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[bookmark: _Toc226483226]Element 1. Business Idea, Products/Services, Objectives and USP 
[bookmark: _Toc226483227]1.1 Business Overview
Mission Statement: The main aim is to offer innovative, inclusive, and experiential celebration services that enhance family bonding through interactive cake-decorating activities.
Vision Statement: To be the leading provider of innovative, inclusive, and customer-engaging mobile celebratory experiences in the UK.
Long-Term Aspirations: Sprinkle and Smile aim to establish partnerships with schools and entertainment brands to increase market reach and brand awareness within three years, expand nationwide across the UK, and create an e-commerce platform to sell home decorating kits.
Slogan: “Create Joy”
Sprinkle and Smile is a mobile party company that offers themed cake- and cupcake-decorating experiences for children, families, and intergenerational groups. The business enables people to participate in decorating activities at their homes, schools, community centres, and event venues. The company also provides ready-to-bake high-quality cupcakes or cake slices instead of baking them, along with all necessary decorating tools, edible toppers, and themed accessories. This concept aligns with the emerging experience economy, where consumers prioritize memorable experiences and meaningful activities over product consumption (Barringer, 2019). Families in the UK are also shifting towards interactive and personalised celebration experiences (Mintel, 2026). 
[bookmark: _Toc226483228]1.2 Products / Services
Sprinkle & Smile will offer a variety of interactive decorating events, making the celebration an engaging and entertaining experience for families and groups. The first type of service involves family and intergenerational decorating activities, in which children, parents, and grandparents decorate cupcakes or slices of cake. The second category includes story-themed decorating services, centred around well-known stories, films, or fantasy themes. Participants will dress in themed costumes for the event, such as cakes with edible toppers, coloured icing, and personalised aprons. Story-based creative activities are also becoming increasingly popular in children's entertainment because they promote imaginative play and interaction (Williams, 2019).
The third format targets sensory-friendly decorating events for younger children who enjoy engaging their senses, particularly sight. The service design creates high customer value by emphasising creativity, inclusiveness, and convenience. It is estimated that the market for children's entertainment and party services exceeds £2.4 billion annually, offering significant potential for new ideas in celebration experiences (IBISWorld, 2024).
[bookmark: _Toc226483229]1.3 Business Objectives 
The goals of Sprinkle and Smile are designed to follow the SMART framework, which involves setting specific, measurable, achievable, relevant, and time-bound objectives to enhance business performance and strategic planning (‌Swann et al., 2023). In the short term (1-3 years), the business intends to become profitable and secure commitments with other schools, community centres, and family venues to ensure regular event bookings. Additionally, the business plans to increase brand awareness and improve client engagement (Blackwell, 2011).
Sprinkle & Smile aims to grow over the long term (3-5 years) by launching an online shop selling home-decorating kits and seasonal-themed experiences, partnering with entertainment brands or authors to enhance story authenticity, and expanding into additional markets.
[bookmark: _Toc226483230]1.4 Unique Selling Proposition
The Unique Selling Proposition (USP) of Sprinkle & Smile is its ability to offer inclusive, experience-based celebration activities that blend creativity, storytelling, and socialisation. Unlike traditional bakeries or party entertainers, where decorating is usually not hands-on, this approach involves participants actively engaging in decoration. Additionally, themed decorations, colourful edible toppers, and striking displays make them suitable for Instagram and TikTok, aligning with current consumer behaviour in which social media sharing influences leisure choices (Lyons et al., 2024). The strategic advantage of this USP in the UK family leisure market remains strong, as demand for personalised and experiential celebrations is rising and families are increasingly inclined to choose creative, memorable activities over conventional entertainment options (Williams et al., 2022).
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Element 2. Business Environment & Competitor Analysis
[bookmark: _Toc226483232]2.1 PESTEL Analysis
Political factors: 
