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S.R 

SUGAR RUSH 
	  
	  
	   SUGAR RUSH is a cupcake shop invented by Maida Arslanagic & Romane 
Cauquil in the summer of 2013. The idea came to us after visiting the United States 
and enjoying the delicious cupcakes in different flavors and colors.  
 
We thought to bring this sweet treat to France, to the French Riviera. Cote d’Azur is 
the most popular parts of France visited by many tourists during the year, making it a 
perfect place to implement our idea.  
 
We have made a lot of researches to find the best place where we could easily fit our 
cupcake fantasy shop. We wanted to find a town, which could best suite our brand 
values, ideas and easily fit in the environment. The main goal was to bring something 
new and innovative and attract the public by the brand’s creativity.  
 
After visiting and evaluating different places on the Cote d’Azur, we made our choice. 
The city where we decided to open our shop is Juan-les-Pins, a small and cozy town, 
perfectly fitting in the vision of our new cupcake brand.  
 
Juan-les-Pins is situated between Nice and Cannes, two very known and popular 
touristic destinations and only 13km from the Nice Cote d’Azur airport. It’s a major 
and well-known holiday destination attracting both foreign and local tourists. 
 
Opening the shop in Juan-les-Pins is a great challenge for us. We will not only try to 
reach to the tourists in summer periods, but also the locals. By building the brand’s 
awareness strategically we will maintain the business through the whole year. 
 
In order to build our brand awareness we already have an existing website, as well 
as active Facebook and Twitter accounts in order to give the public a view of our 
uniqueness and advertise about our upcoming products and events. Even though the 
shop is not officially open we are starting to build a bond of trust and credibility 
between our potential customers. 
 
The shop will sell various cupcakes and hot beverages. The opening hours will range 
from 9am to 8pm during the whole week. The grand opening will be held on the 5th of 
February 2014, at 29 rue des Gourmands in Juan-les-Pins. 
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S.R 
- SITUATION - 

	  
	  
	  
 In order to test the market and its demands, we’ve done some researches to 
get a better understanding of the current cupcake trend on the French Riviera. We 
researched the demand in the area, as well as the occupancy of existing shops that 
could be a potential competition to us. 
 
We did a lot of Internet researches to look for potential competitors, which sell similar 
products nearby. The SWOT analysis below identifies SUGAR RUSH’s 
organizational strengths and weaknesses as well as outside threats and 
opportunities that can be expounded upon: 
 
STRENGTHS: 
 

v We are bringing a new trendy cupcake shop in the area, which is something 
new and innovative. 

v SUGAR RUSH will provide pre-orders and catering services for customers 
that can be ordered over Internet. 

v The cupcakes will also be custom made according to the consumers demand 
and desire, satisfying their ideal treat. 

v All products will be homemade and sold at reasonable prices. 
 
WEAKNESSES: 
 

v Cupcake business is not very distributed in the region. 
v We hope that the locals will accept this trendy idea because if they don’t, it 

could affect the business, especially in the winter season when we count more 
on the local population.  

 
OPPORTUNITIES: 
 

v We have the opportunity to expand the business in the future 
v Social media platforms can act as free online advertisement 
v Online engagement allows us to target niche market for the future (vegans, 

gluten free eaters, etc.) 
 
THREATS: 
 

v Existence of boulangerie-patisseries, which sell traditional French products 
and are well known on the market. 

v Juan-les-Pins is a place where tourists like to come the whole year round. We 
hope that in cases of low tourist season sales will not be significantly affected. 

v The climate may also affect the business because customers are reluctant to 
visit cupcake shops when the weather is bad; in cases they are not regular 
customers. 
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S.R 
- OBJECTIVE - 

	  
	  
	  
 The main objective of SUGAR RUSH is to build the awareness of our products 
to target audience in the area and make significant profit already in the first year. 
 
We expect that our revenue in the first period would mainly come from shop sales 
(cupcakes and beverages sold in the shop) and takeaways. Each cupcake will be 
sold at a price of 2,70€. 
 
In the second period of the year we would like to increase our traffic to website sales; 
pre-orders and custom made cupcakes. 
 
We want to attract customers and make profit during the whole year, regardless the 
low or high tourism seasons in Juan-les-Pins. 
 
