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Mission Statement: 
We aim to create an engaging experience, where each cupcake, coffee and cake is 
curated to provide the customer with quality, specialty, and enjoyment.

Description of Concept:
Cupcake Creations is a bakery in College Park that offers gourmet cupcakes, mini 
cupcakes, coffee, and customizable cakes. We also hold workshops to let customers 
experience the process of baking and decorating our various cupcakes. We plan to 
incorporate wholesale as an integral part of our selling efforts, marketing to places 
that hold large events. This includes university functions, corporate events at The
Hotel at The University of Maryland, and weddings in the DC metropolitan area. We 
hope to partner specifically with the University of Maryland in order to work as one of 
the primary caterers for on campus events. 

Brand Identity: 
We want consumers to perceive Cupcake Creations as an upscale bakery in the 
College Park area. We strive to be consumers first choice for cupcakes, coffee, and 
cakes. We will fill the current market gap for baked goods in College Park.
 
Our overall design is to be trendy yet simple. By using light pink and green we strive 
to  create a bright and happy atmosphere to our store, while staying in the industry’s 
popular color scheme. We will use marble throughout for our countertops in the store 
and for the baking stations as well as small round marble tables.
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Target Market
The core target markets that we are trying to reach through in-store and wholesale 
efforts are: students, business professionals, and brides/grooms in the Maryland and 
Washington DC area. We chose these groups because we feel that, with the Universi-
ty so close and the local businesses growing prosperity these could be key markets to 
tap into. Also, we felt that the wedding industry will also give us a constant source of 
revenue in the bakery even in the summer months when school is out of session. We 
are hoping that by targeting these individuals we will gain enough support in the local 
community to help us increase brand awareness and brand recognition.

Student

Name: George
Age: 20
Education: Marketing student at the Robert H. Smith School of Business
Occupation: Student
Scenario: George is a marketing student at the Robert H. Smith School of Business 
at the University of Maryland.  On campus he is involved in TerpAma and works at 
the Office of Career Services at the Smith School as well.  His typical day consists of 
going to class, going to the gym, working, and then going to TerpAma events on se-
lect evenings throughout the week.  For the upcoming network event with TerpAma, 
George was asked to bring a dessert to share with all of the members.  Once as-
signed this task, he tried to brainstorm all possibilities for local bakeries.  George then 
recalled last weekend when he went to the grand opening of Cupcake Creations with 
some of his friends on Route 1.  He got a chance to try a few flavors and learn about 
the workshop classes. George realized Cupcake Creations would be the perfect op-
tion to cater the event. All ages would enjoy the cupcakes and he believes this would 
be a successful decision.

personas
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Business Professional

Name: Mary Smith 
Age: 40
Education: MBA in marketing from Georgetown University 
Occupation: Manager of the Marketing Department at a popular company in 
Bethesda, MD 
Scenario: Mary is planning her company’s annual charity gala at The Hotel at The 
University of Maryland. For the gala Mary needs to find a bakery that can make her a 
large customizable cake. By doing a simple Google search for bakeries in the College 
Park area she found the Cupcake Creations website. Mary then called Cupcake
Creations and ordered a customizable cake and several dozen cupcakes for the gala. 

Engaged Bride

Name: Amy Soles
Age: 29 
Education: B.S. in Mass Communication at accredited 4-year university
Occupation: Human Resources Data Analyst
Scenario: Amy is planning to get married in August 2018 to her fiancee, Mark. Amy 
enjoys keeping up with the latest trends on social media, and frequently uses Ins-
tagram, Facebook, and Pinterest to come up with ideas for her upcoming wedding. 
She recently attended her friend Jackie’s wedding where the bride served cupcakes 
instead of cake. Finding this to be a unique touch, Amy begins to do a little research 
of her own and sees that serving cupcakes is becoming a popular trend at weddings. 
Amy is getting married at a venue in Washington D.C. She sees an ad on Facebook 
for Cupcake Creations, and place a large cupcake order to be delivered on the day of 
her wedding.



