedly by the founder who will take care of product development, promotional work, sales, customer support and financial management. With the expansion of the business, it is intended to recruit a half-time production assistant in the first year and a half-time marketing and social media coordinator in the second year. The simplest organisational chart at the growth phase would consist of a Founder/Director on the top, where two positions would be necessary: a Production Assistant in charge of the candle production and order fulfilment and a Marketing Coordinator in charge of social media management and emailing campaigns in addition to communication with customers.
Start-up funding requirements and sources
The estimated start-ups of Sweetcandles are about £3,000-4,000 which constitutes of candle-making gadgets and material (around800), initial stock of raw materials (wax, wicks, fragrances, and containers) (around600), eponymous web site (about300) and eponymous domain name (about300), branding and packaging design (about400), initial advertising outlay (social media, market stalls) (around500), and contingency fund (around Personal savings will be used as the major source of funds, and while this is going on, a Start Up Loan of up to £5,000 will be used, which is a UK Government-sponsored plan to provide low- interest loans to businesses that are starting out in addition to providing free mentoring (Andersen, Aagaard and Magnusson, 2021). Other funding sources are small business grants provided by local councils and enterprise agencies and possible crowdfunding via sites like Kickstarter in case the business wants to roll out a particular line of products or subscription box. Gu (2022) writes that getting adequate start-up capital and lean operations costs in the initial period have a high probability of survival and expansion of the small businesses.
Conclusion
Sweetcandles is a good business with a good position in the emerging business of candles in the UK due to consumers demanding sustainable, homemade and wellness-based home products. The business is well set to make a name in the competitive artisan candle market through an effective business model, focused marketing strategy, and embedded lean start-up strategy. The stages of development, the transition between a sole trader to limited company, with the robust impact of digital marketing and convenient prices give it a beneficial opportunity of success and expansion in the long-term.
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