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Background 

The proposal for Sweet By Nature is to market homemade desserts to sweet lovers. The 

business will also include desserts for diabetics and people who suffer from gluten sensitivity. It 

is important for people to enjoy desserts despite their limitations. 

The intent of Sweet By Nature is to produce luxurious cakes, for instance, Red Velvet 

Cake, cheesecake and pies. The strategy behind the business was developed from a love making 

desserts. The business will be started by two friends to combine their love for baking. The two 

friends have spent hours together compiling many different types of desserts to offer the public 

and had fun doing it. 

The vision of Sweet By Nature is to start out as part-time business utilizing two people to 

make desserts, market desserts, and deliver to restaurant establishments. The objective is to use 

premium, wholesome, ingredients and with a homemade taste. The business found grocery 

stores do not make their own desserts in the bakery because they are brought in frozen and then 

decorated. After investigating frozen, boxed, and bakery cakes, it was found many contained 

lard and did not have the flavor “grandma used to make” (Atchison, B. 2009). Brenna’s 

grandmother used to make her a Red Velvet cake on her birthdays for the last 40+ years with 

homemade natural ingredients. Once her grandmother was unable to bake cakes for her, Brenna 

had a hard time finding a Red Velvet Cake tasting like her grandmother’s. Sweet By Nature 

would use all fresh ingredients, for instance, eggs, cream, and butter. Other ingredients would be 

premium, for example, vanilla from Mexico was far superior in taste compared to imitation 

vanilla or natural vanilla’s found in the grocery store.  
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If the business is successful, the company will expand to on-line orders employing 

several others and hiring an individual to create the web page. The web page would need to be 

user friendly and have pictures of our homemade desserts. The website will incorporate a ratings 

list to ensure the business is meeting consumer desires and demands. Below are samples of 

desserts which could be used in Sweet By Nature’s on-line web site to tempt clients: 

Going from left to right, starts Red Velvet Cake, sliced Red Velvet Cake, cheese cake, and black 

raspberry pie. 

Problem Statement 

The problem statement is how to create and market Sweet By Nature successfully? 

Investigation was conducted in marketing strategies, costs for ingredients, best ingredients for 

taste, packaging, fuel expenses, license expense, use of own kitchen or rental of a commercial 

kitchen, kitchen supplies, for instance, spatula’s, pans, cooling racks, towels, measuring cups,  
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major kitchen equipment, anti bacterial working surfaces, include taste testers, and real life 

experiences from people within similar businesses or own their own business. Research was 

required to find out how many people suffer from diabetes and celiac disease to ensure there 

would be a marketing advantage. Profits were analyzed on a per year basis on different volumes 

of cakes and pies produced. It is also important to think about the mission statement utilizing 

Marketing Management knowledge and skills by J. Paul Peter and James H. Donnell, Jr. The 

preliminary mission statement is “Our goal is to please our customers because we are Sweet By 

Nature.” 

Importance of Topic 

The importance of this topic is to analyze the business venture in hopes of becoming 

successful with advice from current business owners. Interviews were conducted by: 

Nathan Donaldson, co-owner of Fortress PC 

Kathy Easter, owner of Utopia, hair styling salon in Covington, Indiana. 

Brian Abernathy and Mark Abernathy owners of Home Improvements, 

construction business in Covington, Indiana. 

Bob and Pat Nadolski owners of Gramma’s Berry Path in Wanatah, Indiana, a 

farm who produces berries and vegetables. 

Mike Stump, owner of Maple Corner Restaurant in Covington, Indiana 

Carol Lundgren, owner of Carol’s Confections in Danville, Illinois 

Research results reflect the following responses from the owners of the businesses owners listed 

above:  
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. Did you start doing business on the side before running the full time business? 

. How many years operating full time? 

. Advice on marketing? 

. What does your business offer differently from similar businesses? 

. Pros and cons of having your own business? 

Research Approach 

Marketing 

The sources considered for the project for marketing include; Fortress PC, Maple Corner, 

Gramma’s Berry Patch, James H. Donnelly and J. Paul Peter, Cake Statistics, taste testers, James 

O’Brien Introduction To Information Systems, Small Business Administration, City-Data.com, 

National Center for Chronic Disease Prevention and Health Promotion, and online mail orders. 

Research results supply information on the findings. Maple Corner is a well known restaurant in 

Covington, Indiana. An interview with Mike Stump, owner of Maple Corner, was conducted to 

find out if Sweet By Nature could sold in the restaurant. Pat Nadolski, owner of Gramma’s 

Berry Patch located in Wanatah, Indiana, provided strategies in selling food products to different 

markets. Pat has sold berries at festivals, churches, and the general public. Carol Lundgren, 

owner of Carol’s Confections offers years of experience in marketing desserts. Carol is a 

perfectionist when it comes to making wedding cakes, birthday cakes, and other special occasion 

desserts. Marketing Management, by J. Paul Peter and James H. Donnelly, Jr. was a useful tool 

to identify key strategies in marketing. Peter and Donnelly outline eight tips for improving a 

company’s pricing strategy which helped build the pricing strategy. Chapter 9 highlights 

personal selling; relationship building, and sales management. Cake Statistics offered  
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information about statistics and trends on cakes. To further the taste of the cakes, taste testers 

were included to find out what recipes are more likely to be favored. 

Information Systems 

Research from Introduction To Information Systems, by James O’Brien were utilized to 

find out how to incorporate a successful website. City-Data.com provided the median income of 

an area to help guide the marketing of Sweet By Nature. Not only is it important to look at 

locations to further the business, but also to research information about people affected by 

diabetes. The National Center for Chronic Disease Prevention and Health Promotion provided 

the number of people who are diabetic in the United States and gave information about facts of 

diabetes. Another website which was beneficial was Muddy Paws Cheesecake. It offered 

information about mail order cheesecakes, and how they ship desserts. The websites mentioned 

above will not only help further the business in various locations, but also offer sweets to those 

with health concerns. 