Primary research

We conducted two rounds of surveys with potential customers to develop ideas for 
the bakery. When originally designing the bakery, we thought we would feature pre-
made and customizable cakes as our main product. However, after looking at the 
responses for the first survey we realized that it was only around 50% of the cus-
tomers that would want these kinds of cakes. Therefore, we used the second survey 
to understand the main reasons our customers would be visiting our bakery. To do 
this we asked the question: “If you were going to visit this bakery, which of the op-
tions below would most likely be the reason for your visit: Cupcakes; Cakes; Mini 
Cupcakes; Coffee/Espresso/Latte; Baking Class”. The top two answers were coffee 
and cupcakes. We believe these two options would probably be the most popular in 
the long run because they are fast, simple, and can be bought more frequently than 
large cakes. Therefore, we designed our logo to feature a cupcake in order to show 
it off as our main product in addition to giving the bakery a light and fun feel.

Additionally, in our second survey we asked the individuals how often they visit 
Route One on average and 39.4% of the respondents said they visit Route One ev-
ery day and 30.3% said they visit Route One a few times a week. We used this data 
to then determine that our target market frequently visits Route One and it is a hub 
for hanging out, grabbing a bite to eat, and running errands. We also used this infor-
mation to determine that our business should be located on a central part of Route 
One such as the current Nando’s location in order to be easily accessible. We also 
chose Nando’s specifically because it had wide open windows on a corner location 
were all the people passing by could look into the bakery and see the products as 
well as the baking classes going on inside. We hope that with all the traffic and with 
the way we have laid out the store, the location will provide a lot of future customers. 
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During our initial planning for the bakery we were thinking of charging $3.50 for our 
cupcakes but we noticed in our first survey that not many people wanted to buy the 
cupcakes at this price. However, we then decided to look up prices for cupcakes in 
the surrounding popular businesses to price match. For example, on the Georgetown 
Cupcake website, they charge $3.25 per cupcake and on the Baked and Wired web-
site, they charge $3.90 for a cupcake. After researching these price, we decided to 
charge a little under that and make the price of the cupcakes $3. We did this because 
we thought we would first need to get our feet off the ground and get people in the 
door before we could charge a higher price. We believe that the lower price will entice 
people to come into the business and then hopefully become a long-term customer 
after they see all our offerings.

Lastly, when asked the question; “On a scale from 1-5, how much do you think a bak-
ery is needed in college park?”; 81.8% of the respondents answered with a 3 or high-
er. Also, when asked the question; “How likely is it you would visit a bakery on Route 
one?”; on a similar 1-5 scale, again 81.8% of the respondents answered with a 3 or 
higher. This data helped us affirm that we were creating a business that would hope-
fully not only attract customers, but also fill a need in the market that had not been 
previously met. 
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Secondary research
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We did secondary research to figure out: the trends in the industry, local competition, 
and current trends in the College Park businesses and community. The city of Col-
lege Park has 31,730 residents with a mean age of 21.5. 87% of residents have a high 
school degree and 49.5% of those residents have a bachelor’s degree or higher. The 
average household income is $57,824. We used these statistics to help determine our 
target market. Since the mean age is 21.5 we decided that students at the University 
of Maryland should be our first target market. With being located in a college town that 
has over 38,000 students a lot of revenue will come from the University’s students, 
however, we are still hoping to attract the local residents and business professionals 
through our wholesale efforts.