Rising geopolitical tensions involving the US, Israel, and Iran have contributed to broader economic instability, impacting the UK significantly. According to Marsh and Wood (2026), energy bills could increase by over £300 annually, fuel prices have gone up by 12p and 24p per litre, and mortgage payments may rise by around £900 each year. These financial pressures decrease household disposable income, considerably limiting consumer spending on non-essential services like celebrations and raising operational costs for Sprinkle & Smile, especially regarding materials and transportation. Furthermore, compliance with regulations such as the Food Safety Act 1990, Food Hygiene Regulations 2013, and safeguarding requirements for children’s events heightens operational efforts (VisitBritain, 2015). Nonetheless, these frameworks also offer opportunities to foster customer trust and boost professional credibility. 
Economic Factors: Higher inflation and increasing ingredient prices continue to put pressure on small business operations. The UK Consumer Price Index reported a roughly 19% rise in food prices in 2023, which has significantly affected essential baking ingredients like flour, sugar, and dairy (Office for National Statistics, 2024). Harari (2026) notes that food and drink inflation peaked at 5.1% in August 2025, then fell to 4.2%, highlighting the importance of Sprinkle and Smile’s experience-based model. This approach minimises dependence on volatile input costs and boosts resilience and customer engagement. As a result, flexible, experience-driven packages can help maintain business stability during economic difficulties.
Social factors: The concept behind Sprinkle & Smile aligns well with current social trends. Consumers are increasingly drawn to encounter-based, experience-driven activities that foster creativity and social interaction rather than just making purchases (Mintel, 2023). Additionally, innovative workshops such as craft, baking, and decorating classes have become popular recreational activities, especially for children and families. This trend presents a clear opportunity for Sprinkle & Smile to provide an engaging celebration experience.
Technological factors: Small event businesses rely heavily on technology for marketing and service delivery. Digital platforms are a crucial marketing channel for new companies in the UK, as over 57 million people are social media users (Statista, 2024). Online booking and payment options also increase customer convenience, while e-commerce platforms will support promoting future sales of home-decorating and themed celebration packages.
Environmental factors: Sustainability is increasingly influencing consumer choices in product and service selection. Many customers favour companies that utilise eco-friendly packaging, biodegradable decorations, and ethically sourced items. Research indicates that about 64% of UK consumers aim to reduce their single-use plastic consumption (Statista, 2023). By adopting responsible packaging and materials, Sprinkle & Smile can enhance its brand image and appeal to environmentally conscious families.
Legal factors: Legal requirements include food hygiene certification, event activities, public liability insurance, and intellectual property regulations. Food businesses must also register with the local authorities and meet hygiene standards as mandated by the Food Standards Agency before operating (Food Standards Agency, 2023). This compliance ensures customer safety, minimises legal risks for the business, and boosts credibility within the competitive event services industry.
[bookmark: _Toc226483233]2.2 SWOT Analysis
Strengths: A key feature of Sprinkle & Smile's experience-based approach is its interactive cake and cupcake decorating classes. This aligns with emerging trends in experience-oriented leisure activities, where consumers are increasingly valuing experiences (‌Zhang et al., 2024). Another significant strength is that the service caters to younger children and a diverse range of participants. Inclusivity can boost customer loyalty and expand the potential customer base (Sahoo, Mishra and Rout, 2024). Additionally, the mobile business model offers the company the chance to provide services at a lower cost in terms of retail space and enables access to many more potential customers across multiple locations.
Weaknesses: Although the concept of Sprinkle & Smile is innovative, the company may face several internal limitations. The weakness lies in its limited start-up resources. Small businesses often encounter financial constraints during the initial development stages (Barringer, 2019). Additionally, the business is heavily dependent on the booking of events; that is, fluctuations in demand or seasonal variations in party events could directly affect revenue and cash flow stability.
Opportunities: External factors favour the growth prospects of Sprinkle and Smile. The global experience economy trend continues to influence consumer behaviour (Hudson and Hudson, 2023). The market for children's birthday parties also holds significant potential, as these are among the most common family activities. In the UK, parents are still willing to spend on children's celebrations despite financial constraints, indicating steady demand for party-related services (Office for National Statistics, 2021).