Cost 

The sources important to the project for cost included; Maple Corner, Gramma’s Berry 

Patch, Carol Lundgren, online mail orders, suppliers, for instance, CKitchen.com, Kitchen 

Krafts, and MR Take Out Bags, Ehow.com, and my work experience. The owner of Maple 

Corner provided costs for renting a commercial kitchen with equipment available and costs of 

supplies. Costs for blueberries, black raspberries, red raspberries, gold raspberries, black berries, 

were supplied by Gramma’s Berry Patch. Carol Lundgren, owner of Carol’s Confections was 

another source for costs for ingredient, packaging, and equipment supplies. Online mail orders, 

for instance, Muddy Paws Cheesecake provided estimated costs of cakes and how they are  
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packaged. Costs for ingredients include suppliers, for instance, PFG and Prairie Farms. Yields 

and cost of bills of materials were conducted to find out the expected cost of ten different cakes 

and pies and profit projection. CKitchen provided estimates of convection ovens, mixers, 

electric ranges, and other baking equipment. MR Take Out Bags offered costs for recyclable 

bakery boxes. Kitchen Krafts provided additional pie and cake box prices. License costs and 

steps were taken from Ehow.com. An additional cost list includes the cost of renting a 

commercial kitchen, towels, delivery, pans, and customized rack. 

Challenges and Limitations 

The challenges of this research project are when a business branches out to on-line sales. 

More in depth research will be needed before shipping desserts as they are fragile and frozen. 

Shipments would need to be made refrigerated, or shipped in dried ice. Analysis would be 

needed to understand how similar businesses handle transportation, how to predict on-line 

customer orders and staffing needs. 

The limitations to this research include; the narrow geographic sample of interviews and 

taste tests. This is inevitable for a small business startup. 

Key Assumptions 

Key assumptions include: consumers will like our product; a need for flavorful desserts 

made with ingredients which are better for you, and desserts are flavorful for diabetics and 

people suffering from gluten sensitivity. The product will not be massed produced with less 

wholesome ingredients. Many consumers do not have time to make homemade desserts. The 

store would be designed to help out the working mother enabling them to take a homemade 

dessert home, to the office, or a special occasion without feeling as though they had cheated by  
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getting the dessert from a grocers. For instance, Eli’s Cheesecake has a reputation of being a 

superior quality cheesecake with a homemade taste. The Cheesecake Factory prides themselves 

in fresh cheesecakes made with the finest ingredients. (The Cheesecake Factory, 2009) 

Contribution to Research 

The Small Business Administration warns business owners to manage the business from 

start to finish. The SBA warns careful planning is fundamental to success. The Small Business 

Planner includes information and resources will help you at any stage of the business lifecycle.” 

(Small Business Administration, 2010) The business life cycle has four stages: 

. Plan your business by getting ready and write a business plan 

. Start your business by finding a mentor, finance start-up, buy a business or franchise, 

name your business, choose a structure, protect ideas, retrieve licenses and permits, lease 

equipment and pick a location. 

. Manage your business by leading, making decisions, managing employees, marketing 

and pricing, marketing and selling, understanding fair practice, paying taxes, getting 

insurance, handling legal concerns, forecasting, advocating and staying informed, using 

technology, and financing growth. 

. Getting out may include; planning your exit, selling your business, transferring 

ownership, liquidating assets, filing bankruptcy, closing officially. 

Source: (The Small Business Administration, 2010) 

Sweet By Nature utilized the Small Business Administration’s advice by finding mentors, for 

instance, Mike Stump from Maple Corner, Nathan Donaldson from Fortress PC, Carol Lundgren, 

e owner of Carol’s Confections, and Pat Nadolski, co-owner of Gramma’s Berry Patch. Sweet By  
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Nature will take the advice from the Small Business Administration retrieve licenses and permits 

and picking a location. 

The Small Business Administration offers tools to increase your small business 

knowledge and productivity. Tools include: 

e Library and resources contain; marketing and outreach, laws and regulations, 

publications, SOP’s, Glossary, statistics and research, success stories, and reports. 

e Audio and video consist of; podcasts, delivery success, Really Simple Syndication 

e Forms include; small business forms, SBA partner forms, and federal forms. 

The business will make use of the library and resources of the Small Business Administration, 

videos, and forms. 

The Small Business Administration expands their businesses with services and programs. 

They include the following: 

Financial assistance 

Contract opportunities 

Disaster relief 

Online training 

Counseling and assistance 

Special audiences, for example, women, veterans, international trade, and 50+ 

entrepreneurs 

Laws and regulations 

Compliance  
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(Small Business Administration, 2010) 

Sweet By Nature will make the most of financial assistance offered by the Small Business 

Administration, online training, and comply with the laws, regulations, and compliance. The 

business will find out what is offered to women owners. 

Description of What Has Been Done In the Past 

Information should be retrieved from your category of what has been done in the past. 

Ben & Jerry’s is an example of what has been done in the past. Their ice cream is made with all 

natural ingredients and is a learning businesses could use. Muddy Paw’s is another example of 

what has been done in the past. This information is useful to new businesses to find out how 

they utilize their web site, package desserts, and market to their consumers. City-data.com has 

useful information available to understand your demographics. The Small Business 

Administration website offers new business owners tips on how to start a business, develop a 

new marketing plan, grants for minoritites, low interest rates for women opening up new 

businesses and new small businesses. The Small Business Administration offers methods to help 

increase business knowledge and productivity, services, and programs, outlined in the 

Contribution to Research section. 

It is also important to interview people who own their own business to retrieve real life 

experiences. The business owner question results is an example of what can be learned from 

others, for example, advantages and disadvanatages of owning your own business, marketing 

tips, and what these businesses offer that similar businesses do not. 

Marketing and cost information should be analyzed to ensure there is a need for your 

product and if you will be able to earn a profit. For instance, this project includes a menu for  
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diabetics and people who suffer from celiac disease. Find out if there is a market for your target 

audience. Costs should be considered to ensure profits but should not be costed too high. A 

business may offer a superior product but may be priced too high for the consumer. Costs must 

be gathered from different vendors, as prices may differ. 

Businesses should ensure their product is made from quality materials. For instance, 

instead of using imitation vanilla, use vanilla beans or pure vanilla from Mexico. Brian 

Abernathy, co-owner of Home Improvement Construction, uses high quality materials to make 

sure customer’s are satisfied with their homes. People have requested Home Improvement 

Construction to correct other construction business mistakes, for instance, the another 

construction business using cheap materials and not lasting and meeting customer expectiations. 