Initially, one of the trends in the industry seems to be that smaller companies are em-
bracing niche markets. For our business, we are trying to embrace this by focusing 
our bakery as a cupcake/cake store rather than a bakery that offers a larger variety 
of breads, cookies, and other baked goods. This will help our business stand out in 
consumers minds as their are no current specialty cupcake or cake stores in College 
Park. It will also allow us to focus on making quality and individualized products for 
our customers. Another trend that was noted was the trend for millennials to be ear-
ly adapters for baked goods. Since many students at the University of Maryland are 
millennials they are likely to visit our store from the beginning. Their word of mouth as 
early adapter will help to increase our brand awareness on campus and help to drive 
revenues. The last trend we noticed was that there is a growing demand for mini pas-
tries. After finding out about this trend we decided to offer mini versions of our cup-
cakes similar to Baked by Melissa. This is a fun treat that can be an additional pur-
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chase or be bought alone if someone is in need of a way to combat their sweet tooth. 
When it comes to the surrounding competition, we understand that small companies 
in general have a hard time getting a leg up on larger businesses due to economies 
of scale. This is especially true for bakeries because of the fluctuation in costs of in-
gredients and fuel. However, in our town we are lucky not to be immediately near any 
large bakery chains that would be in direct competition with ours. However, some of 
the possible competition in the area would mainly be Insomnia Cookies, Grocery store 
bakery sections, Coldstone, and a couple other local bakeries not in walking distance 
of the University’s campus. To combat these competitors we are planning to offer a 
unique store concept and design because not only will there be quality products, 
there will also be an element of an in store experience through our workshops. No 
other dessert/bakery restaurant in the area offers much in the world of in store expe-
rience. Most places, the customer runs in and gets what they need and runs out. Our 
store will offer customers the option of staying and watching or taking a baking work-
shop. This unique feature of our bakery will help to increase word of mouth advertis-
ing.

In the College Park area we have also looked into the opening of local businesses 
such as the Hotel and Milkboy Art House. These new businesses are helping to build 
up the greater College Park area and attract new customers to the area. The Hotel in 
particular is bringing in new business professionals and is increasing the number of 
large conferences and events held in the area. The way we chose to appeal to these 
businesses is by offering customizable cakes and batches of cupcakes for confer-
ences and parties. With businesses like these, they host many large events and will 
be looking to find a reliable company to make connections with in their ongoing busi-
ness. Potential partnerships with the University and The Hotel will help increase our 



Interior
With natural light streaming in, materials like marble 
and white brick consistently displayed, and plants 
placed throughout the store, the interior design 
creates a bright, open space where customers will 
want to have a seat and enjoy a cupcake & coffee 
break. The design provides a sense of freshness 
and calm. Coupled with the easily visible display 
of the bakery offerings, it will draw customers in for 
both scheduled and impromptu purchases of our 
baked goods.

Product Offerings
We will offer a variety of different 
cupcake flavors, customizable cakes 
and coffees. The design of the cupcake 
icing pattern differentiates them from 
the typical grocery store box, giving 
the consumer the feeling that they are 
buying a high-quality, upscale product. 
Our coffee cups will have cup holders 
with illustrations done by local artisits 
in order to maintain the more modern 
theme that the rest of the store portrays.10 

Conceptual store design



ColorsStorefront
Our storefront aims to have the feel of a traditional 
bakery with a modern touch. The white brick provides 
a clean look, while our striped awning would add 
a sense of novelty. The storefront will feature large 
windows that allow people passing by to see the 
cupcakes and cakes displayed in the store, as well 
as our interior layout and baking class kitchen. The 
exterior gives an inviting welcome to come take a look 
inside the shop.

BAking Class 
Kitchen
The baking class kitchen will 
feature modern appliances that 
align with the store’s overall feel. 
The colors and materials will align 
with those in the rest of the interior, 
featuring marble countertops and 
mint fixtures. The baking class 
kitchen will be visible from both the 
exterior and interior of the store, 
and will be a extension of branding 
efforts. 

11 



12 

Storefront



interior layout
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Restaurant sales, particularly in a college town are highly seasonally dependent. Peak 
times for total sales will be during the two semesters, with additional peaks occurring 
towards the final month of the semester, when on campus organizations have final 
gatherings and purchase bulk orders of cupcakes or a custom cake. Secondary re-
search was conducted to discover that the average cupcake bakery sells between 
3,000 (in low traffic areas) to 10,000 (in high traffic areas) on average, per month. 
Since we will be new but in a high traffic area, we used a figure somewhere in be-
tween 3,000 and 10,000 on average. 