 Our objective for the Grand opening on the 5th of February is to get as many 
cupcakes and fashion lovers as possible to join our event. We plan to send 150 
invitations to the media from which 20 are to the local newspapers, television and 
radio. We expect at least 50% of the invited press to come. We already started 
promoting through social media; our Facebook and Twitter accounts and official 
website in order to reach a broader audience 
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S.R 
- AUDIENCE - 

	  
	  
  
 The region of Juan-les-Pins and Antibes has a population of approximately 70 
000 people. After Nice and Cannes, it is one of the region most visited town. 
 
The French Riviera attracts tourist the whole year round. Good weather conditions, 
beautiful sea and the nearby mountains, attract millions of tourists from all around the 
world. 
 
Even though it is a very touristic region we would mainly like to attract the locals who 
would be coming and enjoying our products on daily basis. 
 
Therefore we have defined our target audience by creating buyer personas, fake 
members of our target market. Personas share similar interests, demographics and 
worldviews. Like this we can easily create and use relevant communication tactics 
that are tailored to each of our target market and based upon how they communicate 
online. 
 
We have created four buyer personas: 

1. MARINE - Young and stylish student 
2. CHARLOTTE - Chic business woman 
3. STEPHANIE - Career Mom 
4. MARGARET - Classy mature woman 

 
MARINE: 

v Age: 25 years old 
v Young, fashion-orientated, enjoys music, sports, online shopping, clubbing 

and latest technologies. 
v Enjoys long chats and gossiping with her friends in the local coffee shop. 
v High use of social media: Twitter, Facebook, blogger, YouTube, mails, 

Instagram, Groupon… 
v Recent studies showed that numerous young people at the age of 25 and 

under continue to check their Facebook and Twitter activities when they wake 
up in the middle of the night or as soon as they wake up in the morning. 

 
CHARLOTTE: 

v Age: 35 years old 
v Professional woman, focused on their career, sophisticated tastes and enjoys 

healthy way of living. 
v Works hard enjoys travelling, movies, and literature. 
v Use of social media: blogger, LinkedIn, Facebook, Twitter, Skype… 
v Research showed that women in their thirties are enthusiastic social media 

users engaged in 6 or more social media activities. 
 
STEPHANIE: 

v Age: 45 years old 
v Active mom, leads a very recreational and cultural lifestyle, has her own 

earnings, owns the latest high technical products 
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Marine  Charlotte  Stéphanie  Margaret  

v Addicted to her Smartphone, receives news through her social media, enjoys 
occasional online shopping 

v Use of social media: Blogger, Facebook, Twitter, emails 
v Researches show that a middle age woman uses social network for different 

things, such as finding out about a product to shopping or monitoring her 
children’s activities. 

 
MARGARET: 

v Age: 60 years old 
v Older woman who is enjoying her retirement, travels a lot, loves spending time 

with her grandchildren and her dog. 
v Enjoys buying sweet treats and drinking coffee with her friends, having serious 

and long conversations about life. 
v Use of social media: getting news from different websites, online newspapers 

and email. 
v Recent researches show that woman above 55 nowadays are becoming more 

Facebook and Twitter active. 
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S.R 
- STRATEGY - 

 
 
 
 Our strategy is to connect cupcakes and fashion with the help of our friend 
Isabel Marant. She is a French fashion designer who is known worldwide and 
perfectly fits in one of our market personas. Our consumers can easily identify 
themselves with her. Hopefully this strategy will build stronger awareness of our 
brand. 
 
We think that fashion and pastries have a lot of things in common. In order to be a 
fashion designer or a pastry chef you have to be creative and be able to make 
interesting creations out of different materials.  
 
Cupcakes have been the ‘next big thing’ for years now and shown no signs of dying 
out. They are like that timeless designer handbag that claims pride in our wardrobe 
and they are here to stay for good. It’s not a passing trend, it’s a cult that is still not 
well-known in France but by bringing it here we hope it will become a new ‘fashion 
trend’ on the pastry market. 
 
Cupcakes go beyond any cake or other sugar treat, they might signal friendship, 
sharing in an individual sense and even seduction, depending on how you eat your 
icing. They remind us of our childhood, particularly for anyone who grow up making 
and eating fairy cakes. 
 
