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ABSTRACT

Butter Dream is a bakery business specializing in high-quality, uniquely crafted sweets and snacks It serves
customers of all ages who enjoy fresh, flavorful treats made from carefully selected ingredients Products are
often purchased for enjoyment during leisure time or as a snack throughout the day, The brand focuses on
offering a wide variety of options to suit different preferences, Customer satisfaction is at the heart of its
strategy, driving product development and service quality, Butter Dream emphasizes creativity and uniqueness
in every item it offers, Its consistent commitment to quality helps build customer loyalty and brand trust, The
business has achieved steady growth through a focus on taste, freshness, and presentation. Overall, Butter
Dream aims to deliver a delightful experience with every bite.
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