Research was also conducted to discover that the average coffee shop sells approx-
imately 250 cups of coffee per day. This figure was used and further variation was 
assumed due to colder months leading to higher coffee sales. Cupcake cost is $3.00/
cupcake and since we will be making artisanal coffee and speciality drinks, average 
coffee drink cost was set at $3.50/drink. Startup costs can be covered by first year 
revenues and we predict an impressive net income of $443,295.62 by 2022.
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Advertisment/Marketing Plan

Our advertising efforts will use a variety of mediums to engage potential customers. 
We will utilize social interfaces such as Instagram and Facebook in order to foster 
customer involvement and create brand experience, conversations, and community. 
Social media provides a channel through which we can interact with customers regu-
larly and curate a specialized image for our company. We also intend give promotions 
to local social influencers and organizations. This will build awareness about our new 
business and create more foot traffic in our retail location. We want to capitalize on 
opportunities to break into the wholesale market, as well as the marketplace for large 
events, using these areas to build a reliable source of revenue throughout the year. 

In order to achieve this goal, we intend to create a partnership with the University of 
Maryland and other event venues in the area. Bus ads and large poster ads will be 
our main focus of print ads in order to develop brand name recognition around cam-
pus and in the surrounding local areas. All of these efforts will be bolstered by using 
Google AdWords to direct people who are looking to purchase cupcakes or attend 
baking classes in the College Park area straight to our website. The advertising aims 
to educate the customer about our brand and portray the benefits of purchasing our 
products.

To cater to a market of newly engaged women, we plan to use a number of strategies 
to create brand awareness and perception of high quality. We will use advertisements 
on Facebook to market to this typically social-media savvy group of customers. Our 
advertisements will specifically be directed towards those who have recently update 
their status to “Engaged.” Additionally, through the use of geo-targeting, we can proj-
ect ads only to those who are in our local area. This will fit well with our overall busi-
ness plan because weddings will offer a chance to sell large quantities of cupcakes 
at one time, adding significantly to our overall revenue. Wedding season also tends to 
be throughout the summer and early fall months, which will contribute to sales at times 
when students are off campus for summer break. We also plan to develop relation-
ships with local wedding planners, caterers, and other wedding vendors in order to 
receive referrals from those places.
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BANNER ADS



Instagram
Instagram would be one of our primary 
forms of social media due to its high 
popularity, particularly amongst college 
students. Our content would promote 
an array of products like the different 
cupcake flavors we offer and images of 
our custom-made cakes. 

Instagram would also be a space 
to promote our store location, by 
showcasing photos of the space, 
thereby enticing potential customers to 
come in and take a look for themselves. 
The content would align with the theme 
of our retail location. 

The posts would be styled to give a feel 
of quality, trendiness, and aesthetic 
appeal. Additionally, we would keep 
colors and styles consistent with that 
of our storefront, featuring white, black, 
mint and pink as well as touches of 
marble and white brick. We would use 
our logo for our profile picture in order 
to distinguish our brand when users 
search for “cupcakes” on Instagram.

We would also use Instagram stories in order to engage 
customers through features like polls, hashtags, and geotags. 
Increasing numbers of people are utilizing this feature, making 
it an asset to increase visibility amongst consumers. It would 
also set a precedent for customers to make their own Instagram 
stories featuring our products. 

This would function as an additional way to spread the word 
about the company and its offerings. The Instagram stories 
could additionally function as a way to announce events or sales 
that the company is holding.
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Facebook
We would also utilize Facebook to continue to engage our customers and heighten brand 
awareness. Our profile picture would display our brand logo and the cover photo would be 
our signature storefront awning pattern with mint and white strips. This would contribute to 
ongoing brand cohesiveness and consistency across social media platforms.

A key tool on Facebook that would be helpful in promotion is the ability to create an event. 
When people express interest or indicate they are going to an event, the app will remind 
them on the upcoming days and the day of, and the event itself will be exhibited on their 
timeline for their friends to see. 