Excellent quality will give your company a good name with future business. 

The marketing planning process helps define the organization’s mission, assesses 

organizational resources, and evaluates environmental risks and opportunities. Businesses 

should build a mission statement and investigate their strengths, weaknesses, opportunities, and 

threats. Mission statements organize a business’s layout of its basic objectives and goals. A 

SWOT analysis provides management a critical view of the internal and external environment to 

help guide its mission. (Boone, et al., 2001) 

Research Results 

Business Owner Question Results 

Nathan Donaldson, owner of Fortress PC, started out his business part time with his 

friend, Brian Darnell, and was able to turn the part time work into a full time business, successful 

for over five years. Nathan operated out of his garage for about 1 year before moving to the  
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mall. They upgraded into a larger mall location two years after. When asked what Fortress PC 

offers customer that other similar businesses do not, Nathan said “Fortress PC offers superior 

customer service, lowest prices, and is open seven days a week, allowing us a faster return time 

on repair work. Also we offer entertainment with our gaming center, providing Danville youth 

with a healthy outlet.” (Donaldson, 2009) When asked about any advice on marketing, Nathan 

advises new businesses to find you’re demographic and advertise accordingly. Nathan’s 

computer business wasted a lot of money advertising on the radio and in the paper when their 

audience does not do either of these things. However, Fortress PC had more success with movie 

advertising and school fliers. It is very important to find a successful way to market to your 

targeted audience. Nathan also provided information on the pros of owning you own business, 

for example, no boss to answer, flexible hours, etc. When asked about the cons, Nathan stated 

the following: 

1. “Stress to succeed; we always have a yearly plan, and the stress to achieve can be 

sometimes overwhelming. 

2. Being a boss is not always enjoyable. Lectures and reprimands are not fun, but 

sometimes necessary. 

3. Itis hard to unplug sometimes. When you go home, sometimes you take thoughts 

of tomorrow’s game plan with you. This isn’t good if you have a family.” 

(Donaldson, 2009) 

Kathy Easter, owner of Utopia hairstyling located in Covington, Indiana has operated her 

business for 32 years in May, 2010. She started cutting her friends’ hair when she was in high 

& school. Kathy started her business on the side before becoming a full time business. Kathy’s  
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advice on marketing is to be available to the public if you are working for the public. Kathy 

believes her business is similar to others on the scale she offers. She tries to be affordable and 

available. The benefits include; making your own hours of operation, and make your own 

wages. The disadvantages are not making money when not working and do not have any health 

benefits. 

Home Improvements Construction has been in business since 1970, started by Quentin 

Abernathy. Brian Abernathy, Quentin’s son, has worked in the business for 34 years and has 

been co-owner with his brother, Mark, since 1983. Marketing advice includes; keeping an eye 

on everything, for instance, ensuring a bill does not get paid twice, workman’s comp and 

material costs. Brian advises to do the best job you can do, meeting customer’s expectations and 

more. While making runs for materials, do not make a run for one piece of material. Takes 

planning to ensure you do not lose money with fuel costs. Make sure you get quotes from 

different vendors because they may vary. It is hard to make ends meet with the repair and 

maintenance of equipment and insurance. Workman’s comp had over charged for 3 extra people 

and it took 11 months to get paid back. Need to keep an eye on material costs, for example, 

copper has increased 3 times and this affects estimates. Takes a long time to work up a estimate 

and may not get the business. When pricing for a bid, the bid needs to be high enough to ensure 

the use of premium materials. Some construction businesses will put in a low bid and end up 

using cheap materials creating unhappy customers and the loss of future business. 

Bob and Pat Nadolski own Gramma’s Berry Patch, located in Wanatah, Indiana, and have 

been in business for 6 years. The business offers delivered product, u-pick, and booths at 

festivals. Pat conducts the marketing and pricing and offers the following marketing advices:  
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The more experience you gain the better you get 

Even small areas can help you. Word of mouth spread the product was good and has 

grown to different states, for instance, Michigan and Illinois 

Put up signs to attract new business 

Label product to promote more business 

Understand your labor expense, for instance, Pat advertises u-pick berries because it does 

not cost as much in labor 

Know your customer’s expectations. For instance, Pat sells honey on the side and knows 

some consumers prefer larger jars while some prefer smaller jars. 

Gramma’s Berry Patch offers a better product than competing businesses and people will 

pay more for their premium berries. Pat markets a large church in Chicago and delivers berries 

at the church. The business is offering a bus trip for a church in Chicago to go To Gramma’s 

Berry Patch to pick berries. 

Pat outlined the advantages and disadvantages as outlined below: 

Advantages: 

e Not having to report to anyone else 

e Being able to make own decisions on marketing and labor 

e Satisfaction when runs and produces well 

e People contact 

Disadvantages:  
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Unreliable work force. American’s do not want to work and use migrants but migrants 

are coming up to pick tomatoes and de tassel corn and the tomatoes and corn is their 

priority over picking berries. 

Training employees. Pat trains the employees and will dump a bucket of berries if they 

are not the best berries and if they continue, Pat docks their pay. 

A lot of work and time 

Need to be there all the time 

Cash operated business- books have to be good to avoid skimming 

Find someone to deliver berries because it takes a lot of time. 

Started out marketing to grocery stores and didn’t make much profit because delivery 

costs but marketing to grocers with their label increased the market. 

& Mike Stump, owner of Maple Corner, has owned the business for 4 years. Mike did not 

have previous restaurant experience but his wife did. Mike’s advice on marketing is to advertise 

via the internet and stay away from newspapers. Maple Corner has been a steak and seafood 

establishment for 70-80 years. The restaurants niche is great service and food with private 

dining for parties. The advantages of owning his own business consist of you are in charge and 

it is up to you to make it. The disadvantages include a lot of hours you don’t get paid for and 

dealing with employees. 

Carol Lundgren, owner of Carol’s Confections, has been in business for 20 years. 