Threats: Sprinkle & Smile might face competition from other local bakeries. Existing businesses with loyal customers can attract similar target audiences. Economic uncertainty could also reduce discretionary spending on leisure activities, such as birthday parties and other events. For instance, household expenditure priorities have been affected by rising inflation in the UK (Office for National Statistics, 2021). Additionally, strict food safety and hygiene regulations increase the compliance demands for businesses handling edible goods.
Evaluation: To maximise its success, Sprinkle and Smile needs to strategically utilise its strengths to capitalise on market opportunities. For instance, its mobile and inclusive decorating services can be promoted through partnerships with schools, community centres, and family groups to drive repeat bookings. By emphasising creativity, inclusiveness, and convenience, the business can differentiate itself from traditional bakeries and capture a share of the growing experience-based celebration market.
[bookmark: _Toc226483234]2.3 ‌Competitor Analysis
Competitor analysis helps companies understand the market landscape and identify what makes their services unique (Zhang et al., 2022). Sprinkle & Smile operates in the UK’s family leisure and children’s celebration sector, which includes many businesses that offer party-decorating workshops and baking lessons. For example, companies like Cook Stars host cooking and cupcake decorating parties for children, where they participate in baking and decorating cupcakes as part of birthday celebrations (Cook Stars, 2026). Similarly, The Cake Tailor provides cupcake-decorating birthday parties, during which children receive iced, pre-baked cupcakes with themed decorations and edible toppers (The Cake Tailor, 2024). However, many competitors operate from permanent locations or baking studios, which may not offer the same flexibility for customers. In contrast, Sprinkle & Smile sets itself apart with its mobile event model, sensory-themed decorating activities, and storytelling-based themed events. 
[bookmark: _Toc226483235]Element 3. 4Ps, Market Segmentation & Marketing Strategies
[bookmark: _Toc226483236]3.1 Market Segmentation & Target Market
Market segmentation helps companies target specific customer groups and tailor their services to their needs and preferences (J. Law, 2016). For Sprinkle & Smile, the family leisure and celebration market in the United Kingdom can be segmented by demographic, psychographic, and behavioural variables.
Demographic segmentation primarily targets children aged 5-12 and their parents, as well as family groups that organise celebrations or engage in creative leisure activities. In the UK, children aged 5-11 were identified in 2023, representing a significant potential market for child-focused activities and birthday parties (Statista, 2024). The parental group in this segment typically hosts parties and family gatherings and is the decision-maker for purchasing celebration services.
Psychographic segmentation has identified creative and experience-oriented families who make good use of interactive activities that promote learning, creativity, and social bonding. It has been found that consumers in the United Kingdom are increasingly focusing on spending their money on experiences rather than material possessions, especially during family leisure time (Mintel Store, 2025).
Behavioural segmentation focuses on events like birthday parties, school workshops, and family bonding, where interactive activities can enhance the enjoyment of the celebration. Based on these segments, the primary target customers for Sprinkle and Smile are likely parents of children aged 5 to 12 years who appreciate innovative, interactive, and fun celebration events.
[bookmark: _Toc226483237]3.2 Marketing Mix – 4Ps
The marketing mix, often called the 4Ps, provides a strategic model that companies use to target their services in a competitive market (Singh and Jena, 2024). 
Product: Sprinkle and Smile's main offering is an interactive cake- and cupcake-decorating party. The business does not sell baked goods; instead, it offers themed decorating classes. These events can be personalised with various themes, storytelling elements, and accessories such as themed aprons. The business will also introduce home decoration kits that allow families to recreate the experience at organised events. This service aligns with the growing market for creative leisure activities, as the share of adults in England engaging in creative activities at least once a year increased to about 37% (Tymoszuk et al., 2021).
Price: Sprinkle and Smile employ a competitive pricing strategy based on competitors and the local UK children's party market. For example, cupcake decorating experiences at Cook Stars and The Cake Tailor are comparable, with prices typically ranging from £12 to £25 per child (Cook Stars, 2026). This aligns with the broader UK children's entertainment sector, which is estimated to be worth over £2.4 billion and reflects high demand for experience-based services (IBISWorld, 2024).
Provider 	Price per child 	Offering 
Cook Stars	£12–£20	Decorating parties and baking 
The Cake Tailor	£15–£25	Decorating workshops
Sprinkle and Smile (Entry level)	£15	Mobile, themed and inclusive event
Sprinkle and Smile (Premium)	£22–£25	Story-based and sensory events