Even though a lot of other sweets have tried to take the cupcakes ‘crown’ such as 
brownies, donuts, macaroons, pies etc. nothing had really came close to the real 
charming taste of cupcakes. 
 
The quote from the founder of the French haut cuisine; Marie-Antoine Carême, 
explains best the connection between cupcakes and fashion, and gives a better 
understanding of our strategy. 
 
 

“I compare a pastry cook who makes good colifichets to a distinguished 
fashion designer, endowed with perfect taste, who can make charming 
things with very little material. In the same way, out of almost insignificant 
scraps of pastry, we have to create pleasing and graceful things that also 

tempt the appetite.”  
 

(Marie-Antoine Carême, 1783-1833) 
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S.R 
- TACTICS - 

 
 
 
 In order to implement our strategy, we are going to use different tactics. We 
are already using social media as one of our main tactics to promote our new brand 
and upcoming events. We are constantly posting new information and interacting 
with our potential consumers. This will help us build the awareness of our brand and 
spread the ‘word of mouth’. 
 
In order to successfully manage SUGAR RUSH’s reputation, it is important that we 
use feedback continuously to help design and refine the customer experience. We 
use Social media to set expectations with customers, to influence their awareness 
and experience in a positive way, and to collect customer feedback and act on it in 
an appropriate and timely manner. 
 
It is important to cover all the online bases effectively. We use the following sites to 
monitor and manage our brand’s name: 

- Our website: www.sugarrush.fr - we are controlling the number of people 
visiting our site and things they say about us. 

- Facebook: by monitoring the feedback given from our fans, by controlling the 
number of fans, likes and comments. 

- Twitter: we are controlling the number of followers and tweets, and what are 
they about. 

 
In order to get closer to our potential customers we made a delicious morning of 
cupcake testing on the market square in Juan-les-Pins. The locals were able to taste 
a whole range of different cupcakes. All of the tasters were free and we provided a 
prize draw to win a box of our sweet cupcakes. We recorded the opinions of all 
participants. According to their results we decided which flavors could be interesting 
to keep. 
The participants were also asked to give recommendations, if they had any, in order 
to improve our campaign. The ones who came up with interesting and creative ideas 
were reworded with a box of our mini-cupcakes specially made for this event. 
 
Our next step is going to be the Christmas market in Juan-les-Pins starting on the 
15th of December. It is the region’s most popular market and we expect a lot of 
people to come. We are going to rent a wooden chalet to sell our cute cupcakes 
especially designed and made in the spirit of Christmas. This will be one more 
opportunity for us to test our target market and see how they react, as well as 
promote our Grand Opening in February. 
 
During the Christmas market at the end of December, we are planning to send a 
survey. The survey will be sent out to randomly picked women from our target 
audience that is living in the local area. Our goal with the survey is to get more 
information about our buyer personas and the campaign itself. It will contain 
questions to evaluate our personas, the campaign and to see if we are on the right 
track towards building trust and awareness of our brand. 
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Our Grand Opening will be our best tactic to implement our strategy by combining 
cupcakes and fashion. The idea is to organize a Fashion show where we will 
represent the new Isabel Marant’s spring collection along with our cupcakes. We 
decided to collaborate not only because she is our friend but also because she 
perfectly fits into the characteristics of our buyer personas.  
The models will be walking around our cozy shop, wearing Isabel Marant’s new 
spring collection while serving our guests and presenting different flavors of our 
cupcakes. Beneath every cupcake, stickers will provide the consumer with coupons, 
for discount or free items on their next purchase. Every purchased cupcake will offer 
a sweet deal.	    We want to connect cupcakes with fashion and that is why this is not 
going to be a typical fashion show. We want this to be a memorable event that 
everybody will enjoy, not just fashion and gourmet lovers. 
 
For all of our past and upcoming events we rely on our social media, where we post 
information, notices, as well as pictures and any additional information in order to 
attract the public and build the awareness. We prepared press releases that were 
sent or going to be sent to the press in order to promote our events, hoping that we 
will get more publicity through television, radio and newspaper. 
 
For the testing event held in November we advertised on the local radio station and 
in the newspapers as well as distributed flyers. The flyers were handed out the entire 
week before the event in different shops, hotels, hospitals, universities and etc. 
 