Carol’s advice on marketing include; presentation is everything, keep your menu low in recipes, 

don’t do too many at once, use vanilla beans instead of imitation vanilla, market your product by 

word of mouth, give free samples of items, and create a service no one else offers, for instance,  



SWEET BY NATURE MARKETING AND FINANCIAL PLAN 

free 1st year anniversary cake for brides. Carol leaves 10-15 business card with her customer’s 

in case a person requests information for where they purchased their cakes. Carol’s Confections 

differs from similar business by producing homemade, fresh baked products, nothing frozen or 

from a box. The benefits of owning her own business is she is her own boss, and sets her own 

hours. The disadvantages include; business is based on variable demand and do not know future 

income. 

Information Technology Results 

In Sew What? Inc.: The Role of Information Technology in Small Business Success, 

from the text Introduction To Information Systems, by James O’Brien and George Marakas, the 

case discusses how Sew What? has grown from a small business into a business with $4 million 

per years sales in 2006. Information technology is a critical component to the success of Sew 

What? Creating a website for Sew What? allowed the company to expand from local markets to 

markets around the world. The company enjoyed a 45% increase in revenue the first year of 

implementing the company’s website. Megan Duckett had the desire to improve the website in 

order to make it more user-friendly. Duckett took classes to learn more about improving the 

website and restructured the site. Duckett hired a Web marketing consulting company to 

improve the customer experience. Customers are able to view the website based on different 

languages and the customers can view color swatches on the website which teaches the 

customers how to get accurate measurements. The company won the Small Business Excellence 

Award from Dell due to the customer satisfaction Sew What? was committed to. The money 

won from the award was used to further improve the technology of Sew What? by automating a 

code system to track manufacturing processes instead of using paper to track production.  
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Customers will have further credibility in the company while enjoying the tracking of their order 

and real-time feedback. 

Well known bakery businesses utilize customer friendly and successful websites. 

Costhelper.com indicated hiring a local website designer can cost between $500 to $1,500 for a 

small job with several custom made graphics, navigation images and logos for a small site with 

3-10 pages and should include the following: 

“What should be included: 

» “The site design process will go more smoothly the better an idea 

you have in advance. Look at other sites similar to the one you 

plan to have, and determine what kind of information you want to 

put on each page, and what kind of look and feel you want on 

your site. 

Anytime you hire a designer, they should give you all the source 

files you need to set up your site, including .html files, Flash files, 

web-ready images, easy-to-edit original versions of the images, 

and also possibly the original designs layouts, such as Photoshop 

.psd files. 

Anytime you a hire a designer, they should help you deploy your 

web site on a web host. 

Some designers may also give you some hints on how to optimize 

your web site for search engines. 

High quality designers will make sure any JavaScript functionality  
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will work correctly on a wide variety of web browsers and will 

compress whitespace out of the .html to make files download as 

efficiently as possible, and will provide compressed and 

uncompressed versions.” 

Source: Costhelper.com, 2010 

The I & I Tavern recently purchased a website to market their business. For a one page website, 

the cost was $544.00 setup fee, $50.00 per hour fee for any changes, for instance to update 

prices, and a yearly $60.00 fee. (Wright, 2010) 

Diabetic and Gluten Free Research Results 

The National Center for Chronic Disease identifies in 2007, 23.6 million people have 

diabetes, which is 7.8% of the population. The prevalence of diabetes is higher in older people, 

approximately 12.2 million people aged 60 years or older. The estimated cost of diabetes 

economically in 2007 was $174 billion. Below is a chart retrieved from the National Center for 

Chronic Disease: 

Estimated prevalence of diagnosed and undiagnosed diabetes in people aged 20 years or older, 
by age group, United States, 2007 
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40-59 

Age Group 

Source: 2003-2006 National Health and Nutrition Examination Survey estimates of total prevalence (both 

diagnosed and undiagnosed) were projected to year 2007. 

While creating desserts to cater to diabetes, it will be important to substitute flour with 

oat bran, rice bran or rolled oats. Sugar substitutes will be necessary. Brenna and I have 

produced different cheesecakes using different sugar substitutes and have found Stevia was a 

natural sweetener. Stevia had a better flavor than other sugar substitutes, for instance Sweet 

N Low. Stevia Net, A Tale of Incredible Sweetness and Intrigue illustrates: 

“If you've ever tasted stevia, you know it's extremely sweet. In fact, this 

remarkable noncaloric herb, native to Paraguay, has been used as a sweetener and 

flavor enhancer for centuries.” 
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@ Jefferson Adams, author of Celiac Disease Statistics, says 1 in 133 people have celiac 

disease. Few people are diagnosed and suffer intestinal damage while continuing to eat wheat, 

barley, or rye. 

“If people with celiac disease continue to eat gluten, studies show that their risk of 

gastrointestinal cancer is 40 to 100 times that of the normal population. In 

addition to increased cancer risk, untreated celiac disease is associated with 

osteoporosis, and a two-fold increase in the risk of fractures, including first-time 

hip fractures. Moreover, an unusually high percentage of people with celiac 

disease suffer from the following related conditions (% in parenthesis): 

Anemia (3-6%) 

Arthritis (20%) 

Ataxia (40%) 

Cancer—Non-Hodgkins Lymphoma (39%) 

Cows Milk Intolerance (24%) 

Dermatitis (5%) 

Diabetes-Type 1 (12%) 

Irritable Bowel Syndrome (20%) 

Liver Disease (42%) 

Migraine Headaches (4%) 

Nerve Disease and/or Peripheral Neuropathy (51%) 

Obesity (30-40%) 

Osteoporosis (4.5%)  



e Osteomalacia/L.ow Bone Density (70%) 

e Pancreatic & Thyroid Disorders (5-14%) « 

Source: Adams, 2007 

The National Institutes of Health reflects the occurrence of celiac disease to other well-known 

conditions as follows: 

Celiac Disease affects 3 million Americans 

Epilepsy affects 2.8 million Americans 

Crohns Disease affects 500,000 Americans 

Ulcerative colitis affects 500,000 Americans 

Multiple sclerosis affects 333,000 Americans 

Cystic Fibrosis affects 30,000 Americans 

Source: National Institute of Health 

The Official Website of the Glycemic Index and GI Database describes the glycemic 

index as measuring the carbohydrates to the affect of blood glucose levels. To keep a low GI 

diet is exchanging high GI cars for low GI carbohydrates. The following are tips on how to 

lower the GI diet: 

“Use breakfast cereals based on oats, barley and bran 

Use breads with wholegrains, stone-ground flour, sour dough 

Reduce the amount of potatoes you eat 

Enjoy all other types of fruit and vegetables 

Use Basmati or Doongara rice  
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e Enjoy pasta, noodles, quinoa 

e Eat plenty of salad vegetables with a vinaigrette dressing” 

Source: The official Website of the Glycemic Index and GI Database, 2009 

Marketing and Mission Statement Results 

Promoting Desserts, by Food Services of America, offers tips on how to merchandise 

desserts to consumers. The menu tips include: 

Describe the flavors of desserts with enticing and descriptive words. 