Table 01: Concise Price Comparison with Principal Competitors 
(Source: Created by the Learner)
According to this, Sprinkle and Smile will set a competitive entry price of £150 for 10 children (£15 per child) and a premium package at £220 for 10 children (£22 per child). Prices will increase to £170 (£17 per child) and £250 (£25 per child) after the initial six months, respectively. This pricing strategy aligns with market expectations and helps maintain perceived value. More importantly, the gradual increase reflects the shift from penetration pricing to value-based pricing, enabling customer acquisition first and maximising revenues as brand awareness and demand grow (Mariotti, 2016).
Place: The service operates on a mobile delivery model, meaning decoration sessions are held at locations accessible to customers, such as residential homes, schools, and community centres. This removes the pressure on customers to travel to a specific site and allows the business to reach more geographical markets. Mobile service models are increasingly popular in the events sector, as they reduce the overhead costs of maintaining a permanent venue while offering greater flexibility in booking event dates (García Revilla, Martinez Moure and Einsle, 2023).
Promotion: The advertising will concentrate on digital and community channels. Instagram and TikTok seem to be the most effective platforms as they allow showcasing decorated cupcakes and themed setups that can attract an audience and encourage social media sharing. Short-form video content has increasingly become a vital way of engaging consumers in the UK, with over 79% of internet users watching online videos each week (Zhang and Zhu, 2025). Parent networks, local community groups, and partnerships with schools will also help the business promote services directly to the target customer group. 
[bookmark: _Toc226483238]3.3 Online Marketing Strategy
The main promotional strategy for Sprinkle and Smile and the UK family celebration market will be digital marketing. Online platforms and social networks enable the business to reach a specific audience effectively and encourage customer interaction. Khan, Joshi, and Gulhane (2025) state that social media and online video platforms are significant contributors to consumer discovery of leisure activities and services. The table below highlights the key digital marketing tools that will be used to promote the business and maintain customer loyalty.
	Digital Marketing Tool
	Platform / Channel
	Purpose