The Christmas market has its official website where they will promote all vendors that 
are participating in the market. That is a bonus for us, additional advertising, apart 
from all the mentioned tactics we used on daily basis (Facebook, Twitter, 
Webpage…). All vendors are going to be interviewed by the local TV station, which 
guarantees us also TV publicity. 
 
Media was attracted with the idea of Isabel Marant participating in this interesting 
event, connecting cupcake and fashion together. Therefore we already have some 
interviews scheduled for the end of January in different magazines and a big TV 
interview on France 3 at the beginning of February. The event has a special section 
on Isabel Marant official website which brings us additional publicity that helps 
increase awareness of SUGAR RUSH. 
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S.R 
- TIME TABLE - 

 
 
 
TIME PERIOD July 2013 August 2013 September 

2013 
October 2013 
 

What SUGAR 
RUSH did or is 
going to do 

- We came back 
from USA where 
we got the idea 
to open a 
cupcake shop. 

- Market 
research and 
defining a target 
audience. 
 

- Searching for 
the perfect 
place for our 
shop.                           
- Job opening for 
a pastry chef.  
 

- We got the keys 
of the shop !  
- Renovation 
started.                 
- Opening of the 
official website.                           
- Created a 
Facebook and 
Twitter account.            
- Employed a 
pastry chef 
 

 
 
 
TIME PERIOD November 2013 December 

2013 
January 2014 February 2014 

 

What SUGAR 
RUSH did or is 
going to do 

- Beginning: Press 
release and 
advertising for 
the testing event.                            
- Buying furniture, 
fittings and 
ordering 
equipment for 
the shop.                            
- Ending: Testing 
event 
 

- Press release for 
the Christmas 
market on the 
15th.                     
- Interview for the 
official website 
of the market.               
- Advertising on 
the official 
website of Isabel 
Marant for the 
fashion show.                  
- Surveys sent 
out.                       
- Job opening for 
a sales person. 
 

- Press release for 
the Grand 
Opening.                                       
- The furniture, 
decoration 
started.                                         
- Interview for 
fashion 
magazine ELLE, 
and French 
cuisine 
magazine.                          
- Going through 
the collection 
with Isabel 
Marant and 
picking the most 
appropriate 
pieces for the 
fashion show.      
- Model casting.                          
- Evaluation of 
survey results. 
 

- Employed a 
sales person.        
- Interview with 
Isabel Marant on 
France 3.                           
- Last 
preparations for 
the fashion show.                     
- Grand opening 
on the 5th at 
6pm 
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S.R 
- BUDGET - 

 
 
 
 The cupcake business does not require intensive labor that’s why we will only 
hire two extra members of staff, the pastry chef and the sales employee. SUGAR 
RUSH is owned by two members, contributing to the business’ starting capital with 
10 000€ each.  
 
We are aiming to achieve high profit in the first year because we offer our clients a 
distinguished service. The shop is offering to consumers pre-ordered, take away, 
custom made cupcakes as well as hot beverages. By being one of the region’s most 
popular town, with tourist the whole year round, we can get our sales up in certain 
periods of the year. 
 
Since it’s a new business we will have to face a lot of starting costs, before the official 
opening date. The costs include the acquisition of furniture and fittings, such as:  

- Table  
- Chairs 
- Kitchen equipment 
- Coffee machine 

Most of the starting costs will be paid from our starting capital. 
 
We will also have to think about the advertising expenses, especially in the starting 
period to attract new customers (flyers, commercial newspaper, signboard, visit 
cards…) as well as the decoration material for the shop.  
 
The fixed costs that the shop faces are salaries, rent, insurance, taxes, operational 
equipment and utilities such as heating, lighting, air conditioning, Internet, telephone 
etc.  
 
Due to our business output we will have some variable expenses such as the 
material used in the production of cupcakes and beverages (coffee, tea, hot 
chocolate, etc.). The prices will also vary depending on the weather, seasonal 
changes and special offers. We will start with a fixed price of 2,70€ per cupcake. 
 
Other expense that we have is the material needed for the packages, boxes, 
wrapping of the cupcakes.  
 