Brand the desserts with premium ingredients. 

Utilize visual tricks on menus, for instance highlighting desserts. Promoting Desserts 

says “Operators can expect a 20% minimum increase when they highlight.” (Promoting 

Desserts, 2009) 

Ensure the desserts compliment the establishment they are sold in. 

Keep your patrons in mind when pricing. 

The article gives advice on how staff can make an impact on dessert sales. Some of the tricks 

include: 

o Staff should sample desserts 

eo “When it’s time, instead of “Do you want dessert?” tell them to say “Now you’re ready 

for the best part!” (Promoting Desserts, 2009) 

e Display desserts on a tray to tempt consumers 

Promotions are vital to sales. As an example, offer meals with desserts included in the price. If 

a couple is full, make the suggestion for them to split the dessert. “Drive traffic with strong  
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point-of-sale materials promoting a special dessert, a special menu or even an event.” (Promoting 

Desserts, 2009) 

Sweet By Nature will utilize menu tips from Promoting Desserts. It will be essential to 

describe flavors with enticing words and branding desserts with premium ingredients. Sweet By 

Nature has kept the customer in mind while pricing desserts. Recommendations will be made to 

restaurants to ensure the staff samples desserts and say “now you are ready for the best part” 

when talking to customers. Sweet By Nature will make a display tray to tempt customers. 

Cake Statistics, by AIB, offers information on cake statistics and trends. "Branded 

pretzel category records outstanding growth" by Ketih Seiz in Baking Management, March 2003 

(Vol. 7, No. 3), p. 16, 18. The information includes dollar and unit sales for the 52 week period 

that ended December 29, 2002 for various products including the following data for pie: 

Fresh Cakes (excl. snack/coffeecakes) 560,472,704 306,224,608 

Rei Cils (excl. snack/coffeecakes) 41,631,496 5,551,356 

Fresh Cupcakes/Brownies 825,071,296 638,345,984 

Frozen Cheesecakes ~~  ls1,86909 | 18422910 

TE Cakes/Donuts 1,205,577 | 439,519 

Source: Cake Statistics, 2002  
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"Celebrations Drive Cake Category" by Chris Balzer in InStore Buyer, 

May 2009, (Vol. 5, No. 4), p. 32, 34-35. Average cake sales in instore bakeries for 

the 52 weeks ending December 27, 2008 increased 6.4 percent to $2,061 per 

store per week according to data obtained from Perishables Inc. The East Region 

posted the largest average cake sales for the time period with sales of $3,007 

while the West Region posted the lowest with weekly sales of $2,275. Cake 

market share includes decorated cakes, creme/pudding cakes, dessert cakes, 

cupcakes, cheesecake, specialty desserts, mouse, individual desserts, tortes and 

ice cream cakes.” (Cake Statistics, 2009) 

The marketing objective it to target upscale restaurants between Champaign, Illinois, and 

Indianapolis, Indiana. Below is a map from Map Quest reflecting the route of interest: 
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Source: MapQuest 

Information was gathered from the City-Data.com to find out the key demographics based on, 

population, growth rate, mean income, and median age for the area of concentration.  



® Using data from City-Data.com the populations, growth rate, and mean income in the 

main cities and towns between Champaign, Illinois and Indianapolis, Indiana, in July, 2008, 

include: 

Champaign/Urbana, IL 

o Population 2008: 103,913 

o Growth rate over 8 years: +14.5% 

o Mean income 2008: $38,900 

St. Joseph/Oakwood, IL 

o Population 2008: 5,442 

o Growth rate over 8 years: +26% 

o Mean Income 2008: $58,000 

Danville, IL. 

o Population 2008: 33,904 

o Growth rate over 8 years: +4.9% 

o Mean Income 2008: $37,095 

Covington/Veedersburg/Crawfordsville, IN 

o Population 2008: 20,107 

o Growth rate over 8 years: +1.59% 

o Mean Income 2008: $39,276 

Brownsburg, IN 

o Population 2008: 14,520 

o Growth rate over 8 years: +1.3% 

o Mean income 2008: $63,747  
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e Indianapolis, IN 

o Population 2008: 798,382 

o Growth rate over 8 years: +2.1% 

o Mean income 2008: $71,870 

If targeting the highest mean income, it is clear Indianapolis, Indiana has the largest mean 

income of $71,870 versus Danville, Illinois, at $37,095. If targeting the highest population, it 

may be wise to incorporate Covington, Veedersburg, Crawfordsville, Brownsburg, and 

Indianapolis because it would be an 824,009 population category close to home. The highest 

growth rate is in St. Joseph and Oakwood at +26% versus Covington, Veedersburg, and 

Crawfordsville, Indiana at +1.59%. There are no bakeries located in Covington and 

Veedersburg, 3 in Crawfordsville, 7 in Brownsburg, and 200 bakeries located in Indianapolis. 

(Yellowbook.com, 2010) Clearly, Indianapolis has the most competition in the targeted area. 