	Instagram Reels
	Instagram
	Post short videos about decorating cupcakes, themed events, and behind-the-scenes content to attract potential customers and increase brand exposure.

	User-Generated Content
	Instagram, TikTok
	Arrange for parents and participants to share pictures or videos of the decorating sessions with hashtags, which will promote the event and build trust naturally through word of mouth.

	Influencer Parents
	Instagram, TikTok, parenting blogs
	Collaborate with influencers in the family niche who share parenting and lifestyle content to promote decorating experiences and appeal to specific family segments.

	SEO Website
	Google search and website platform
	Increase exposure so that users searching for services like "children's birthday party activities" or cupcake decorating parties can find your business more easily, helping to attract new customers.

	Online Booking Platform
	Business website/booking systems

	Create a system allowing customers to easily check availability, make bookings, and manage other event reservations online, enhancing convenience and customer satisfaction.


Table 02: Online Marketing Strategy
(Source: Created by the learner)
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[bookmark: _Toc226483240]4.1 Definitions of Business Structures
A Sole Trader is one of the most convenient types of business, owned and operated by a single individual who assumes personal responsibility for all aspects of the business (Sukrat and Leeraphong, 2024). A Partnership involves liability shared by two or more parties, along with shared responsibility and resources; however, it increases the chances of conflicts and inefficiencies in decision-making. A Franchise involves less risk when entering the market through an established brand, but offers reduced strategic flexibility and profit recognition due to ongoing fees. In contrast, a Limited Company provides Limited Liability and Legal Separation, which protects personal assets and enhances the company's credibility (Akbar, Hardyansah and Dirgantara, 2024).
[bookmark: _Toc226483241]4.2 Chosen Legal Structure
The main goal is to register Sprinkle & Smile as a Private Limited Company (Ltd) within the first six months. This structure is suitable because it offers limited liability, safeguarding personal assets in a business involving food handling and children's services, where legal risks are higher (Peráček and Kaššaj, 2023). Crucially, compared to sole trader and partnership models, it supports the long-term growth of the business, financial security, and risk management, making it the most strategically appropriate choice.
[bookmark: _Toc226483242]4.3 Organisational Structure
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Figure 01: Organisational Structure of Sprinkle & Smile
(Source: Created by the learner)
The Founder/Owner manages the overall business operations, planning, and partnerships. The Event Coordinator is responsible for making bookings, scheduling, and preparing event materials. Decorating Assistants support event delivery by guiding participants and ensuring safety and hygiene standards are maintained. The Marketing and Social Media Manager handles activities related to online promotion, customer contact, and managing bookings (Mahoney and Tang, 2024). Most importantly, this hierarchy ensures a clear separation of duties, which improves operational efficiency and reduces the need for coordination. 
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Start-up Cost and Budget
	Category
	Amount (£)

	Materials and Ingredients
	£1,200

	Equipment & Tools
	£1,500

	Transport Costs
	£700

	Advertising and Marketing
	£800

	Miscellaneous Expenses
	£800

	Total
	£5,000


Table 03: Startup Cost and Budget
(Source: Created by the learner)
The start-up (pre-operational) costs are estimated at £5,000, covering essential setup expenses including materials, equipment, and marketing. According to the 12-month cash flow projection, monthly operating costs are expected to range from £1,500 to £2,500, requiring start-up capital of £4,500 to £7,500 to sustain the business during the first three months. Therefore, the initial budget will be between £9,500 and £12,500. This amount will be partly financed by £3,000 in personal savings and £2,000 in government grants, with any shortfall potentially covered by short-term funding or early customer bookings to keep the business afloat.
In the UK children's events market, the financial projections for the Sprinkle and Smile business are based on industry performance, competitor analysis, and realistic start-up estimates. The services (£150–£220 per event and £25 for home kits) are priced in line with rival companies such as Cook Stars and The Cake Tailor, which typically charge £12–£25 per child for a similar cupcake-decorating experience (Cook Stars, 2026). This will ensure that the prices are both competitive and profitable.
The UK events market has significant potential, with an estimated sales volume of £2.4 billion based on demand trends (IBISWorld, 2024). Low sales in the initial months reflect challenges faced by start-ups, such as low brand awareness, which gradually increases throughout the marketing cycle, along with frequent bookings and peak periods on weekends and holidays (Barringer, 2019). The cost of sales is calculated considering ingredient, decoration, and equipment expenses, and the data showing a 19% rise in UK food prices justifies reasonable cost structures and achievable profit margins (Office for National Statistics, 2024).
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Projected Cash Flow 
	Particulars
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Total

	Receipts
	
	
	
	
	
	
	
	
	
	
	
	
	

	Investment from Owner
	3000
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	3000

	Bank Loan / Grants
	2000
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	2000

	Opening Balance
	0
	4440
	5050
	5650
	6340
	7100
	7880
	8470
	8950
	9750
	10550
	11340
	85520

	Sales
	2000
	2500
	3000
	3500
	4000
	4200
	4500
	4800
	4200
	4300
	4700
	5200
	46900

	Issue of Shares/Debt
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Total Inflow of Cash
	7000
	6940
	8050
	9150
	10340
	11300
	12380
	13270
	13150
	14050
	15250
	16540
	137420