The Grand opening is going to be on the 5th of February and it will cost us 8,000€. 
The amount will be distributed for the fashion show, models, material for the 
cupcakes, interior and exterior decorations and the wages of extra staff. 
 
 
 

v Administration Budget : 
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Items Fixed assets Monthly 
expenses Other expenses 

Land & building  0  

Furniture & fittings 14700,00   

Renovation/Decoration 3700,00   

Salary  6170,00  

Rent  3800,00  

Business license   2500,00 

Telefon and Wi-Fi  200,00  

Water  500,00  

Electricity  2500,00  

TOTAL 18400,00 13170,00 2500,00 
 
 

v Marketing Budget: 
 

Type Fixed Asset Monthly expenses Other expenses 

Signboards 3500,00   

Salaries  1851,50  

Magazine  200,00  

Advertising 
(Flyers, banners, 

adds) 
 300,00  

Grand Opening   8000,00 

TOTAL 3500,00 2351,50 8000,00 
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S.R 
- EVALUATION - 

 
 
  
 To evaluate how successful this campaign is going to be, we will have a look 
at all the results after the Grand Opening in February. 
 
 
The effectiveness of our campaign will be measured by: 

1. Traffic: measuring the effects of social media, including the number of people 
following us through Facebook, Twitter and active visitors of our website. 

2. Interaction: participation of customers on our social media networks, 
customers’ comments, tweeting, likes etc. 

3. Brand metrics: “word of mouth” online, including brand favorability and brand 
awareness. 

4. Profits: increase of engagement among customers will increase our profits. 
5. Sales: the number of cupcakes sold on the first day of opening, takeaways 

and the number of pre-orders taken. 
 
 
The best indicator of our success and the success of our campaign will be the 
number of people that attend our Grand opening event. The more people show up, 
the more we are sure that we have reached the public in the wanted way and that our 
strategy was successful.  
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S.R 
Media release 
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S.R 
For immediate release 
 
 

SUGAR RUSH CUPCAKE SHOP GRAND OPENING 
SUGAR RUSH AND ISABEL MARANT BRING CUPCAKES AND FASHION  

TO JUAN-LES-PINS 
  
 Juan-les-Pins, France, January 5th 2014 – Sugar Rush announces its Grand 
Opening, Wednesday, February 5th from 6pm- 10pm.  
 
Visitors of Sugar Rush can expect to be greeted by an array of various and delicious 
cupcakes, served by beautiful models dressed in Isabel Marant’s new spring 
collection. This is going to be a true unique cupcake and fashion event. 
 
During Wednesday’s Grand Opening, the shop will offer a larger array of cupcake 
flavors. Beneath every cupcake, stickers will provide the consumer with coupons, for 
discounts or free items on their next purchase. Every cupcake purchased offers a 
sweet deal. 
	  
“We are very excited to organize this unique event and bring cupcakes and fashion to 
this cozy and small town of Juan-les –Pins. All cupcake flavors that will be presented 
on the Opening will be sold in the shop...” says one of the owners of Sugar Rush, 
Romane Cauquil.  
 
‘’I’ve visited The States many times and I know what cupcakes mean there. 
Cupcakes are like a new brand in France, which I will be more than happy to 
promote. I am excited to be part of this unique and innovative project…” says the 
French designer Isabel Marant 
 
The Sugar Rush signature is an extremely moist, flavorful cupcake style, 
complemented by the perfect amount of icing that melts in your mouth.  
 
 For more information visit: www.sugarrush.fr 
 
About SUGAR RUSH: 
SUGAR RUSH is a cupcake shop created by Maida Arslanagic & Romane Cauquil in 
the summer of 2013, in Juan-les-Pins, 29 Rue des Gourmands. The shop sells 
homemade cupcakes. The opening hours range from 9am to 8pm during the whole 
week. 
 
About Isabel MARANT: 
Isabel Marant is a French house of fashion founded 1994 by Isabel Marant. The 
company has 10 shops worldwide: Paris, New York, Tokyo, Hong Kong, Seoul, Los 
Angeles, Beijing, Madrid, Beirut and has retailer in more than 35 countries.  

 
 
 
 
 
 

SUGAR RUSH 
29 Rue des Gourmands, 

Juan-les-Pins 
Tel: 0620338050 

Mail: opening@sugarrush.fr 