Mission statements are an important step in laying out basic objects and goals. “The 

mission statement specifies the organization’s overall goals and operational scope and provides 

general guidelines for future management actions.” (Boone, et al., 2001) Marketing 

Management knowledge and skills 9e, by J. Paul Peter and James H. Donnely, Jr. advises 

mission statements to be focused on markets rather than products, achievable, motivational and 

specific. Common shortcomings in mission statements include; incomplete, vague, not 

motivational, not distinctive, too reliant on superlatives, too generic, and too broad. The original 

mission statement, “Our goal is to please our customers because we are Sweet By Nature” was 

catchy but lacked being business specific, vague, and did not provide future visions to 

employees. The new mission statement of Sweet By Nature is “To ensure customer satisfaction 

by providing sweet lovers with signature desserts made with premium ingredients.”  
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Taste Test Results 

In order to be a successful business, it is essential to critique your creations. A taste test 

was conducted on four different types of Red Velvet cake and four different types of cheesecake 

recipes using twelve taste testers to grade each cake from A through D with A being the most 

favored. Choices were marked the cakes A, B, C, and D to rate each cake in moisture, textures, 

flavor, and what they liked and disliked about each cake. Below is a copy of the survey: 

Brenna and I are investigating recipes and costs of desserts for a new business and need your 
help. 

1. Please help yourself to sample a high quality, 
cheesecake and Red Velvet cake. 

2. Fill out the survey and drop into the box provided. 

  

Rate each category by first, second, third, and fourth based on preference. 

Comment on moisture, texture, flavor, and what you like and dislike about each 

sample. 

Select Yes or No if you would pay $3.95 for your favored 
selection. 

Cheesecake Comments: 

Red Velvet cake Comments: 

Would you pay $3.95 a slice for your 
favored preference?       

We appreciate your help in this survey,  
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Sincerely, Brenna Atchison and Sylvia Cauley 

There were 12 taste testers who responded to the survey. Out of 12 taste testers, 9 

preferred the B cheesecake and 8 out of 12 preferred the A Red Velvet cake. Comments 

included: Cheesecake “B” included great do not change, and rich flavor. Red Velvet “A” was 

moist and had good flavor and favored the icing, taste and texture. 12 out the 12 taste testers 

answered yes to paying $3.95 a slice for their favorite selection. The decision was to use the 

recipe for B on the cheesecake and A for the Red Velvet cake. 

Cost Results 

Decisions needed to be made on whether to rent a commercial kitchen or apply for a 

commercial certificate. Pamela Gardapee, author of How To Obtain Certification for a 

Commercial Kitchen, provided steps for obtaining a commercial license. To receive the license, 

you will need to complete a food certification course and a proper kitchen setup. Steps include: 

. “Contact the community inspector so the commercial kitchen can be inspected 

before doing anything. This step will allow the inspector to check the kitchen 

setup and make sure everything is up to code. This step is vital to applying for a 

commercial kitchen certificate. 

Apply any necessary steps to update or fix anything the inspector suggests. The 

inspector will be the one can shut down a kitchen or give it the OK to operate. 

The inspector will check the kitchen walls, equipment, ventilation and overall  
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set up for sanitary conditions. 

Apply for the certification course for a commercial kitchen. The class schedule 

will be for one day in most communities, but may take more days to complete 

in some communities. The class will teach you about operating a kitchen. It also 

teaches you about the proper temperatures for foods, sanitary measures and 

how to prepare the food correctly. Most of the course is common sense. 

. Ask questions about anything you do not understand because it is vital you pass 

the course with a small margin of error in order to obtain a certification for a 

commercial kitchen. It is always better to ask questions and receive answers 

from someone qualified.” 

é Source: Gardapee,2010 

Ingredient costs were gathered from PFG, Prairie Farms, Gramma’s Berry Patch and 

IGA. Below is a summary of each category listed by supplier, unit of measure, ingredient and 

cost: 

Supplier UOM Ingredient 

PFG 51b baking cocoa 

PFG 24 1b baking soda 

Gramma's Berry Patch 1.51b black raspberries 

Gramma's Berry Patch 51b blueberries 

Prairie Farms 1 quart buttermilk 

IGA 48 oz (6 cups) canola oil 

PFG 501b confectioner sugar 

PFG 11b cream cheese 

Prairie Farms 15 dozen eggs  
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PFG 25 1b flour $8.25 

PFG 40 Ib granulated sugar $23.47 

PFG 1 quart lemon juice $4.50 

Prairie Farms 301b margarine $15.10 

IGA 6 cups marshmallows $1.20 

IGA 156 tsp salt $0.80 

PFG 5 1b shortening $8.00 
PFG 1 quart Vanilla extract $6.26 

IGA gallon vinegar $3.00 

During an interview with Mike Stump, the charge of renting the commercial kitchen 

would be approximately $500.00 per month for the use of the kitchen at Maple Corner for two 

days a week. The kitchen offers four ovens that would hold two cakes each and a large mixer 

that would handle large batches of cake mix to be blended at one time. It was decided since the 

project outlines making 20 cakes and 20 pies per week it would be more beneficial to rent the 

commercial kitchen, for instance the benefit of baking more cakes and pies at once. 

Costs were collected to get estimates for convection ovens, ranges, and mixers. 

CKitchen.com lists professional convection ovens from $3,943 to $10,583 and heavy duty 

electric ranges from $1,663 to $9,438.00. Professional mixers range from $2,036 to $15,803. 

Buzzle.com offers used commercial kitchen equipment. If the business is successful, the 

business will investigate used commercial equipment. (CKitchen.com, 2010) 

Each cake currently costs $5.99, each blueberry pie costs $7.81 and each black raspberry 

pie costs $14.62 with 5% scrap included. The project included scrap, for example, the cook may 

drop an egg. The tables below identify ingredients needed per Red Velvet cake, blueberry pie, 

and black raspberry pie, the cost per ingredient, the cost per cake with scrap included, and the 

cost for 20 cakes and 20 pies with scrap.  
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a Red Velvet Cake Costs 

: Cost per cake Cost per 20 cakes with 
Ingredients Cost per cake with scrap scrap 

granulated sugar 0.44 0.46 9.24 

flour 0.41 0.43 8.66 

buttermilk 0.24 0.25 4.94 

baking soda 0.01 0.01 0.11 

eggs 0.84 0.88 17.54 

baking cocoa 0.02 0.03 0.50 

vanilla 0.10 0.11 2.10 

canola oil 1.00 1.05 21.00 

vinegar 0.02 0.02 0.44 

red food coloring 0.25 0.26 525 

cream cheese 1.20 1.26 25.20 

marshmallows 0.40 0.42 8.40 

confectioner sugar 0.58 0.61 12.15 

butter 0.20 0.21 4.20 

Total cost 5.70 5.99 119.72 
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Blueberry Pie Costs 

Cost per 10 pies with 
Filling Cost per pie Cost per pie with scrap sorap 

granulated sugar 0.29 0.31 3.08 

flour 0.04 0.04 0.43 

blueberries 6.25 6.56 65.63 

lemon juice 0.24 0.25 2.49 

margarine 0.02 0.02 0.16 

Subtotal cost 6.84 2.18 71.79 

  

Piecrust 

flour 

salt 

shortening 

Subtotal cost 
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Based on 20 Red Velvet cakes, 10 blueberry pies, and 10 black raspberry pies, the 

income per month is $437.52, $1,750.10 per month, and $22, 751.26 per year. 