	
	
	
	
	
	
	
	
	
	
	
	
	
	0

	Less Payments
	
	
	
	
	
	
	
	
	
	
	
	
	0

	Purchases
	1560
	1890
	2400
	2810
	3240
	3420
	3910
	4320
	3400
	3500
	3910
	4650
	39010

	Selling & Admin Exp
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Marketing Exp
	800
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	800

	Property/Rental Exp
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0

	Transport Costs
	700
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	700

	Miscellaneous Expenses
	800
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	800

	Equipment & Tools
	1500
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	1500

	Materials & Ingredients
	1200
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	0
	1200

	Total Outflow of Cash
	6560
	1890
	2400
	2810
	3240
	3420
	3910
	4320
	3400
	3500
	3910
	4650
	44010

	
	
	
	
	
	
	
	
	
	
	
	
	
	0

	Net Cash In/(Out)
	440
	5050
	5650
	6340
	7100
	7880
	8470
	8950
	9750
	10550
	11340
	11890
	93410

	Closing Balance
	4440
	5050
	5650
	6340
	7100
	7880
	8470
	8950
	9750
	10550
	11340
	11890
	97410



Product Breakdown
	
	Product / Service 1
	Product / Service 2
	Product / Service 3
	Product / Service 4

	Product / Service name
	Birthday Party Package
	Themed Story Events
	School Workshops
	Home Decorating Kits

	Sale price (per unit)
	£150
	£220
	£180
	£25

	Cost price (per unit)
	£80
	£120
	£100
	£10

	Gross Margin (per unit)
	£70
	£100
	£80
	£15



Number of Sales per Month
	Month
	Party Package
	Themed Events
	School Events
	Kits
	Total Sales Volume

	1
	10
	3
	2
	20
	35

	2
	12
	4
	2
	25
	43

	3
	15
	5
	3
	30
	53

	4
	18
	6
	3
	35
	62

	5
	20
	7
	4
	40
	71

	6
	22
	7
	4
	42
	75

	7
	25
	8
	5
	45
	83

	8
	28
	9
	5
	50
	92

	9
	22
	7
	4
	40
	73

	10
	23
	7
	4
	42
	76

	11
	25
	8
	5
	45
	83

	12
	30
	10
	5
	55
	100



Sales (£)
	Month
	Product 1 (£)
	Product 2 (£)
	Product 3 (£)
	Product 4 (£)
	Total Sales (£)

	1
	1500
	660
	360
	500
	2,000

	2
	1800
	880
	360
	625
	2,500

	3
	2250
	1100
	540
	750
	3,000

	4
	2700
	1320
	540
	875
	3,500

	5
	3000
	1540
	720
	1000
	4,000

	6
	3300
	1540
	720
	1050
	4,200

	7
	3750
	1760
	900
	1125
	4,500

	8
	4200
	1980
	900
	1250
	4,800

	9
	3300
	1540
	720
	1000
	4,200

	10
	3450
	1540
	720
	1050
	4,300

	11
	3750
	1760
	900
	1125
	4,700

	12
	4500
	2200
	900
	1375
	5,200



Cost of Sales (£)
	Month
	Product 1 (£)
	Product 2 (£)
	Product 3 (£)
	Product 4 (£)
	Total Cost (£)

	1
	800
	360
	200
	200
	1,560

	2
	960
	480
	200
	250
	1,890

	3
	1200
	600
	300
	300
	2,400

	4
	1440
	720
	300
	350
	2,810

	5
	1600
	840
	400
	400
	3,240

	6
	1760
	840
	400
	420
	3,420

	7
	2000
	960
	500
	450
	3,910

	8
	2240
	1080
	500
	500
	4,320

	9
	1760
	840
	400
	400
	3,400

	10
	1840
	840
	400
	420
	3,500

	11
	2000
	960
	500
	450
	3,910

	12
	2400
	1200
	500
	550
	4,650
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