This function would increase turnout and awareness about events throughout the College 
Park community, while also acting as an advertisement for the company itself. We would also 
engage users by quickly replying to questions or comments and regularly posting photos or 
statuses.
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WEBSITE
For our website, we decided to highlight Cupcake Creations’ brand and purpose.  To 
incorporate our colors we used black, white, mint, and blush.  As for our heading, 
customers will be able to view our home page, about us page, the menu, order online 
page, contact page, and a page about our workshops.  As a whole, we utilized our 
branding to attract our local target market of students and business professionals.  
However, our website is also used to attract our wholesale target market of engaged 
couples. Cupcake Creations will provide catering services for weddings, business 
conferences, etc.  On our home page, we showed a range of our offerings including 
cupcakes, coffee as well as clips of the interior of our bakery.  Each photo was filtered 
and edited to create a cohesive look for the audiences. Overall, the website’s purpose 
is to create an easy-to-navigate interface for current or potential customers to view our 
products and learn about our offerings.

22 
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Through our website customers will have the opportunity to book a workshop. During 
the workshop one of our team members will guide the participants through the pro-
cess of baking and decorating one of our cupcakes. Each participant will bake half 
a dozen cupcakes to take home with them. The workshops serve as an integral part 
of Cupcake Creations offering a unique and fun experience for our customers. Each 
workshop can accommodate up to sixteen people and will cost $25 per person. Work-
shops will be offered some evenings during the week as well as during the afternoon 
on weekends. Through the workshops customers will become more engaged with 
our brand and will have a special experience making our cupcakes. Guests can also 
book the workshops for a birthday party, corporate bonding event, or any other spe-
cial occasion. The workshops will serve as a major source of income as well as differ-
entiate our business from other bakeries in the area. 

Rewards Program 
To increase sales we will implement a rewards loyalty program. Customers will be 
given a rewards card that is hole punched during each visit. On their tenth visit to the 
store they will receive a free cupcake. This rewards program will incentivize custom-
ers to visit the store more often to get their free cupcake. We believe that this rewards 
program will encourage repeat visits, increase customer satisfaction, and help drive 
sales. 

sEO
We will use Google AdWords to instantly connect customers to our website by having 
our page be the first to appear under a search for “college park cupcakes.” We will 
additionally link our web page to ad words that pertain to our product offering and 
target consumers.
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Community posters
As a part of our marketing campaign, we decided to create a poster to promote an 
upcoming grand opening for the bakery. During the promotion we will be offering a 
free cupcake to anyone that follows our social media. This will be a way to not only 
get people in the door, but to also get people to stay updated and connected to the 
business through our social media. We hope to hang this poster around the communi-
ty, place it in email newsletters, and pass it out as handouts on Route One as well as 
around the community. Our goal is to use this as a way to not only inform the public of 
our grand opening, but to also get our name and logo into the minds of the consumers 
so that they will recognize us in the future.

Additionally, we will have bus ads that appear on buses that circulate around campus. 
Many students utilize this form of transportation, creating an area where we can devel-
op increased brand name recognition. 

Public relations
In order to create a buzz around our new startup, we plan to further promotional ef-
forts with on-campus organizations and local influencers on social media. We will give 
promotional offers to popular on-campus groups that coordinate large events, like 
TerpThon, Greek Life, and religious organizations.  This will create brand awareness 
both with these groups for larger events, as well as with individual students who will 
try our cupcakes at these events. This will provide enticement for individual customers 
and associate the brand with celebratory, group events occurring in the College Park 
area. We will also reach out to local people with popular food blogs, lifestyle blogs, or 
personal social media accounts. By offering these people discounts or free items for 
a feature on a social media post, we will improve perceived company reliability and 
value, as many other locals will see these posts and want to come into the retail store.
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PACKAGING
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Sources 

https://bakedandwired.com/shop/all-cakecups/
https://www.georgetowncupcake.com/Menu.aspx 
https://www.bakedbymelissa.com/
http://smallbusiness.chron.com/bakery-industry-analysis-64831.html
http://www.lantmannen-unibake.com/en-US/Schulstad-Bakery-Solutions/Inspiration/
Bakery-Trends/
http://clients1.ibisworld.com/reports/us/industry/default.aspx?entid=4319
https://datausa.io/profile/geo/college-park-md/#education
http://www.collegeparkmd.gov/Planning/Census_Population_2010.pdf
https://factfinder.census.gov/faces/nav/jsf/pages/community_facts.xhtml?src=bkmk

30 