Since the cost of the black raspberry pies are $14.62, compared to $7.81 for the blueberry 

pie, and $5.99 for each cake, below is a revised calculation of the profit if the company made 30 

cakes, and 10 blueberry pies: 

  

This would give the business approximately $5,000 more profit per year. The business will 

monitor what desserts are more desired to reach a final total profit amount. If consumers prefer 

cake over pies, this would increase the profit margin. 

During an interview with Carol Lundgren the following shelf life chart was developed: 

Shelf Life: 

baking powder and soda | 3 months  
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cocoa 6 months 

eggs 2 weeks 

butter 1 year frozen 

flour | | forever (frozen) 

brown sugar 3-4 months 

sugar forever (frozen) 

cream cheese 6 months or 1 yr frozen 

SWOT Results 

The strengths of Sweet By Nature include; self discipline, knowledge, specialized 

products, sumptuous desserts, high quality, home made, natural ingredients, customer 

satisfaction, and the availability of renting a commercial kitchen. Starting the business out with 

two individuals will provide customer satisfaction because the owners are self disciplined and 

knowledgable. 

The weaknesses include; weak financial condition, higher overall costs, narrow product 

line, no brand image, and no experience of owning a business. The costs will be higher due to no 

brand image. As Pat Nadolski from Gramma’s Berry Patch pointed out, the more experience the 

better. If the business grows, it will reduce these weaknesses and place them in the strengths 

category. 

Opportunities for Sweet By Nature are: to develop brand recognition, use online sales, 

marketing product in local restaurants who have brand image, acquiring rival business 

consumers, utilizing emerging technologies, and entering new markets. It will be crucial to the 

business to build brand recognition to gain further business. Online sales would increase sales 

and marketing the product in branded restaurants will increase brand awareness of the business. 

The business will provide premium desserts tempting consumers away from rival businesses.  
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Using emerging technologies, for instance, Facebook and Twitter, will bring brand awareness. 

New markets will drive more profit. 

Threats for the business include; entry of new competitors, current competitors, economy, 

inferior products less expensive, fluctuating prices from suppliers, image of natural desserts, and 

adverse government policies. If more competitors came into the market, it would jeapordize the 

business of Sweet By Nature. Economy plays a key role in profits and the business needs to 

ensure prices are reasonable for consumers. As Brian Abernathy, co-owner of Home 

Improvements, stated, prices can fluctuate and affect the price to consumers. The image of 

natural desserts may be jeopardized, for instance, a medical study proving a key ingredient is not 

good for consumers. Adverse government policies need considered, for instance, license fees 

may increase making it difficult for small businesses to survive. 

Analysis of Results 

Business Owner Question Analysis Results 

Half of the business owners surveyed started their business on the side and have been in 

business for over 20 years. Half of the businesses surveyed market by word of mouth and all 

businesses strive for customer satisfaction. The main remark was “you are your own boss and 

there are more disadvantages than advantages.” As Fortress PC outlined, “there is a stress to 

succeed.” Below is a chart of each question along with the responses from the businesses 

surveyed:  
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Did you start 

doing business 

on the side 

before running 
the full time 

business? 

How many 

years operating 

full time? 

Advice on 
marketing? 

What does 

your business 

offer 

differently 

from similar 

businesses? 

Advantages of 

having your 

own business? 

Disadvantages 

of having own 

business? 

Find 

individual 

demographic 

and advertise 

accordingly. 
Advertise to 

customer 

market. 

Superior 

customer 

service, 

lowest 

prices, open 

7 days a 

week, offer 

gaming 

center 

Own boss 

and flexible 

hours. 

Stress to 

succeed; 

lectures and 

reprimands, 

hard not to 

take work 

home with 

you. 

Need to be 

available to 

the public if 
you are 

working for 

the public. 

Affordable 

and available. 

Make own 

hours of 

operation. 

Make own 

wages. 

If you do not 

work, do not 

get paid. No 

health 

benefits. 

Word of 

mouth and do 

the best you 

can do to meet 

customer’s 

expectations 

and more. 

Try to use 

premium 

quality 

materials, 

satisfy the 

customer, 

clean up mess 

Not a 9:00 

a.m. to 5:00 

p.m. job. 

Insurance 

cost. 

More 

experience the 

better, word 

of mouth, put 
up signs to 
attract new 

business, label 

products, 

know your 

customer, 

Offers 

premium 

berries, and 

bus trip for 
church. 

Own boss, 

make own 

decisions on 

marketing and 

costs, 
satisfaction 

when running 
well, and 

working with 
people. 

Unreliable 

work force, 

time training 

employees, a 

lot of work 

and time 

spent, need to 

be there all 

the time, and 

worry about 

skimming in 

cash operated 
business. 

Currently 
running 

business on 

the side 

0, part time 20 

Market via the 

internet and 

stay away 

from 

newspaper 

advertising. 

Established 

for 70-80 

years, great 

service and 

food, and 

private dining 

for parties. 

Word of 

mouth and 

offer free 
samples of 
product. 

Homemade, 

fresh baked 

products. 
Nothing 

frozen or 
made from a 

box. 

Own boss and 

up to you to 

make it work. 

A lot of hours, 

you don’t get 

paid for and 

dealing with 
employees. 

Own boss and 

set own hours. 

Unreliable 

income and 

business is not 

constant.  
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Information Technology Analysis Results 

Information Technology will be key to the future profitability success of Sweet By 

Nature. In order to meet future goals for branching out to online sales, it will be critical to invest 

money into a website developer. Key words will be essential in the marketing of Sweet By 

Nature. The site will need to be user friendly in order to be successful. 

Diabetic and Gluten Free Analysis Results 

Desserts will be available to diabetics and people suffering from celiac disease. Studies 

from the National Center for Chronic Disease support a market for desserts for diabetics. Celiac 

disease statistics, the National Institute of Health, and the Official Website of the Glycemic 

Index maintain the market for gluten free desserts. Marketing to these categories will bring 

uniqueness to the dessert market. 

Marketing Analysis Results 

Cake Statistics, City-Data.com, and Yellow Book confirm there is a market for desserts 

in the targeted area of Covington, Veedersburg, Crawfordsville, Brownsburg, and Indianapolis 

area. Below are the marketing plan results for population, growth rate, and mean income for the 

ranges from Champaign/Urbana, Illinois to Indianapolis, Indiana. 
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Population 
# Champaign/Urbana, IL 

® 5,442 

= 33,904 

® 20,107 

® 14,520 

# Covington/Veedersburg/ 
Crawfordsville, IN 

@ St. Joseph/Oakwood, IL 

= Danville, IL. 

# Brownsburg, IN 

# Indianapolis, IN 

Growth Rate | Mean income 
=Ch i , IL 

= Champaign/Urbana, IL Champaign/Urbana 
1.30% 

°_ 2.10% 
1.59% A & St. Joseph/Oakwood, IL 

= St. Joseph/Oakwood, IL 

4.90% 

: = Danville, IL. # Danville, IL. 

= Covington/Veedersburg/ # Covington/Veedersburg/ 1 aig 

Crawfordsville, IN 

& Brownsburg, IN & Brownsburg, IN 

= Indianapolis, IN # Indianapolis, IN 

$39,276 

While Indianapolis had over 200 bakeries, stores for example, Wal-Mart, and Dairy Queen were 

included. Sweet By Nature believes their business is superior because it offers a homeade taste 

to clients and markets to diabetics and gluten free customers. 

Cost Analysis Results 

Costs will be key in identifying profit loss or gain. The business will continue searching 

for lower costs without jeapordizing the end product. As the business grows, it will be easier to 

39  
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negotiate prices with vendors. For example, if purchasing more berries, the business may be able 

to bargain with Gramma’s Berry Patch or other vendors. Businesses can normally get discounts 

for buying in bulk versus smaller orders. 

SWOT Analysis Results 

Understanding strengths, weaknesses, opportunitites, and threats are vital for the business 

to succeed. The business will maintain the strengths and work on weaknesses, opportunities, 

threats. Below is a chart of the SWOT analysis results: 

Strengths 

Self Discipline 

Knowledge 

Specialized products 

Sumptuous desserts 

Availability of commercial kitchen 
rental 

Home-made 

Natural 

Customer satisfaction control 
High quality 

Opportunities 

Develop brand recognition 

Online sales 

Market product in local restaurants 
well known in area 

Acquiring rival business 
consumers 

Utilize emerging technologies 

Enter new markets 

Summary and Conclusion 

Weaknesses 

Weak financial condition 

Higher overall cost 

Narrow product line 

No brand image 

No experience with running own 
business 

Threats 

Entry of new competitors 

Current competitors 

Inferior products with less 
quality and less cost 

Economy 

Fluctuating supplier costs 

Image of natural desserts 

Adverse government policies  
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Sweet By Nature will use a portions of the research conducted from business owner, 

information technology, diabetic and gluten free, marketing, taste test, and cost results. The 

company will also use the marketing plan as a guide for marketing and utilize tools offered by 

the Small Business Administration. 

The business will take the advise from business owners to start out on the side prior to 

starting a full time business. The business has utilized the advice on finding an individual 

demographic. Sweet By Nature will use the guidance of advertising to the customer market. 

The business will offer samples of product to encourage further sales. Research proved 

affordability needed to be met with the customer. Nothing will be frozen or made from a box. 

Information technology research results prove how powerful implementing a website will 

be. The site will be user friendly and include a feedback section to further improve the product 

of Sweet By Nature. The company will invest in a local website designer and utilize hints on 

how to optimize the website for search engines. 

Statistics prove a market for diabetic and glueten free products. Sugar and flour 

substitutions will be made for diabetics along with flour substituions for people suffering from 

celiac acid. The business will use information from the National Center for Chronic Disease and 

the Official Websie of the Glycemic Index and GI Database to create desserts for this group. 

Sweet By Nature will promote desserts using menu tips from Promoting Desserts. The 

desserts will be more descriptive, for example, signature Red Velvet cake, instead of Red Velvet 

cake and luxurious cheesecake, versus cheesecake. Desserts will be branded by using premium 

ingredients and will compliment the establishment they are sold in. The business will ensure  
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staff sample the desserts and will recommend the staff say, “now your’e ready for the best part!” 

(Promoting Desserts, 2009) 

Marketing Management knowledge and skills 9e, by J. Paul Peter and James H. Donnely, 

Jr. reflect how critical a mission statement is. Sweet By Nature has incorporated the new 

mission statement, “To ensure customer satisfaction by providing sweet lovers with signature 

desserts made with premium ingredients.” The mission statement is complete, not vague, 

motivational and specific. It is important to provide guidelines for future management decisions. 

Sweet By Naure will continue taste testing studies to make sure the recipes meet 

customer expectations. This also will be crucial while testing out recipes for diabetics and 

people who suffer from celiac disease. The taste tests will provide a section to test the pricing 

for each dessert. Customer satisfaction will be critical to the success of Sweet By Nature. 

The marketing plan proves there is a market in the targeted area of Covington, 

Veedersburg, Crawfordsville, Brownsburg, and Indianapolis area. The company will revisit 

Cake Statistics, City-Data.com, and Yellow Book to ensure the market is strong for the area. As 

the business continues to grow, future areas will be analyzed prior to targeting new markets. 

The cost analysis results prove a profit can be made by renting a commercial kitchen, 

selecting suppliers with low cost but premium products, and selecting desserts which are not too 

expensive to sell to the consumer. As the business grows and earns profit, the business will own 

a commercial kitchen by purchasing commercial equipment from well known used commercial 

equipment suppliers, for instance, Buzzle.com.  
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